








September - 1946 


PRICES and MARKETS 


PA has at last revised retail prices to allow for increases 

up to now absorbed by distributor and retailer. This 

action, applying to practically all radio and appliances, 
is explained by the agency as mandatory under the law and 
that this is the last adjustment necessary because of the 
provisions of the new law. 

This relief is welcome, although it restores only the added 
absorption the distributing end of our business has been forced 
to take since March 31, 1946. Such as it is, however, it will 
help the trade to cover the cost of selling, a factor that will 
increase as we move into the coming buyers’ market. 

Prices are going up but that need not create any fear of 
buyers’ strikes. Prices are already up, increases justified not 
only by increased costs but most importantly to the consumer, 
by increased quality and value: the extra service features that 
mean so much in appliance selling. 

We can see this movement of price and volume clearly in 
the six months record of washing machine production, the 
only appliance on which detailed figures are as yet available. 

The first fact that leaps out of a glance at the figures is that 
the average retail price of all washers is up from $75.92 in 
1941 to $109.84 in 1946. This is for the first six months of both 
years; 1946 average will take another rise in the second six 
months due to increases now authorized. The dollar volume 
therefore, the amount the trade collects from the consumer, 
is $90,757,277 for 1946 against $82,662,825 for the same period 
of 1941. Although unit volume in 1946 was only 76% (826,268) 
of 1941 (1,088,288). 


The following tables give the informing details. 


WASHERS SIX MONTHS 1946-1941 





6 Months Average % to 
1946 et Total 
Units Price 
Electric 
Below $40.00 0 sae +. eaueme 
$40-$49.99 7,890 $47.62 1.00 
$50-$69.99 92,579 65.00 11.70 
$70-$99.99 407,696 84.77 51.55 
$100 and Over 282,791 162.37 35.75 
Total. .. 790,956 109.83 100.00 
Gas 
Below $70.00 252 61.24 71 
$70-$99.99 18,747 88.69 53.09 
$100 and Over 16,313 135.24 46.20 
a 35,312 110.00 100.00 
Combined Total 826,268 109.84 
Total Retail Value $90,757,277 
6 Months Average % te 
1941 Retai Total 
. Price 
Electric 
Below $40.00 43,863 $38.57 4.28 
$40-$49.99... 184,565 47.61 18.01 
$50-$69.99... 447,007 63.38 43.63 
$70-$99.99... 200,492 85.02 19.57 
$100 and Over. . 148,606 142.49 14.51 
Tota! 1,024,533 75.25 100.00 
as 
Below $70.00..... 13,306 63.79 20.87 
$70-$99.99...... 41,247 83.75 64.70 
$100 and Over... 9,202 132.87 14.43 
ian cues 63,755 86.68 100.00 
Combined Total.... .. 1,088,288 75.92 
Total Retail Value aig petra $82,662,825 


The reason is apparent: the producers are making and the 
public are buying the special feature merchandise. The over 
$100 classification now represents 36 percent of total sales 
against 15 percent in the same class for 1941. : 

These washers are being sold as quickly as the dealers can 
get them. The only question is when volume can be stepped up 
to meet the urgent demand. 


ADIO offers a contrasting picture of production heavy on 
the low priced end of the line. 

June figures give radio receiving sets shipments estimated 
at 1,378,000, 16 percent above May shipments of approximately 
1,185,000. Production is and has been mainly in small table 
models which in number and per cent to total are far above 
pre-war levels. The following table shows the comparison 
between 1946 and 1941. 


RADIO—MONTH OF JUNE 1946-1941 


1946 1941 
Estimated % to Estimated % te 
& Units Total Ly Toes 
Table Sets... oO, ¢ /o 
oe aeowetens 1,212,640 } 88% } + 43 
onsole Sets... % é 0 
Console Combinations 62,680 } 6% } 22,904 27% 
Automobile Sets. ..... 82,680 6% 225,335 20% 
All Other. ..... ee 7 heed eel 296,376 25 7o 
Total. .. - 1,378,000 100% 1,150,529 100% 


Many difficulties, including component shortages and out 
of balance supply, have hampered the production of radio in 
the upper parts of the lines. As far as the table sets offered go 
the buyers’ market seems here. Buyers are choosy, many 
preferring to wait. Merchandising of an aggressive nature 
is clearly necessary. That is too evident to need emphasis but 
the figures on both products are quoted to bring out the situ- 
ation: price is still secondary to value in the buyers’ choice. 
The public wants our merchandise and they will buy the best 
we have. 


LSO the public have the earnings to buy with. We have 

reached the goal of full employment or near it. Hourly 
earnings in industry are above June of last year; weekly 
earnings somewhat less, according to the National Industrial 
Conference Board. And since we have been quoting 1941 
appliance and radio figures it is worth quoting the NICB 
figure on increases in 1946 weekly earnings as 52.8 per cent 
over January 1941. 

Figures on employment and earnings (together with farm 
prosperity, now at an all-time high) give use the basic indi- 
cations of our market. These consumers are buying now and 
will continue to buy. Consumers credit is on the increase 
showing how they are buying. They also invite some well 
planned and intelligent selling on the dealer’s part. That’s 
where the margin increases will help. 
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Cold statistics proved that a way had to be found to keep hot 


Only PRESTELINE offers 
utensils out of little tots’ reach. Presteline found the answer to 
parents pleas—with the new-type Safety Top. It's the new a Choice of ALL THREE! 


l-in-back top arrangement that means extra safety for children 
| + ; 

ylus extra front work-space for mothers. 

I | 


Overnight, the new Presteline Safety Top has become the one 
feature most talked-about in any discussion of new electric ranges. 
At the recent Show. dealers reported that women everywhere are 
not only asking for it—but they're willing to wait for it—untempted 



















by promises of earlier delivery of other types of electric ranges. THIS 
Safely TOP fea- 
Millions have read feature articles about the new Safety Top in caren Seer. 


in-back cooking units 
and Deepwell Cooker 
—keeps hot utensils 
out of tiny tots’ reach. 











leading national magazines. Millions are learning about it from 
Presteline national advertising. Millions are attracted by not only 
the new Safety Top—but by Presteline’s choice of the three differ- 
ent top arrangements preferred by 97% of American women—and 
by 21 practical features combined in no other electric range. That's 
why thoughtful dealers agree—Presteline’s the electric range that 
definitely out-ranges competition! Contact Presteline distributor OR THIS 

DIVIDED TOP gives 
you unusually con- 


venient center work- 
space. 


nearest you. or write direct for franchise facts. 







OR THIS 

FOUR-TOGETHER 
top is still tops in the 
opinion of lots of 
PRESSED STEEL CAR CO.,INC. Domestic Appliance Division 666 Lake Shore Drive, Chicago 11, Ill. homemakers. Maybe 


you prefer it, too. 


ELECTRIC RANGES 


‘ 194 I Steel Car ¢ In 
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Unhiet’ 


winter sales 


Here’s the appliance you’ve been seeking to boost your 
cold-weather sales. It’s the Carrier Humidifier, a winner 


CARRIER HUMIDIFIER. Attractively styled with any family that depends on a conventional system 
wood cabinet. All moving parts resiliently 
mounted for quiet operation. Comes ready for heat. 


oy Sy Sr ee ey ee This handsomely styled, compact unit adds just the 


right amount of moisture to dried-out air for healthful 
winter living. And it circulates cleaned air. 


The Carrier Humidifier is quiet and self-regulating. 
It takes no more current than a 50-watt light bulb, no 
more room than an end table. It’s a must in every 
home where people want the comfort of properly 
humidified air during the winter months. 


You can sell this unit with confidence. It is a product 


of Carrier’s 40 years of leadership in air conditioning. 

AIR CONDITIONING It’s designed and built for long, trouble-free service and 

REFRIGERATION customer satisfaction. Write for the name of the nearest 

—_ INDUSTRIAL HEATING Carrier distributor. Carrier Corporation, Syracuse, N. Y. 


NG 
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modern kitchens for farm homes throughout the area surrounding this 
with the farmer promising cash on delivery. 




















Saums, who has sold electrical farm appliances since 1933, now has added tractors, dairy 


He also builds home 
such as the four-door 66 cubic foot model shown here. 


barn equipment, farm implements and heavy machinery lines. 











After 14 years’ experience in the electrical appliance business in this area, John M. 


Saums is solidly sold on the potential of the farm market. 


He now plans construction 


of an eight-truck garage in rear of his new outlet. 





HE electrical appliance dealer 
specializing in the farm market 
occupies a unique merchandising 
position. He operates primarily in a 
broad field which offers him, as a mini- 
1 double-barreled sales potential. 
From there on, moreover, the operation 
has many them 
reasonably good paying propositions, 
That's about the way John M. Saums 
iews this business. In it for 14 years, 
at the small town of Flemington, N. i= 
Saums knows most of the answers. If 
not sold to the hilt on the future of this 
business he wouldn't now 


mun 
Hiuiy, 


ramifications, all of 


be conduct- 
a new building 
providing 20,000 square feet of main 
floor area, plus another 6,000 feet of 
loft space. Nor be planning an eight- 
truck garage in the rear, as soon as the 
present new-building bans are lifted. 


} 
ing his operation in 


Two-Way Potential 


First, to outline that two-way poten- 
tial fundamentally inherent in the farm 


irket: 


|—The dealer specializing in this field sells 
specifically to the farm itself. And the pro- 
duction end of the farm now is being elec- 
trified on a grand scale. This is especially 
true in country where the farmer goes in for 
poultry or dairy products as well as raising 
crops, perhaps along with some acreage in 
orchards, thus assuring the farm a year- 
around income. 


2—He also sells to the farm home. And 
the farm home now is rapidly being electri- 
fied to the level generally prevailing in the 


SEPTEMBER 1, 


average suburban home. In many instances 
it is being electrified well beyond this level 

Either division of this market, con- 
sidered alone, represents good busi- 
ness. The dealer specializing in this 
field hits both potentials equally hard 
Even together, however, they only 
may account for about half his total 
sales volume. There still remains the 
domestic sales potential wrapped up in 


the town in which his operation 1 
based. There is no law, just because 
he specializes in the farm trade, against 
his trying to unwrap a healthy share oi 
that town potential. Nor to bid 
strongly for any commercial installa 


tions which turn up there. Meanwhile 
he may separate some transients from 
a few more dollars. On any phase of 
the town business he stands exactly as 


good a chance to bank the consumer's 


money as the next dealer along Main 
Street. 

So far, this all comes under the 
ing of normal, routine business. Now 


—still speaking strictly from at 
trical merchandising viewpoint 
a glance at a few of the many 

The 
specialist: dealer just naturally 
to be in 


cations in the operation. 


an ideal position to c 


nicely on these ramifications. 
not consider them side lines; t 
they are part and parcel of his 0\ 
operation 
Poultry production in an at 
time leads to a processing plant. Th 


farmers obviously are in on it. 
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this dealer, right from the original tip- 
of. He supplies the motors, lots of 
them, along with the ventilating, cool- 
ing and refrigeration systems. 
Another farmer decides to build a 
cold storage plant for apples in order to 
hit the market during the off-season. 
The farm specialist dealer is there 
when the plans are drawn. He’s also 
on hand when another farmer specifies 
materials and 
slaughter house. 


equipment for a 
Meanwhile, a num- 
ber of road stands crop up along high- 
ways through the country, usually on 
property purchased from some farmer, 
and the proprietors of these new ven- 
tures require refrigeration and beer 


coolers, along with other domestic 
major appliances, as well as a water 
system, heating system, ventilation 
equipment, etc. Constantly in close 
touch with every move made in the 


country, this dealer gets first crack at 
the business. 

The net result, citing the operation 
ot John M. Saums as an example, is 
that the electrical appliance dealer 
Specializing in the farm market sells 


{ 


the following: 


FOR THE HOME: 
he farmer today large 
tapacity models in brands. 
Water heaters—selling and installing 
148 electric units in six months, 
saums could have delivered more if he 
had received larger shipments. Ranges 
~heavy demand for electric 


Refrigerators— 
insists on 
leading 


large 


Facing main highway traffic circle a mile outside small town 
in the farm trade is 100 feet wide and 200 feet deep, with 
foot sales floor. 








Saums picked his location carefully. 


=) 
to 


" — 
4 z ——_ = 

$ ‘ : 

B : fs 

i “” “a y o 

4A we \ 

Le a oa wet a. t 
models. Home freezers—installations 
made through several counties; the 


town people buying comparatively few 
small models and farmer 
going for no less than 24 cubic foot 
capacity; purchasing door fronts, com- 
pressors, and plates, Saums_ builds 
cabinets, a two-door model of 33 cubic 
foot capacity and a four-door model 
double this size. Washers, including 
automatics and ironers—taking orders 
regularly. Cleaner 1 wide range of 
them. Radios—as many in the farm 
home as in the town home, consoles 


with the 


and combinations as well as table sets, 
in known brands only; the farmer in 
this area wants to see television demon- 
strated, probably as a result of the 
publicity given the televising of the 
fight, had a 

dency to stir the imagination 
Also, for the home: 
farm specialist 
kitchens as 
available in quantity; the 


Louis-Conn which ten- 
Kitchens—the 
sell a lot of 


as the products are 


. | 
dealer can 
soon 
tarmers here 


1 


are pricing stainless steel and 


sinks 
high grade cabinets. Oil burners—a 


big item. Room heatet 1 good stock 
everything in the 
small 


24-inch fans, 


Table appliances 
Shavers, ventilators 
fans, and up to 18 and 


move well; some attic fan 


line. 


ventilation 
systems also sold. Air humidifiers on 
display. Water volume. 
Lamps—pin-up, table and floor models ; 
fluorescent fixtures for the 
Air conditioning Door chimes 
(Continued on next page) 


systems 


kitchen. 


Clocks. 
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of Flemington, N. J., the new home of this dealer specializing 
showroom across front of building providing 6,000 square 






Solidly sold on the farm 
market potential after 14 

years in the electrical appli- | 
ance business, John M. Saums | 
now is expanding all phases 
of his specialty operation... . 
Here's his slant on this im- 
portant market. 





ee 





By 
LANSDELL ANDERSON 











The farm home's board of strategy—the farmer and the farmer's wife—always looks 
over the complete line, then usually discusses the prospective purchase further at home, 
before making final selection. On home freezers, of which they are big users, they 
generally select one of large capacity, a 24 cubic foot model or larger, as did this young, 
successful farm couple. 























"That's the range my wife and | agree we should have in our kitchen, When can you 


hook it up?" Electric ranges and hot water heaters are highly favored in these farm 


homes which are rapidly being modernized. 
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The average number of radios per farm home is as high as in the town home, according 
to Saums, who also reports an increasingly heavier demand for consoles and combina- 
tions in this market. 











One side of the machine shop in which there are eight lathes, three presses and a power 


saw for the present service-and-installation crew of nine, now being expanded. 


The office, where Mrs. Saums (at corner desk) takes charge, is set off from sales floor by 


showcases displaying traffic appliances. 














View of a section of the large parts department, faced by a showcase 60 foot long. Mrs 
Katherine Saums, active co-partner in the business, is equally at home here as on sales 
floor demonstrating an appliance to a farm wife. 


FOR THE FARM: Milk coolers 


big seller Water pumps and air 
pumps Milking machines. Ventilat 
ing equipment Motors Grinders 
sprayers, fencers, flash lights, welding 


outfits also noted on display 
FOR BUSINESS 

units—complete line for 

installations \irc 


Refrigeration 
commercial 
mditioning. Beer 
through several coun 


Water 
Ventilat 


cooler selling 
ties Motors 


in | heating svstems 


} 


heavy duty 


, 
< 
s 


svstenis 

Non-Electrical Lines 
On the non-electrical side of this 
merchandising picture there are several 
bines which neatly supplement the pro 


ducts listed in the toregoing \mong 


these are the following: 
NON-ELECTRICAL LINES: 
Tractors. Heavy machinery for the 


farm, including all tractor-drawn im- 
plements and tractor-driven equipment 
Farm hardware, which includes a full 
line, from small hand tools to post hole 
Dairy barn equipment, such 


liggers 


as stanchions, automatic drinking cups, 


teed and manure carriers, tracks and 
chain hoists, ventilators, hammermills 
and feed mixers, etc. Miscellaneous 
items, from solder to plattorm § scales 


and lawn mowers. A wide assortment 


of insecticides and disinfectants, clean 
ing agents and polishes 

Saums added these lines a vear ago, 
when he opened his new store, and now 
fiinds the daily demand for many of 
these products, particularly farm ma 
chinery, far exceeds his supply. He 
has been unable as yet to make profit 
ible headway on tractor sales because 
of a prolonged strike at the factory 
which still remains unsettled. 

The final important subdivision of 
this business is the parts department. 
Faced by a show-case counter 60-feet 
long, this department is 20-feet deep, 
with racks containing more than 4,000 
separate bins in which are stocked all 
parts for every product of importance 
sold this outlet. Refrigera- 
tion, machine and implement parts take 
up the major portion of the bins. It 


through 
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within itself, with close 
controls, which 


i business 
nventory pays a 
worthwhile profit and leads to a con- 
siderable volume of sales in appliances 


to new customers. 


Saums' Physical Plant 


check into the selling 
methods currently employed, and other 


Betore we 
slants on the present operation, let's 
brietly glance at the physical aspects of 
the business. 

Saums entered the appliance business 
in 1933, opening a small store in Flem- 
ington which has a population of ap- 
3,000. Steadily expand- 
into his new 
in July, last year. 

This plant, 100 feet wide and 20 
feet in depth, is located at a traffic 
circle nearly a mile outside of town 
These main highways 
lead to Trenton, 23 miles south, and 
New York and Philadelphia, each 
nearly 50 distant. The show 
room, facing the traffic circle and ex- 
tending across the front of the build- 
is 60 feet deep, with wide over- 


proximately 


ing, he moved into his new buildin g 


intersecting 
miles 


ing, 
head doors at the sides affording easy 
entrance to the sales floor by large 
trucks. 

Ihe central portion of the building, 
with similar the 
for stocks of new merchandise. 
section, of 


doors, is storeroom 
In the 
about the same size, 
is the machine shop, the service de- 
partment for 


reat 


refrigeration and farm 
equipment, 60 by 60, and a wash-and- 
paint 
\bove divisions is a loft 
used for storage of small, light merch- 
andise 


room of 600 square-foot area. 
these rear 
The building has a concrete 
floor and the steel roof is supported 
by 100-foot wooden spans, the trusses 
the ground by 
bolting six 2 x 12-inch planks together. 
The heating system consists of 4 
steam boiler in the oil burner, over- 
head radiator units, and power fans to 
circulate the warmed air. The light- 
ing throughout the building is fluor- 
the alone having 
32 ceiling fixtures, each carrying four 
48-inch tubes, for a total of more than 
(Continued on page 92) 
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escent, showroom 
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1d 200 HERE are a good many electri 
traffic cal dealers in the country today 
town who are obliged to tell the cus- 
hways ner, “Sorry, we haven't any today, 
h, and@though we hope to get some in before 
each long.” Too frequently this is all they 
show say, Or else they add, “If you care to 
nd ex-Hileave your name, we'll be glad to let 
build u know when we get one in.” So the 
ver- customer leaves her name and _ the 
g easy Bdealer is for the moment freed of the 
arge Bannoyance of having to say ‘““No” when 
would like to say “Yes”. When he 
ling, nally does get the appliance in some 
eroom @ weeks later and calls up this customer, 

In the 


wwever, he is apt to be met with some 
reply, “No 


some cases the 


ne of the variants of the 


it nger interested.” In 


arm @ orders thus taken have gone sour in the 
1-and roportion of ten to one 
rea. 


How Noonan Does It 


icrete Gilbert Noonan of the Jennings Fun 
nture Company of Portland, Ore., be 
eves this loss of sales is the dealer’s 
nd byfown fault. As a matter of fact, the 
ealer in the fictional instance quoted 
f altbove has not made a sale at all—h« 
over- is merely taken an easy way to get 
lof a customer by taking her name. 
Mr. Noonan does it differently. 

fluor- He 


IQ 


is one of those who for the past 


iaving# everal months have had to sell prac- 
x four ically without merchandise. He is a 
han ‘ange specialist. In the years before 


le war he operated the range depart- 








Many future sales are being lost 
because of poor handling of 
prospects during shortages, ac- 
cording to Gilbert Noonan of 
Jennings Furniture Portland, Ore. 


By CLOTILDE GRUNSKY 


Selling... 


Without Merchandise 











ment for the Jennings Furniture Com- 


pany as a one-man department, hang 


up records for sales which were 


ing 


the envy of many a manager with an 


entire staff of field salesmen working 
for him. Moreover, his was a one 
line department. He sold Monarch 


much of his 
fact that he 
through the 


ranges and believed that 
success due to the 
told a 
years, never having to take back what 


be tore 


was 
consistent story 


he had said the year because 


i different line 
bal inice 


he was carrying ; never 


having to one statement 


against another because he had more 


than one type of equipment on his 


floor. He had an exclusive product to 


sell and if he told his story well enough, 


he could sell it even in competition 
with large department stores doing 
volume advertising, or chain stores 
with lower prices He still believes 
in these principles. He wants to re 


lain a range salesman and he wants to 
sell the same line of ranges he has sold 
through all the vears 

Under present conditions, this is 


difficult 
ill of its dealers with samples and it 
utlets 
which has spread the allotment to any 
me dealer pretty thin. Many dealers 
under these circumstances have added 


The factory has had to supply 


expanded its somewhat, 


has 


other lines—whatever they could pick 
up, have sold other types of merchan- 
dise entirely or have picked up compet 
ing lines where they could and so have 
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he has strictly 











Gilbert Noonan of Jennings Furniture, Portland, Ore. goes over the fine points of 
an electric range with a customer, despite shortages of model to sell 


inaged to maintain 


a volume of busi- 
difficult Mr. 


Noonan believes they are injuring their 


ness during a period. 


future standing with this policy and 
maintained his depart- 
ment along the lines he would ‘like to 
see it operate when the shortage of ap 


, 
pliances 1s past 


Takes Customer Upstairs 


His policy is to greet the customer 
comes into the store asking for 
to take 


lepartment on an upper floor. 


as sie 


in electric range and her to his 
This is 
i spacious area, designed to make an 
utstanding filled 
with Monarch ranges, and with an in- 
stalled kitchen 


except for the range) 


showing when it is 


model (now complete 


But there are 
sometimes 


no ranges to be seen—oh, 


me or two, perhaps, but for the most 
part none at all. 
He does not start to talk about the 


hard case in which he finds himself, 
nor does he blame everything on the 
the OPA. For one thing, 


believe ardently in 


tactory or 
the customer 
Mr. Chester 
be tactful to get into a political argu- 
ment on the subject. 


may 
Sowles and it would not 


Furthermore she 
does not come into the store to discuss 
policies of price control—she is inter- 
ested in obtaining a range 

His first step is to find out what her 
home situation is. If she is building 
a house, or has moved into one without 


cooking equipment and simplv has to 





have something on which to cook meals 
for her family, he recognizes that he 
cannot do much for her. He tells her 
that deliveries of ranges are uncertain 
and that much as he would like to see 
her using a Monarch, he cannot 
promise to furnish her with a range in 
tine 

But if 
and 
something 


to meet her needs. 

the an old 
is looking about to find 
with which to re- 
place it, he right into his sales 
talk. And he sells her the range, even 
though it is not there. She has gotten 
old equipment for 
fifteen vears, he reminds her, why not 
make it fifteen and a half and wait for 


the right equipment, the real post-war 


she 1s owner of 
range 
modern 


gvoes 


along with her 


range with the improvements she has 
If there is a model 
he works from 


been waiting for? 


ta range to sell from, 


that—if not, he uses catalog pictures, 
photographs and the various burners 
and cooking pots from a dismantled 


range which he always used in the past 
to tell the story of why the range was 
a good buy. 

The same technique of selling which 
held good before the war works now, 


merchandise or no merch indise. He 
gets the customer to trust him. In 
this he has the great advantage of 


knowing his ranges and the product he 
is selling from his many years of ex- 
perience. Frequently he is able to tell 
from what the customer tells him just 

(Continued on page 84) 
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At this counter, prospects can plug in and try almost every known brand of iron. The 
May Co. features “comparison shopping,” letting customers select rather than be sold. 





lf you don't see what you want here, it isn't made. From 141 different models of table 
appliances, Miss Bowen starts planning her future kitchen. Mrs. Stauss, already a home 
manager, looks to the practical aspects of 22 vacuum cleaners displayed. 


On Los Angeles exclusive, expensive, "Mite. 
cle Mile" section of Wilshire Boulevard 
26,000 sq. ft. of appliances have been put os 
display by the May Co. in this new bullding, 





Ba | ry Ns 


4h 


10,000 people visited the May Company's 
giant new appliance center on opening day 


T’S colossal ! 

Angeles Hollywood 
and a keen eye toward the potential 
war-swollen, appliance- 
barren southern California, Tom May, 
of The May Company depart- 
ment stores, has opened “the world’s 
largest appliance store” on a full block 
Angeles’ famous Wilshire 
3oulevard shopping section. 

The city’s mayor, Fletcher Bowron, 
officiated on June 24th, opening the 
doors to a public that had been pressing 
noses against the windows for more 
than a week. By closing time that 
day; more than 10,000 Los Angeleans 
had paraded through 26,000 square 
feet of appliance displays, fingerprint- 
ing hundreds of shiny small appliances, 
opening and slamming the doors of the 
44 refrigerators displayed on the floor, 
turning switches and peeking into the 
ovens of 17 electric ranges, drooling 
over the 12 complete kitchens that flank 
one whole side of the building—acting 
just plain appliance-hungry. 

Not since 1941 had so many appli- 
ances been congregated in one retail 
store. In sweeping arcs radiating from 
the full glass storefront, were, also, 33 
washing machines, 22 vacuum cleaners, 
6 ironers. On the Fairfax Avenue 
side, facing and enticing the traffic 
from the company’s department store, 
141 different models of socket appli- 
ances, with several of many models, 
filled the two-tier countiters. 

Sut, while the public was having 
fun, a visiting appliance dealer would 
have looked more closely—this was 
more than just a parade of appliances, 
there were these designed to 
make the store a profit-builder : 


MERCHANDISING FEATURES 
—“test runs”, comparison shopping, 
packaged kitchens. Every appliance 
in the May Company store is con- 
nected so that the shopper can push 
buttons, turn knobs, try wringers, 
examine ice cubes, iron a hankie, 


-With a touch of Los 


business in 


owner 


of Los 


ideas 


SEPTEMBER 1, 


showmanship, 


vacuum a rug, before making a pur- 
chase. Competitive products are 
side by side so prospect can com- 
pare features and performance. Any 
of the complete kitchens, or archi- 
tect’s adaptation of them, can be 
purchased as a unit, with appliances, 
cabinets, the work of electricians, 
plumbers, carpenters, painters, tile 
setters, etc., included in one depart- 
ment store time payment plan. 
ARCHITECTURAL FEATURES 
—expansive, block-long glass store- 
front; grey and lime-green interior; 
high-level, fluorescent, recessed 
lighting; complete air cooling and 
humidifying. 


COMPETITIVE FEATURE— for 
parking - problem-weary southern 
Californians, a 600 car parking lot, 
with white-garbed attendants guid- 
ing autos with a public address sys- 
tem. Rear door of store opens into 
parking area. 


Opening day was for look, see, touch 
and try—but no sales made, no 
orders taken. When active selling 
started next morning, just how many 
hours or days the store’s first allotment 
would last, no official would guess. 
But to appliance-hungry Los Ange- 
leans, the opening of Tom May’s lavish 
merchandising venture was a soul-fill- 
ing if not house-filling experience— 
and to the other appliance dealers ot 
southern California, it was an indica- 
tion of hot competitive days to follow. 

Typical southern California appli- 
ance shoppers—Mrs. Jane Stauss, of 
Angeles, serviceman’s bride of 
one year, and Miss Gerri Bowen, a 
bride-to-be—previewed the May Com- 
pany’s new appliance store for ELEc- 
TRICAL MERCHANDISING’s _ photog- 
rapher. They “oh’d and ah’d” over 
the complete kitchens, turned on the 
ranges, put washers through their 
paces—everything that, a week later, 
more than 10,000 shoppers did. 


Los 
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J. B. Macauley, left, appointed manager by Tom May, consults with Looking the width of the May Co.'s store was too much for the photographer's flash lamp, almost too much 
Charles O'Reilly, in charge of the refrigerator sales. for the eyes. That's why the displays have been split into arcs, curving with the main entrance as the hub 
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Above left, window shopping from the inside. Above right: Jane has an on-the-floor demonstration of how quickly the modern electric range will heat. Bottom left; With 44 refrig- 
erators on the floor, the girls had to open many doors to come to a decision. Bottom right; Mindful of recent preference survey, May Co. gave washers key spots on its floor. 


The store features a whole series of complete kitchens including 
3-E, Westinghouse, Frigidaire, Kelvinator, Crosley, St. Charles 
Mutschler, Norge and others. Below: Rear wall of kitchens is 
false, leaving room behind for easy access to wiring and plumbing. 








By HOWARD EMERSON 


ret p I 
in the West, and probabl in the 
United 


ment has 


States’ —either manage 


Los 


olossal bug’, or the store 


been bitten | the 
Angeles 
. 7) 


ly has something to brag about 


1 
ompany really 


ir not, the 
depart- 
loving 
ey could 
trying 
phonograph 
| quarters that utilize part 
ng building 


in the heart 


San Francisco's downtown shopping 


center, 5,000 square feet of floor space 
turned 
unager W. J. Lee and record depart 
head Miss N a, Clinite The 
result of their plans is a 50-foot long 
34 soundproof, 

floor 


than 


over to mer 


ndising 


ment 


more 


was 


youthful, active presi 


Turner Jr. to make his con- 
st complete appliance- 
retailers in the country. 

: a newly remodeled, de- 
style electric appliance 
splitting-up, redecorating, 
than 5,000 
et of radio department 
is, one for 


Result: 


more 


each 
strong merch- 
indising supplements to concern’s al- 
ready strong position as San Francisco 
home of Steinway and Chickering 
pianos, Hammond Organs and Conn 
band instruments 

Sherman, Clay & Company hid no 
light under a barrel the week of July 
15th With department 
ready for public view, advertising 
Miss Catherine Bancroft 
splurged with newspaper space, radio 
spots, fancy windows, streamers from 
the building. Crowd-gathering fea- 
ture, the afternoon album autographing 
parties, was novel to San Francisco. 
Radio id recording artists signed 
records and al 


remodeled 


manager 


1 


lbums, winked at bobby- 
amateur photog- 


raphers, istened appr yvingly 


soxers, 


to their 
own records 

floral displays and 

were wilting. But 

at the sales counter 

lis temple of music 

was added—the click- 

ing of cash register keys, the sliding of 


cash drawers tinkle of coins, a 


sweet music to 

Clay’s re- 

lepartment was off to 
im to “largest and 
vell founded. 


was 


Tman, 


a fast start 
most modern’ 


Visitors to Sherman, Clay's new record department may choose, by themselves, from 
more than 3000 albums which are displayed on 6 double floor racks and two wall 


recks. 
sales clerk. 


Only after selecting, listening and deciding, does visitor come in contact with 
This system is heaven for the classical buyer and the popular “tryer’’. 





Only 4 by 5 feet, but 

plenty of them. The 34 
new listening rooms at Sher- 
man, Clay's are air-condi- 
tioned, sound-proofed, no 
larger than needed for two 
people. One group of list- 
ening rooms is designed for 
buyers of classical records, 
the rest (those in sight of 
the sales personnel) are 
designated for those who 
try out the poular records. 
"Shrinkage" is low, break- 
age is high. 


a 
Only a section of Sherman, Clay's new 50-foot long sales counter can er 
photo. Strategically located so that it may be seen from either entggste’ 
is divided into popular, left, classical, right. At rush yoo quia pres provision is 
ral, 


e counter 


made for 16 sales personnel at the counter. Material jas 
ing is recessed in sgupdwrBofing ceiling. 
- 
One entrance to ¢ ME department is from Sherman, Clay's large electrical 
applianc patent, left. Record sales counter was located so that it could be 
seen fr era's position. A special display of appliances is being arranged so 
Pe that it will attract attention of those visiting the record counter. 


curved plywood. Light- 
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LISTENING 
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SOUND PROOrKD 
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AIR CONDITIONED 


v4 
, 
Come apll see 


Sherman, Clay's 
NEW RECORD DEPARTMENT 


-++ one of the largest tn the entire county 


Hn thes impressively spacious and beautitul new department 
Sherman, Clay provides every modern innovation and convenience to make the choosing 
Of your recorded music delightfully pleasant and easy. 
© The 34 sound-proofed, air-conditioned wich a delightful mural of children playing 
listening rooms are divided imo two sep- musecal 


arate - . ome devoted to classical 
tecords . . . the other to popular 


© A $0-foor long counter provides ample 
space for our salespeople to give yo: in- 
Gvidual erteanoe 


ee a 
al 


people thar 
know who's who aad what's what in re- 
@A special room for childrea's records corded music. 


Mways Sherman, Clay's record library has been the largest and finest m the West. Now, with this 
tremendous new department, our selections of records of every type will be more extensive and 
varied than ever belore. @ You'll find here a glorious array of the world’s greatest music by 
the world’s great artists and orchestras. 


© This new department will be the talk of the town .. the record center of the West. See i soon 


Sherman |7 Clay 


— 
—— 
as == 


5 At the salesgirls' fingertips, every record that is available today. In 1! double- 

sided racks, 6 shelves to each side, records are classified by brown manila cards 

identifying each group by company, record number, selection, reverse selection, and 

artist. Card shows number of records ordered and date, to show inventory and turnover. 
Two cash registers, eight drawers each, speed low-priced transactions. 





Other entrance to ficord department is from the store's large radio department. 

Closest to the regord department are display rooms for radio-combinations, closest 

to radio department @ classical record section of record department—result is company's 

plan to sell $20 to £30 worth of records to each phono-buyer, and get classical record 
buyers to hear the new combinations. 


T Handy to all sales personnel, located so large glass windows provide clear view of the 

entire department, are the offices of record department manager Miss N. J. Clinite. 

The new department was planned by Miss Clinite and W. J. Lee, Sherman, Clay's divi- 

sional merchandising manager. Company operates appliance, music and radio stores in 
several other California cities, is in 76th year. 


Classical record buyers 
have a music-counselor 
in Paul J. Velguth, above, 
who handles the classical 
end of Sherman, Clay's, rec- 
ord sales counter. With a 
degree in music from the 
Univ. of Wash., a back- 
ground of lecturing on 
music and music delet chy” os 
9" Pianist, as a composer 
whose works have been per- 
formed, he is valuable to 
those customers building 
costly libraries. 


















This modern outlet, 75 by 131 feet, although primarily 
built on a hardware operation, now houses a large major 
appliance department, compact radio and record depart- 
ments, and individual sections for traffic appliances, lamps 
and electrical supplies. 
















The MODERN 
HARDWARE 
STORE... 
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Sixt 
oper ati 
whirlir 
early i 

® * mixing 
ells Appliances, Records and Radios sin 
i A my OV’ 
Tally 
age O 
- x Adopting specialty selling methods, Coast Hardware Co., aie 
NA ' independent outlet in Long Branch, N. J., proves that depart- — 
S aye" a ANCES ments for appliances, radios and records fit nicely into housev 
s ! > a ” ances. 
the modern store carrying hardware, housewares and paint. radios. 
and te 
fixture 
rently 
Pres HED lifference between spc ut dealer who during past 17 years He builds a department slowly and the he 
| : elling in the appliance had broad sales experience in three soundly, then expands it. ments. 
( ind general retailing in the branches of the hardware field. Origin- That's how he developed the appli shows 
vare field do not prevent an inde ally employed in the hardware section ance department, first feeling his way 
nt merchant from combining both of a department store, he later switched with several traffic appliances in the The 
perations into a single business con- to the wholesale division of the indus- old store, later expanding this sectio1 Nov 
ucted through one outlet Rather, try, and finally invested, in 1939, in a while testing out range and refrigerator applia: 
hen evaluated on the pay-off score of | going retail outlet, the Coast Hardware _ sales possibilities in a corner, until to- ing Ww 
ules and net profits, the experi- Co., Inc., Long Branch, N. J. day in the new outlet Coast Hard Maj 
f e dealers who have merged Coast Hardware, founded in 1922, ware sells the whole ball of wax, in mand 
two lines proves that the com- then was located in an old wooden cluding: three lines of electric ranges dow, | 
tio entirely practical building on main street in small shop- and four refrigerators, two automatic be blo 
ping center in this city of about 22,000 and six wringer washers, two ironers interi¢ 
Flexible Operation year-around population. Sales area three kitchens, an electric water heatet availa 
[he hardware retailer who broadens 5 1,200 square feet; gross sales for space heaters, a sewing machine, seven condu 
peration to include major and '39 were $35,000: and the line was lines of radios and three lines ol sched 
ffic appliances, radios and records, 4@™dware,—period. records, with a complete assortment ol Ent 
vever, must be flexible. He must be Sales now are five times heavier _ traffic appliances, plus sections for custor 
nrepared co far as thece new denart. than in ’39. If appliance shipments im- lamps, fixtures and electrical supplies cleane 
The first of three kitchen displays. Next will sith. sees ar as these new de part mae é Pg Age , a . 
poet elie ents are concerned, to adopt different Prove during this fourth quarter, the of the 
be on Lcheped, completo mode! Wiehe tandards of merchandising, such as ‘tal gross tor the business will soar The Present Layout tion 
, following: ee waa higher. (Substantial deposits on hand, oe ar traffic 
i—Specialty selling methods, with pre-sale °F example, already call for delivery = elore interviewing Harmon regard- group 
and after-sale demonstrations, outside sel- ©f nearly $85,000 in appliances—a ‘ng the appliance phase of the business, imme 
ling, and intensive promotion, all backed by solid backlog.) The gross for the op glance briefly at the physical layout of dow : 
a trained sales staff. 2—A dissimilar con- eration last year, mainly in hardware, this store: binat 
ception of product display, both in the win- houseware and paint lines, was $165,- Frontage, 75 feet; depth, 131 feet; lookis 
dow and on the floor, necessitating provision ()()\() and the sales floor an unbroken expanse ing a 
of ample window and floor space. 3—Con- save for several supporting columns count 
siderably higher price tickets, automatically New Building Two double-door entrances flank a If 
leading to customer time payments; finance Ihe business now is housed in a_ rounded, feature display window, with le: 
paper and collections. . y sist clean 
a ae iia aes, modern outlet, recently completed, with open-back | windows at sides of en- plian 
Reetiaiaaiil preseure patie ange tear nearly 10,000 square feet of main floor _trances affording clear view of entire by 5 
s 2, getise : ‘ ; = 
itatn eeeieens selteietien taaten, Tete Oi ross the street from the old floor. Ceiling is asbestos board, with aged 
», efficient service and adequate re store. And major appliances, along flush fluorescent strip lighting provid- most 
sale tclieien te hates cha Geet “OO appliances, radios and ing average of 40 to 50 candlepower at shap 
ervice men: aud 0 tem jump in in- records, together now covering more counter level throughout store. Hard- are 
hice than 2,000 square feet of floor area, ware lines are displayed on modern fix- space 
These are the views of one independ- ire slated for additional space as ship- _ tures, table type with trays. The ware- ance 
ments are increased. house, a separate building adjoining reco 
Coast Hardware’s aggressive owner the company’s parking lot at rear ing { 
Display of small radios is centered on floor, is Arthur Harmon. His business motto store, is 50 by 100 feet, with service 
well front, across aisle from cleaners. is: “Creep before you try to walk.” shop and garage space for two truck 
ELE 
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Sixteen persons are employed in this 
Harmon, himself, after 
whirling through routine office work 

ly in morning, remains on the floor, 
nixing freely throughout day with 
salesmen and customers. (“Like to earn 
my own salary, too,” he explains.) 
Tally of cash registers reveals aver 
age of 300 to 500 customers daily, 
with 600 to 700 making purchases on 
Store advertises on year- 
around schedule. 

Main departments are: hardware, 
housewares, paint, and major appli- 
Smaller departments include: 
radios, records, sporting goods, gifts 
Traffic appliances, lamps, 
fixtures, and electrical supplies cur- 
rently are carried as sections, under 


eration. 


Saturdays. 


inces. 


and toys. 


the hardware or housewares depart- 
ments. A breakdown of departments 


shows about 40 such sections. 


The Major Appliance Department 


Now, some Harmon angles on the 
appliance phase of this business, start- 
ing with this department’s layout: 

Major appliances take complete com 
mand of the center feature-display win 
dow, the only one Harmon allows to 
be blocked up, cutting off view of store 
interior Whenever 
available, live demonstrations also are 


from sidewalk. 


conducted here, the next one currently 
scheduled being on the sewing machine. 

Entering the righthand doorway, the 
walks squarely into the 
cleaner display. If he bears to the left 
of the cleaners, he first passes the sec- 
tion carrying small radios, then the 
traffic appliance section. Temporarily 
grouped around a supporting column 
immediately behind the feature win- 
dow are the consoles and large com- 
binations. Coast Hardware also is 
looking forward to television, now call- 
ing attention to it through prominent 
counter display cards. 

If the customer bears right at that 
cleaner section, he is in the major ap- 
pliance department, now occupying 40 
by 50 feet of floor space. One pack- 
aged kitchen has been installed and 
10st of the appliances for a live, L 
shaped, complete model kitchen now 
are on hand. This will occupy the 
space at the rear of the major appli- 
ance department now 
record department. 


customer 


Wiring and pip 
r 


taken by the 


ing for the L-Kitchen now is in place 
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and other major appliances are on customer's right, in front corner of store. 


demonstration of dish- 
garbage disposer units. 
Plans for a third model kitchen also 
have been prepared. 


to facilitate 
washer and 


Automatic Blankets, Too 


Now under construction for this de- 
partment is a section for the display of 
electric automatic blankets, near which 
grouped house ventilating 
equipment. Selling blankets through 
an outlet which built its reputation on 
hardware items does not strike Har- 
least bit bizarre. He’s 
convinced he “will sell a lot of ‘em.” 

Entering this store by the left door- 
the customer bumps into the 
lamp section, then the electrical sup- 
ply section. Bearing to his left would 
bring him to the paint department but 
if he swings a little to the right he 
moves past the aforementioned radio 
and traffic appliance sections. Although 
this latter section still is a division of 
the hardware department, plans call 
for shifting it to the major appliance 
department. Regardless of that minor 
point, the net result of this layout is 
to smack the customer right in the eye 
with the store’s electrical products. 

The record department, most recent 
venture, is progressing satisfactorily. 
Volume has increased steadily during 
the past four months, even though this 
generally is considered off- 


will be 


mon as the 


way, 


period 


season for disc sales. 
Stresses Personalized Service 


The personalized service which Har- 
mon insists his salesmen render a cus- 
tomer purchasing a small hardware 
item is even further emphasized in the 
appliance department. He attributes 
the major share of Coast Hardware’s 
success to the large element of per- 
sonal contact developed between the 
sales staff and the customers, and he 
continues to play this factor to the 
limit. Courteous treatment of custom- 
ers therefore is drilled as hard into 
truck drivers as into salesmen push- 
ing big ticket appliances. 

If a woman shopper in this store 
voices an interest in some appliance 
while talking to a hardware salesman, 
Harmon would be far from satisfied 
if the salesman merely pointed out the 
appliance department to her. He ex- 
pects that salesman to escort her there 
and hold her interest until an appliance 
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Home Laundry 
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i Here's all YOU do 
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So 
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The main washer section. Other models, and ironers, are displayed elsewhere on floor. 





This same attitude As f 
also prevails in the service department make any they aren’t positive the com- 
As Harmon says, meeting the customer _ pany can keep, such as on the delivery 
on the service angle is as important as 
meeting him on the sales floor. Curt 
ness can be equally killing in eithe: 


salesman is free. yr promises, his salesmen don’t 























































of some item not actually in warehouse 


stock, but for which they may have 


received notice of shipment. The cus- 


place. (Continued on page 88) 
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Adjoining the major appliance department is this new, compact record department. 


Arthur Harmon (left), owner of Coast Hardware, shuns office, transacting nearly all 
business except time payments interviews on the sales floor. Above, buying hardware, 
he thumbs through distributor's catalog. 
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In the days ahead, the dis- 
tributor must assume some of 
the responsibility of seeing 
that goods move, says Bud 
Walther of New Orleans... 
Distributor'’s central servic- 
ing is one way of freeing the 


dealer's sales energies 


Maybe he is an expert in debit selling 
like Abe Snyder here in New Orleans. 
I never tell anyone ‘no’ before he tells 

his story, as each setup is different 

this business. I like to talk to new 
the field, but I 
always advise them to wait until the 
latter part of the year before starting 
a new building. a business. 


cht be 


wS coming in 


1 planning 
rhe oldtimers are natu- 
rally going to get the first crack at 
merchandise.” 


a good 
writing to you for 

following items 
John Doe.” 
1O Can re 


ind his 


urs truly Impressive Line 


member 
brother 
ng batteries in 
says, “I can’t see 
utter of a 
We want 
with successful people, 
people who are 


ething. A nice 


Walther Brothers handle a 
titfguished line of brands, and with a 
long record of success can do a lot of 
picking and choosing. 
tributes Philco’ radios, Columbia 
American kitchens, Proctor 
appliances, Estate ranges, Pittsburgh 
water heaters, Bendix automatic 
washers and Premier cleaners. The 


dis- 


The firm dis- 
portant 


ré cords, 


already 
location is 


ugh. The question that comes 


up about a retailer is, what else can he 


Walther boys regard themselves as 
quarterbacks whose job it is to keep 


eale 


The show you put on in appliance selling 
is the important thing, says C. C. (Bud) 
Walther of Walther Brothers, New Orleans. 


thinks his job is merely to warehous« 
merchandise until it is called for. 

Mr. Walther thinks that successful 
distribution depends on a constant pro 
prietary interest in the affairs of 
dealers by the distributor. You can’t 
sell them something and let them sink 
or swim. Mr. Walther is an advocate 
of doing a good public relations job. 
He thinks that by joining various civic 
movements the distributor gets a 
chance to see a lot of new faces and 
meet a lot of new people that he 
otherwise would not. 

One of the things that Walther 
Brothers have taken pride in has been 
the habit of asking dealers to give 
them an April inventory. If the dealer 
has some radio stickers at that time 
Walther Brothers maneuver to get the 
stock off their hands. The idea was 
to have every dealer’s shelf clean in 
June when the new models started 


Meet Mrs. Benita Carre Woodward, Walthe 
Brothers home economist. 


Walther Brothers distribute 
washers. 


Zend 
In this case the distributor 
has a central installation and servicg 
bureau. The reason lies in the fac 
that when automatic washers were 2 
new item the firm wanted the dealet 
to devote all his energy to selling. Eve 
the Walther phone number was lef 
with the housewife, to call in case shé 


needed service. On the other hand 
coming through. 


4 - 


The idea of letting 
the dealer hold the bag is unsound, 
they maintain. 


Walther Brothers, though a Philc 
distributor, do not repair radios. Thé 
(Continued on page 80 


do to stay in business? Has he a serv 


the team on its toes and full of pep. 
* department? Has he a 


gift shoj They disagree with the distributor who 




















Eddie Faigouist does Bendix service under practically outdoor living conditions. 


Lloyd 
Haney is head of the Walther Brothers service department. 


In the auditorium in the new Walther Brothers building home economists are going 
to put on daily shows for dealers’ customers, with dealers’ salesmen acting as ushers 
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Mrs. K. Moore, secretary, presses a button and lo and Exposed behind is a secret room containing all the ap- 


A dealer visits President Roy E. Stueber. “Mrs. Moore, ‘ 
behold, up slides one end of the room! purtenances called for by the inner man. 


how about a little southern hospitality?" he says. 


“555” Has Fun As it Works 


Dealer Eyebrows Go Up When They 


Visit this Little Rock, Ark., Distributor 


Here is the coat of 
arms of 555 Incorpor- 
ated. (Read it back- 
wards). In the back- 
ground are some of 
Youngstown Steel's 
choice cabinets. 
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This distributor boasts a liquor shop, a dance hall and a restaurant, all under 
the same roof. No one need suffer. 


To show that it is not all play and no work, here is home economist Miss 
Pansy Tomasson, teaching a Bendix school. Appliance sales manager Frank 
Burke distributes Kelvinator, Bendix, Estate, YPS, and Majestic. radios. 
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Servicing HANDYHOTIP 


By TOM F. BLACKBURN 


Leonard Lynch, service man- 
Manufacturing 
ompany, customers are of little help in diagnosis 
nm the Handyvh 


the machin 


\ CORDING to 
4 ager t the Cl 


hicago Electrix 

Mt table washer. They merely say 
won’t run.” 

[he two chief service problet ome from 

With 1 motors, the 

hief difficulty comes from binding. This is caused 


motor failure or gear trouble 


DY bearing being ul < il Open up tl 


you can wiggle them 
replaced. A 
Third 


bearings li 


and feel the 
with your fingers, they need to be 
coils burn out. 


worn 


second job arises when 
difficulty comes from 

Because the washer is small, a complete over- 
haul can be accomplished quickly. So in the 
series of pictures we take you through the sequence 
to correct all of th: 
roundup 


gears 


which permits an 
possible troubles 


yperator 


and make 


a complete 





z 


We start by removing the motor head from the tub. 
All of the machinery is in this head. 


Next you remove the cover screws, putting them some 


place where you won't lose them. 


Under the dome cover you see virtually all the mech- 
anism there is in a table washer. 


Spin the fan with your finger to discover whether it 


revolves freely. This will show you whether the motor 


binds or not. 


6 Take out the set screw from the fan blade. 
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7 Pry up the strain relief prongs to release cord. 


Now you can take out the motor hold-down screw 
from the cover. 





Remove the screws which hold the motor frame to the 


11 Ne 


gear housing. 


10 Lift out the drive shaft spring. 
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PORTABLE WASHERS 








Previous Service Articles 


HIS is one of a series of “how to" service articles on specific 
makes of electrical appliances. These step-by-step operation 
instructions are prepared by Electrical Merchandising, in cooperation 
with the manufacturers, and carefully checked for accuracy. Already 
published are similar service articles on the following makes of appli- 
ances: Westinghouse irons (February, 1941); ranges (August, |943); 
Maytag washers (Apri! and September, 1!942); Knapp-Monarch 
toasters (November, |942); Premier vacuum cleaners (November, 
1942); Simplex ironers (March, 1943); Speed Queen washers (March, 
1943); wringers (June, |943); lronrite ironers (April, 1943); General 
Electric and Hotpoint irons (April, 1943); General Electric washers 
(May, 1943); refrigerators, Type CA (October, 1943); Blackstone 
ironer (May, |943); wringers (September, |943); Universal irons (May, 
1943); washers (July, !943); Percolators (October, 1943); toasters 
(November, !943); cleaners (April, 1944); ranges (August, 1944); 
waffle irons (Decémber, | 944); Lovell wringers (June, | 943); Hotpoint 
ranges (June, |943); Apex washers and ironers (July, !943); Easy 


washers and ironers (August, !943); Chromalox electric range units 
(September, 1943); Thor washers (September, 1943); Norge refrigera- 
tors (November, 1943); Bendix washers (November, !943); Gibson 
refrigerators (December, |943); Telechron clocks (February, 1944); 
Dexter washers (March and April, 1944); Motorola radios (March, 
1944): ABC washers (April, |944); 1900 washers (May, |944); Crosley 
refrigerators (June, 1944); Automatic Laundry Queen washers (July, 
1944); Frigidaire refrigerators; Frigidaire ranges (September, |944); 
Horton ironers, washers (October, 1944); Electromaster ranges (No- 
vember, 1944); Kelvinator refrigerators (February, |945); Wilcox-Gay 
record changers (March, 1945); Hamilton-Beach mixers |April, 1945); 
Sunbeam Mixmaster (June, !945); Emerson Electric fans (July, 1945); 
Voss washers (August, !945); Wilcox-Gay changers (September, | 945); 
Admiral changers (October, |945); Tuttle & Kift range elements 
(November, 1945); Estate ranges (February, 1946); Briggs & Stratton 
gas washer engines (March, !946): ABC spinner washers (August, 
1946). 
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11 Now you can test the motor for ground. 1 Take a rawhide mallet to free the lamination and 


bracket screws. 






Notice how an expert takes a pair of pincers and 
goes after those assembly screws like a dentist pull- 
ing teeth. 





12 Check the shaft for endplay. 14 Unscrew the motor assembly screws which hold front 1 


and rear bearing brackets to field laminations. 


(Continued on page 50) 
ING 








PAGE 49 





ELECTRICAL MERCHANDISING—SEPTEMBER 1, 1946 


Servicing HANDYHOT PORTABLE WASHERS cssase ron nse 





This done, you will find you can lift off the front 
bearing bracket. 


From another view see how the rotor comes out 
with the front bearing bracket 


ey hot 


a 


af 


1 Wiggle the bracket to determine whether the bear- 
ings are worn. If they are, the whole bracket should 
be replaced. 


20 Separating the field laminations in preparation for 
removal of coils. 


2 If they are burned out, these are the coils that have 
to be replaced. 


22 Cover plate with gear housing only. Motor has 
been removed. 





Disassembly of 
Gear Housing 
and Crank Assembly 


23 Next step in disassembly is lifting the oi! cup. 
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Take out the screws and the oil cup in preparation 
for replacement of the connecting arm. 


26 The connecting rods can now be lifted out. 


27 Remove the set screw from the lever. 
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28 Lift the lever off the shaft. 






2 With a screwdriver you can lift out the thrust 
bearing set screw 


3 





36 You have to drive out the lock in preparation for 
the removal of the hexagonal drive shaft. 










2 “ ~» i 
tion 29 Take off the gear casing cover after removing five 33 A special wrench—or a screwdriver —will un- 37 Take your punch and free the drive shaft in prepara- 
hold-down screws. screw the thrust bearing. tion for removal. 





30 Here you get a glimpse at what the interior of the 34 The gentleman has in his paw a thrust bearing he 38 The main drive shaft is now coming out. 
Handyhot gear case looks like. has just removed. 








Yn GUE te : pe 


31 The gentleman has lifted out the driver gear. 





39 The hex nut comes off the drive shatt, and your tear- 
down is complete. 







35 Now he is unwinding the worm pinion. 
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ALTORFER BROS. COMPANY ~ PEORIA, ILLINOIS 


Americas Leading Washers aud Inoue 


NATIONAL DISTRIBUTORS FOR CANADA: 
NORTHERN ELECTRIC COMPANY, Ltd. 
HEAD OFFICE: MONTREAL; QUEBEC 





Boston's 73 - year - old 
Continental, men's fur- 
nishings store, blossoms 
out with an impressive 
new Appliance and Radio 
Center 


NAT CORSON merchandise manager 
of home furnishings 


ling effort 


$300.000. about 


Colorful Display 


and men’s 

ndise very well 
said Nat Cor- 

-r of home fur 
ontinental. “The 
with 
re. We feel that we 

a similar beauty and 
play for our electrical 
es stores overlook the 


: : 
always alive 


thing 

possibilities in appliance display, and 
erchandise into rather 
| 


We decided 


etween the men’s sec 


they set up 


cold, u 


lineups 
against 
tion al he appliances because we felt 
Id appeal to traffic 
lances it The Con 
three step: 

At eacl 


coal +] j 
nking the depart 


cou 
nn 


Appl 


i 


lian displavs in 


whi 








The Continental, Boston, radio and appliance section is lined up to lure a maximum of traffic interest from the street floor men's 


furnishings department. 


The Continental’s appliance window 
ictually a look-in view to the 
ent. Special feature merchan- 
‘ attractions are moved up to form 
mnt window display. Behind these, 
however, are seen the department’s 
offerings of gift type merchandise. At 
the left are convenient shelves of lamy 
floor lamp group, 
to this display from a loca- 
lower level, faces out upon 
hing department 
» right of the street entrance to 
iance department is a 40-foot 
stretch carrying shelves of small 


n’s furni 


ite Che fixture here is a 
elf affair rising to about head 
he lower shelf carries heaters 

type The second shelf is 
over entirely to portable radios 


.vVumerous 


conve 


nience outlets are 
installed along the 


shelf 
iy be handily plugged in for demon 


The top ledge presents toast 


where sets 


stration. 
ers, broilers, pressure cookers, portable 
At the inner end of this 
small appliance section is a demonstra- 
tion space for vacuum cleaners. 

Refrigerators occupy the space along 
the wall leading to the model kitchen 
settings at the rear. Ranges, washers 
and combined laundry appliances are 
casually arranged about the selling 
floor. Lighting is from overhead fluo 
rescent units. Unusual both for ap 
pearance and utility is a long, rectangu- 
lar louver-type structure which is 
suspended from the ceiling to a point 
below the fluorescent fixtures 

The model kitchens at the rear of the 
appliance department present an effec- 
tively coordinated appliance 
[hey also provide cabinet 


stoves, etc. 


setting. 
and utility 
use display. Here the customer may 
see how the new washer, or refriger- 
tor or white sink will appear in cor 


er important kitchen 


Walls are in a pleasant green. 


Note the louver-type overhang in the center ceiling location. 


> Samarra 
| 


Tt 





Radios and small appliances are featured along a wall shelf space at one side of the 
appliance department. It is a simple matter for the salesman to plug in the appliance 
for a demonstration. 


Model room settings thrive at The Continental, where customers enjoy looking over 
forty such displays. Shown here is one of the two street floor appliance department's 
kitchen displays. The store also displays model kitchens in its furniture department. 
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THE RED SAFETY SIDE REST bars on each side of the off the board when the iron is rolled to rest on its 
General Mills Tru-Heat Iron hold the soleplate up _ side. Lessens the danger of iron tipping or falling. 


Its safe...it rests on its side ! 


The General Mills Tru-Heat Iron on its Safety Side Rest is 87% 
more stable than an iron tipped up on a heel rest . . . safer because 
it hugs the board on broad, low supports. And the natural easy 
motion of rolling it to rest on its side takes 15% less energy than 
pulling an iron up on its heel. 


Safety Side Rest is just one feature . . . there’s Tru-Heat Con- 
trol, which reacts faster to changes in temperature than ordinary 
types of iron heat regulators...the scientifically shaped 4-Way, Full- 
Vue Ironing Surface with more working area than any of five 
leading makes... the Tru-Heat Fabric Selector with both fabric 
and temperature settings. Each adds ease and speed to iron- OO 
ing—and selling! : 
NOW BEING DISTRIBUTED IN: Minnesota, Nebraska, <@> 
the Dakotas, Wisconsin, Upper Michigan, Montana, Idaho, “~™ 
Wyoming, Utah, Colorado, New Mexico, and parts of Illinois and 
Indiana. Other states to follow soon! General Mills, Inc., Home 


Appliance Dept., Minneapolis 13, Minn. a . 
7 Betty Crocker 
THE IRON SPONSORED BY ett Cocker nemeeamea 


General Mills, Inc. 
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Some DON'T 
Like [t Hot! 


J. T. Davie, San Mateo, 
Calif., has built up a profit- 
able 
that features classical re- 
cordings ... The classical 


record department 


record business attracts 
mature persons for his ap- 
pliance and radio depart- 
ments, and has increased 


his radio service business 


window. 

ten. For 

eaker above 

Electrical 

ppli Calif., came 
the exotic strait f » Falla’s “Ritual 
Dance of Fire” 
When thx most of the 
people m 1 o1 a few 
the store and went up to the 
counter! l 


entered 
record 
ere part of a 
constantly-changing floor traffic that, 
ilong brings 


g with regular customers, 


this appliance and radio store a sales 


volume of $ 1 phono- 
volume 

last five 

1 to reach a 
$9,000 a montl 


S expt cle 


when the 
a re ord 
One day's sale at record depart- 


ment of San Mateo Electrical Appli- 
ance Co., San Mateo, Calif. 





CLASSICAL and 
SEMI-CLASSICAL 
33 —ten-inch classical records 
32—twelve-inch classical records 
14—albums of classical records 
7 —albums of children’s music 
2—children’s records 


POPULAR 


* 28—ten-inch popular recordings 
5 


4—albums of popular records 
ACCESSORIES 

9J=—novelty flutes 

4—harmonicas 

8—Ilong-playing needles 

2—picks 

1—sheet music 








Mature customers, respresenting some of the best appliance-buying 
power in the city, patronize regularly the record department of the 
San Mateo Electrical Appliance Co., San Mateo, Calif. 
McClellan, behind the counter, has used her knowledge of music 





Pauline _—ithese sets. 


to build up this clientele. 


ing of a classical tango by the “Pops” 
Orchestra coming through the speaker 
—not Sinatra or Spike Jones. And 
right there is the key to the present 
success and the future p yssibilities of 
this appliance store’s record depart- 
75 percent of all sold 
ire of the classical type, only 
rent fall 


classification 


records 


into the popular or 


How It Got That Way 

did it Well, 
that brings us to two characters. One 
build up a 
the sale of appliances 


How get that way? 


is a man who wants to 
large volume in 
and radios. 

And the other is 
music. 

Let’s look first at the man, T. J. 
Davie, manager of the store, and the 
one who has the normal dealer’s inter- 
est in dollars and cents, sales volume, 
floor traffic, etc. 

Mr. Davie is n 
to promote classical music. 

He decided early last Fall to add a 
record department which would be 
instrumental in building up _ floor 
traffic for his appliance and radio dis- 
and which would be self-sup- 
porting if possible? But he felt at the 
same time that this floor traffic 
should have purchasing power; more 
of that ability to buy than was evi- 
dent among the high school kids who 
swarmed about the record counters in 


a girl who loves 


tt a “long hair” out 


1 
T ~ 
play 


new 


Buyers of records which are classified will be encouraged to try them 
on the new radio-phonographs (foreground) to further the sales of 
Park Smith, appliance salesman, is trying an album on 
the first combination to go on display. 

















The record department, located between the display area for consoles and the depart- 
ment that will feature table radios and phonographs, holds an inventory of $11,000 
worth of records and albums. 


many other stores. This purchasing 
power, he felt, would be found in the 
constantly-growing group of mature 
people who were building up libraries 
of classical recordings for their homes. 

Park Smith, one of the store’s appli- 
ance salesmen, says that results already 
are evident, even before a normal sup- 
ply of appliances is available. “The 
prospects that come over from the 
record counter order much higher 
priced items than the regular off-the- 
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street traffic. And more of them are 
ready to pay cash.” 

Mr. Davie likes the fact that these 
buyers of classical records make ire- 
quent trips to the store to look overt 
the newly-arrived albums or to seek 
numbers they have heard on the radio 
“They are the better class of buyers, 
the ones who ordinarily do very little 
window shopping, but who are still 
prospects for many high priced pr 

(Continued on page 
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And, of course, don't forget the Maytag Troner, |=} and the unusual, new 


_ 


Maytag Home Freezer. gptt you're not now a Maytag dealer, a franchise 


may be available in your locality. Write the Maytag Co., Newton, Iowa. 
or the Maytag Co., Ltd., Winnipeg, Canada 
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G-E Dealers—Here's why you can count onjth 


G-E—the vacuum cleaner that has always sold throuch 
dealers—now announces the greatest promotion in its history Pt 


PU 


for the new improved G-E Cleaners. 


A strong, challenging campaign that will send women flock- 
ing into your store to try, compare, and buy G-E. A promotion 


that tells women why the new G-E models are the finest In Top~ 
cleaners ever to come off the line. Improved by G-E research— 4 

‘ » - ? will run 

for easier, faster, more efficient cleaning. ; 

presenti! 

And to help you clinch all the sales that are coming your readers | 

way, there’s a complete set of hard-hitting promotion material Every 

prepared especially for dealers. you, thei 


Here are all the details: 





New, Improved G-E Cleaners feature 
©/ GREATER SPELD! GeeATER EFFICIENCY /\ 






















MOTOR-DRIVEN BRUSH TYPE TANK-TYPE CLEANER sm 
- = building 
on soarii 
Designed by G-E engineers so they're easier to handle, convenient to More powerful suction than ever before has been built into this light- motion | 
operate. Lighter in weight than any other top-ranking cleaner. weight, all-purpose G-E Cleaner. to creat 
Toe-tip nozzle adjustment is a G-E exclusive. A touch of the toe adjusts Complete with easy “slip-on” attachments, especially designed by G-E 
nozzle to suit any nap, giving maximum dirt-getting efficiency. to meet every housecleaning need from floor to ceiling. 
Recent tests by an independent laboratory prove that the dirt-getting Surveys among prospective vacuum cleaner owners show that this newer 
efficiency of this De Luxe G-E is amazingly high! After 100 tank-type cleaner is gaining rapidly in popularity. 
hours continuous operation, the cleaner removed 1 pound of 
dirt from a rug in 93 seconds, 
Model AVF-19 * Atte 
De Luxe in every way. Two-speed motor with Newspa) 
handle-switch for high- or low-speed cleaning. space fo 
1 Wind 
| j announc 
Model AVF-17s — 
a ; Eye- 
Popular model with single-speed motor. Includes Ki y , 
all other special features of De Luxe Model AVF-19. ai 
both tyy 
sumer fe 
Model AVF-26 Const 
. s 6 e “ + 4 ” e 
Styled for efficient, economical cleaning. Single- Model AVT-150 (The “Airflo”) mail to 


speed motor, lighter construction. De Luxe “Airflo”’ Cleaner, with exclusive 


. \ telescope bag, air-purifying dust filter, bal- 
\ I £ I ying 
\\ 


\“ 


anced carrying handle, toe-tip switch, and 
smooth gliding skids. 


G-E “Airflo” Cleaners are all-purpose cleaners, equipped with attach- 
ments for cleaning rugs, floors, upholstery, radiators, drapes, lamps, 
blankets, clothing—power sprayer for lacquers, wax, mothproofing liquids 
—demothing sprayer with dichloricide crystals. Packed in portable kit, 
all these tools are included in the original price of the cleaner. 


Complete Set of Attachments for cleaning upholstery, walls, and drapes 
—for spraying and demothing—now available. 


Approved by Underwriters’ Laboratories, Inc. 


PAGE 58 SEPTEMBER 1, 1946—ELECTRICAL MERCHANDISING & ELEC 





nithe largest sales ever for G-E Cleaners! 





POWERFUL NATIONAL ADVERTISING 
PULLS CUSTOMERS INTO YOUR STORE! 
In Top-circulation Magazines 


Ads like this 


will run in Life and McCall's every month, beginning in September, 


ai. 
- 





presenting the G-E Vacuum Cleaner story to more than 14 million 
; readers a month. 
Every ad highlights special G-E features, and urges women to visit 
you, their G-E dealers, for a demonstration. 


On the Radio 


Women all over the country hear about 
G-E Cleaners on that popular afternoon 
show, “The G-E House Party,” with genial 
Art Linkletter as master of ceremonies. 





The Biggest Advertising Program ever devoted to G-E Cleaners is 
building a demand that will send your sales asoaring! And they'll keep 
on soaring —long after the first rush of buying is over. For G-E pro- 
motion is designed not only to build sales for the present, but also 





to create new customers for the future. 











To every woman 
about to buy a vacuum cleaner... 


G-E—and only G-E— gives you all these de luxe extras 


ez 


Mehme 


Feather we.ght core of handing 





thes mum aut gaming ehgienry — 
wy Chckne of rag S touwle of 











Te see this “Te 
toe 
heme te toy 
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The "GE AMRPLO” in © wonder bey, tow! 
Fer new eet — ers spend ie 20 all pepe vere 
cheamee, moe the em Ue Lane GE ~ Rie,” complete 
with sthachementa Nom os aitaide ot deslers, evrey where, 


88 GE WCU CLEANERS 


1D he amen peered x ee Undermine Latversterirs, baw 
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SPECIAL GE SALES MATERIAL HELPS You! 


* Attract New Customets 
Newspaper Mats—for local advertising. Prominent 
space for the name and address of your own store. 


Window Streamer—to attract passing traffic and 
announce that G-E Cleaners are availablein yourstore. 

Eye-Catching Display—to feature cleaners in 
show windows or on the sales floor. Platform holds 
both types of machines. Specification sheets, 25 con- 
sumer folders, one window streamer are included. 


Consumer Folders—to hand out in your store or 
mail to prospects. Individual folders for each model. 


*® Give Demonstrations That Sell 

New Demonstration Kit—to show your customers 
how G-E Cleaners get all the dirt. Complete with 
samples of dust. lint, and grit—steel ball to illustrate 
suction of “Airflo” 


cloth to show cleaning efficiency—sales booklets on 


Cleaners — twelve swatches of 


both types of cleaners. 





Order these special sales helps from your 
distributor today! 











% Train Your Salesmen To Sell 

Two Slide Films—a visual sales course on G-E Clean- 
ers and how to sell them. One on the motor-driven 
brush type with attachments, one on tank-type with 
attachments. 


Cleaner Film Text Booklets—a valuable reference 
in printed form. One for each type of cleaner. 

Slide Film Projector and Portable Pulpit —availa- 
ble for use with small or large sales groups. 


Specification Sheets —with all features clearly la- 


beled. One for each model. 


CLEAN OP ON CLEANER SALES wire... 
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Peripatetic 
Washer 


Customer Buys Sample 
Returns It For Display 
During The Week 


“\ VERY dealer in the cow 
been faced with the difficulty oj 
refusing sale of appliances whi 

he has on display in his store in the 
form of samples but on which he has 
been unable to secure further deliver. 
ies. John A. Chambers, owner of the 
Palm Springs Appliance Company oj 
Palm Springs, California, found a way 
of keeping the appliances in his store 
and yet of selling them to people whos 
real need made refusal difficult. 





John Chambers (left) and Ray Woods 
owner of the washer, lifting it out of 
the trailer to return it to the store 


When the first dishwasher sink was 
received, for instance, he sold it 
promptly to a customer who had bee 
waiting for such an article for a long 
time. He was given a bill oi sal 
bearing the model and serial number 
of the machine but providing also that 
the unit was to remain on the floor 
the dealer for three months from the 
date of purchase. The customer wa: 
satisfied because he actually owned th 
equipment and knew when he wast 
receive it, while the dealer was given 4 
90-day period of grace in which to fin 
another sample to take its place. 


Sold the Washer 


The first washing machine, on th 

other hand, was needed badly by the 

customer whose name was first on t! 

list for such equipment. He was not 

satisfied merely to have the article 1 

his name—he wanted to use it. So Mr 

Chambers sold him the washer, but at 

the same time explained his own pre- 

dicament. Washers were hard to get— 

even samples, and customers cannot be 

sold simply by looking at pictures in 4 
catalogue. The customer understood 

the situation and agreed to use the 

washer only on weekends, allowing the 

j Palm Springs Appliance Company t 
— ) keep it on display during the week 
hm The owner comes every Saturday af- 
es, ternoon with car and trailer to pick uf 
NY Be — his washer and brings it back again 
nao early Monday morning. Of course, the 
me’ understanding is that the washer be- 
comes his to keep the minute a second 

sample is received. 
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RATE OF SALES 


1940 
(BASE YEAR) 


EUREKA CONVERSION 
TO WAR PRODUCTION 
BEGAN IN 1941 


FRODUCTION OF 
VACUUM CLEANERS 
STOPPED IN 1942 


POSTWAR VACUUM 
CLEANER PRODUCTION 
BEGAN OCTOBER, 1945 





THAT GREATED A NEW HIGH-PROFIT BUSINESS 


That odd-looking curve up there tells the story of 
one of the most dramatic developments that ever 
hit the home-appliance industry. It’s a chart of the 
yearly rate of sale of Eureka vacuum cleaners from 
1940 right up to now. 


1940, remember, was the year Eureka announced 
its famed Tailored Market Coverage Plan—trans- 
forming vacuum cleaner selling from a hit-or-miss, 
scatter-gun proposition to a high-volume, high-profit 
business for the established appliance dealer. 


Let’s take a look at the yearly rates of sale as 
charted in the graph above. Taking 1940 as a base 
year, with rate of sale at 100, here is what happened. 
1941 sales doubled and in 1942, at the time produc- 
tion was stopped, Eureka was traveling at a rate of 
100% above 1941 or 203% increase over the base 
year of 1940. Returning to production of cleaners in 
the fall of 1945, Eureka finished the year at a rate 
well over the 1941 and more than double that of the 
1940 base year. Then came 1946 and a truly sensa- 
tional sevenfold increase. Compare this against t!:c 
threefold increase for the next biggest year, 1912. 





ELECTRICAL MERCHANDISING—SEPTEMBER |, 1946 





and you know why the record shows a greater vol- 
ume of sales at a bigger gross profit for Eureka dealers 
in the first half of 1946 than in any previous full year. 


Looking at that record—and at their own books 
—it’s no wonder that Eureka dealers know Eureka’s 
way of doing business will continue to bring them 
ever greater profit and satisfaction i 


n a growing, 
going appliance business. 


EUREKA DIVISION 


Fureka Winniaws Corrporartox, Detroit 2, Michigan 



















Individual Showrooms 


for APPLIANCES 
















R. B. Silva, right, above, doesn't like this 
method of selling with refrigerators, ranges, 
vacuums, heaters spread around the floor. 
He says they distract the customer, expose 
him to other prospects and people who are 
“just looking.’ 


Only temporary, but it keeps R. B. Silva, 
left, busy already. When remodeling is 
completed this sink-cabinet display will be 
moved straight back 20 feet to become part 
of an L-shaped model kitchen. But, even 
while stored here on a corner of the floor, 
it has brought in many prospects, produced 
more orders than can be filled for some 
time to come, and has given Silva good 
reasons to look 


forward to a prosperous 


future in kitchen cabinets. 


ORDON and Silva are partners 
who have a theory about the 
best Way to sell 

And that theory 


11 


in a small Way 


appliances 
tested before the war 


is the reason for a 


complete remodeling of their store in 
San Jose, Calif. 

About to get underway is the con- 
struction of five small showrooms, 
geen ener . 
each leading fan-like from the front 


; 1 
applance snowroom. 


Radios, refriger- 


ators, washers, ironers, ranges—each 
major appliance will have its own 
personalized howroom completely 
stocked with one of every model of 
that appliance which Gordon and Silva 
will carry. 
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There are many advantages to the 
semi-private atmosphere of a small 
showroom devoted solely to the ap- 
pliance the prospect wants, says R. 
B. Silva as he and partner Roy 
Gordon get underway in remodeling 
their San Jose, Calif., appliance store 














[The rooms will be carpeted and fur- 
nished with comfortable chairs and a 
desk. Call them a sales room, a show- 
room, or a “closing” room—they will 
serve the same purpose, to put the 
sale of major appliances on a personal- 
ized basis, in semi-private atmosphere, 
with more opportunity for the prospect 
to get the appliance he needs, and more 
chance for the salesman to turn pros- 
pects into customers 








“The front showroom is no place 
to close the sale of a major appliance, 
we believe,” says Vic Silva. “And 
having a desk and chair at the side 
of the room is only a partial solution. 
We feel that, once the prospect’s in- 
terest has been aroused by the view 
from the street, or by roaming about 
the front showroom, he or she should 
be taken out of the public view. 

“Once inside these smaller rooms, 
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Gordon and Silva expect to take every 
advantage of their corner location. The two 
main windows will show off—day and night 
—a well appointed display of appliances. 
The area under the “repairing” sign above 
is a shoe store that is vacating—the space 
will become a 20 by 20 foot model kitchen 
exposed to the street on one side, to the 
large showroom on the other. At the right, 
behind the parked car, is a neon-signed 
entrance to the firm's extensive radio, washer 
and range service department, 


the prospect and the salesman can con- 
centrate on the particular appliance 
and.on the prospect’s individual needs. 
Every model that we carry will be 

available for his inspection. 
“Confronting the prospect with many 
models of a refrigerator—for example 
—is not as confusing as some pe yple 
think. We find that it serves two 
purposes. In the first place, the pros- 
pect starts to sell himself. How? By 
starting to compare models. When he 
was out on the main floor he was 
deciding between buying a refrigerator, 
or not buying one—or between buying 
it here or at some other store—or 
(Continued on page 64 
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“| then I knew PROCTOR had a new Deluxe WAVER-L//7/ 


_ There they were! Those handsome, eye-catching Proctor _lined pushbutton iron with a headlight plus all the other 
liance Deluxe Never-Lifts! ... “Baby,” said I to myself, “This Proctor Never-Lift features... 

en is some dream.” But imagine my surprise . . . it was no Even Heat, Cool Legs, Fabric Dial, Speed Selector, 
ait dream. The Proctor Deluxe Never-Lifts are actually on Built-in Cord. 

many 
ample 


people 


; two 


the way. The Never-Lift’s sales story is easy to tell—in fact it 
The Proctor Deluxe Never-Lift is-an exclusive, stream- almost tells itself. 


? _ 0 CTO NWEWSMAKER IN APPLIANCE MERCHANDISING 


PROCTOR ELECTRIC COMPANY, PHILADELPHIA 40, PENNSYLVANIA 
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LYRIC SA-14: the new Sentinel min- 
iature self-starting electric alarm 
| clock with the 1-2-3 alarm. Silver 

. . plated metal case, easily read nu- 
merals. Only 4'4"" high 

















































AUTOCRAT: Sentinel’s new Pocket 
Watch. A chromium plated beauty 
with outside black enamel numeral 
dial. Has modern, red, dial type, sec 
ond indicator. 











outstanding Sentinel 





values to come! 


Finst to come off the Sentinel production line are the 
beautiful little Lyric self-starting electric with its 
delightful “‘one-two-three” alarm, and the smart | 
modern Autocrat pocket watch, with its black 
enamel outside dial. Others in the great new 
Sentinel line of spring wound and electric clocks 
and wrist and pocket watches will be announced 
as soon as they are available. 

Look for the Champ Shepherd Dog 
Trademark. Join with us in a profitable 


fast-turnover business-building operation. 


THE E. INGRAHAM COMPANY 
Bristol, Connecticut 


YUM 


SENTINEL 


(REG. U.S. PAT. OFF.) 


CLOCKS AND WATCHES = ‘Wj 


“Guard Your ; Sime” 











Individual Showrooms 
for Appliances 


oes CONTINUED FROM PAGE me, 


between the brand we carry or another 
which had interested him. But when 
he gets into our little room and starts 
comparing one model against another, 
each time he thinks one is better than 
the other he is selling himself on that 
model. And, of course, our salesman 
is aiding and abetting his decisions, 

“Tn the second place, having all these 
models before the prospect breaks down 
a strong point in his sales resistance. 
No matter what the prospect doesn’t 
like about a model, the salesman most 
likely can turn to another model right 
at hand which gives the person what 
he wants. 

“Then there’s another angle that we 
like. Every dealer has the prospect 
who goes just so far, then says “Thank 
you very much’ and slips out the front 
door while the salesman is trying to 
catch his breath. Well, we'll always 
have them—you can’t sell everyone 
But we find that, if ia the early stages 
of that prospect’s visit, he had been 
taken into the smaller showroom for 
that appliance, further from the front 
door and face to face with many models 
of that appliance, he will find it much 
harder to sneak out. He may have 
intended to shop around more, but with 
personal attention from our salesman 
and many models to compare, he will 
find it harder to get away from the 
dotted line. 

“The system is not infallible, but we 
found from pre-war experience on a 
smaller scale, that it is worthwhile 
enough to warrant our going to con- 
siderable expense to build and furnish 
these rooms.” 


People Like Privacy 


The use of these individual sales, or 
“closing” rooms has a_ psychological 
effect on many prospects, this ap- 
pliance dealer believes. Silva points 
out that many prospects for appliances 
don’t like the public gaze—they don’t 
like to stand in the middle of an ap- 
pliance floor exposed to the view of 
everyone passing on the street. And 
they are hesitant about asking a lot of 
questions when other people are stand- 
ng around within hearing distance 

(Continued on page 66) 











“| MADE A TIE-UP WITH THE LANDON OUTFIT” 
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THE GREATEST REPRODUCING SYSTEM 


NO OTHER REPRODUCER 
CAN MATCH THESE 
STARTLING FEATURES! 


MOST BEAUTIFUL RECORD RE- 
PRODUCTION YOU EVER HEARD 


So sensitive it recreates every note 

—every delicate shading —whether G 
the volume is turned high or low. 

So faithful you hear the natural 

color tone of every voice and in- 
strument. Reproduction essentially 

flat from 30 to 8,000 cycles. 


RECREATES RECORDED MUSIC AGAINST 
A BACKGROUND OF VELVETY SILENCE 


Banished forever is the old fashioned 
needle with its scratch and hiss. Because 
this is music on an electronic wave, free 
from mechanical interference. 


FOOLPROOF SELF-PROTECTING STYLUS 


This tone arm head may be dropped or skidded 
across the record without damage to the genuine 
sapphire or to the record. 


THE FIRST AND GREATEST NAME 
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MAKES EVEN THE BEST RECORDS SOUND 
BETTER AND OLD RECORDS SOUND NEW! 


ENUINE SAPPHIRE JEWELLED STYLUS 


Tests prove that it plays per- 
fectly 50 times longer than “‘per- 
manent” metal. Precision 
ground, the stylus rides the walls 
of the groove—doesn’t dig into 
the bottom. Reduces record 
wear to the vanishing point. 


BANISHES NEEDLE TALK 
AND TONE ARM RUMBLE 


At last a reproducer whose stylus 
only recreates the music—doesn’t 
add harmonic vibrations of its own. 
A tone arm free from echoing re- 
verberation. You hear pure tone— 
just as it comes from the record. 


THE RIGHT PRESSURE FOR 
DEPENDABLE RECORD 
CHANGER OPERATION 

Just enough pressure —approxi- 
mately one ounce—to assure de- 
pendable record changing. This 
light pressure is easy on recoids. 


MAKES CRACKED RECORDS 
SOUND WHOLE 

Exclusive new engineering makes 
the G-E Electronic Reproducer in- 
sensitive to vertical vibration. 
That’s why you don’t hear surface 
noise—even a crack scarcely reg- 
isters. You hear only the music. 


@ Place your order for G-E radio- 
phonographs with this amazing 
reproducer TODAY! See your G-E 
Radio Distributor or write Elec- 
tronics Dept., General Electric 


Company, Bridgeport, Conn. 


IN ELECTRONICS 


GENERAL &) ELECTRIC 


PORTABLES + TABLE MODELS - 
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CONSOLES - 


FARM SETS « 
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AUTOMATIC PHONOGRAPH COMBINATIONS 


175-E9 


« TELEVISION 
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A BASIC point 
in selling major appliances 


Your washing machines, refrigerators, 
ranges or home freezers are largely made 
from iron or steel sheets. So the life of the 
appliance—and the reputation of your 
store—is tied up with the quality of the 
metal base that is used. 


Many people have this question of metals 
in the back of their minds. One reason is 
that for 32 years Armco advertising has 
pointed out to them the importance of 
special-purpose metals. They have learned, 
for example, that the use of ARMCO Enam- 
eling Iron is assurance of special material 
quality. Also that leading manufacturers 


The American Rolling Mill Company 
Special-Purpose Sheet Steels 


are now using ARMCO Galvanized PAINT- 
GRIP — the special paint-holding sheet steel 
— for important parts of washing machines, 
laundry dryers, ironers and home-freezers. 


Yes, your customers are metal-conscious. 
And to help them get full value there is an 
Armco label to identify every kind of Armco 
special-quality steel. This is assurance to 
them and to you that the one right steel 
has been used. Make it a basic point in 
your selling and watch it help make 
sales. The American Rolling Mill Company, 
731 Curtis Street, Middletown, O. Export: 
The Armco International Corporation. 








Individual Showrooms 
for Appliances 
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asking certain mechanical questions 
They don’t want to be frank with nec. 
essary questions about prices and terms 
if it gives listeners a key to their §- 
nancial standing. 

All that helps the salesman, too, he 
says. In what will be at least semi- 
privacy in the small rooms, a sales talk 
to one prospect is not overheard by 
another, to whom it might not be a 
sales argument. “his is the situation 
which almost every dealer has,” Silva 
says. “We ‘sell up’ those prospects wi 
know can afford the higher-priced, 
better appliance. And we ‘sell down’ 
those prospects whose desires are far 
ahead of their ability to pay. 

“For example, here in Santa Clara 
County we have a lot of seasonal 
employment. People work in the prune 
and apricot orchards and in the pro- 
cessing and canning of those crops 
But it is not steady. We have many 
prospects who come in during that time 
of the year when their income is good, 
and their hopes equally high. They 
could be sold super-duper models of 
anything. But it isn’t fair and it doesn’t 
pay in the long run. When the off- 
season came, many would lose their 
appliances to the finance company. 
That would hurt them as well as us. 

“That is where these individual 
showrooms come in. If we can take 
these prospects into a place where we 
can talk, then we can sell them some- 
thing which they can afford—some- 
thing that is big enough for their needs, 
serviceable, but which doesn’t have a 
lot of extras and gadgets. We can 
build a customer that way, one that 
will hold on to the appliances and keep 
adding one or two more during the 
year. 

“At the same time, when we give one 
of these prospects a heart to heart talk, 
telling her that a stripped six is going 
to be adequate for her needs and within 
her ability to pay, we don’t want this 





sales talk to be overheard by several 
prospects waiting on the floor, people 
who can afford, and who can be sold, 
a super eight box with freezer, crisper, 
and all the extras of the higher priced 
refrigerators.” 


Big Display, Too 


The front showroom is not being 
overlooked in the plans of Gordon and 
Silva. With a corner location, and 
wide windows on both San Fernando 
and Third Streets, this dealer plans to 
maintain a showroom 25 by 46 feet, 
which will have a striking attention- 
getting display of appliances. 

“By not using it as our main sales 
and closing room, we will be free to 
arrange this front showroom with full 
attention toward eye appeal. Its pri 
mary purpose will be to get people off 
the sidewalk and into the store,” Silva 
explained. 

In addition to this front showroom, 
and the five individual sales rooms, 
Gordon and Silva will have one com- 
bination room. On the San Fernando 








a seein Street side of the building, in space 
adjacent to the main showroom, a 
NATIONALLY ADVERTISED FOR OVER THIRTY-TWO YEARS complete model kitchen will be installed 
ee ee eee ge ; ee in an area about 20 by 20 feet. 
PAGE 66 


SEPTEMBER 1, 1946—ELECTRICAL MERCHANDISING E 





ms 








t] nec- 
1 terms 


leir fi. 








a 
o 





semi- 

talk 
ird by 
t be a 
uation 
Silva 
Cts we 








rut 
























priced, 
down’ 
e far 
\ ‘lara 
isona 
prune 
- pro- 
Crops 
many 
t time 
good, 
They 
‘ls of 
oesn’t 
> off- 
their 
pany 
us. 
idual 
take 
e we 
ome- 
ome- 
eeds, 
vea 
can 
that 
keep 
the 
- one 
talk, 
oing 
thin 
this = 4 
eral . . ° 4 gl 
ople @ There’s money, big money, to be made selling the SM{THway Scoker. 
sold, Here, at last, is a stoker that gives you maximum profit and turnover with 
ae a minimum of service calls, costs and inventories. 
ice 
The SMITHway Stoker is a “big name” in appliances. It is nationally adver- 
tised in such outstanding publications as The Saturday Evening Post, Better 
ing Homes and Gardens, and American Home. The SMITHway Stoker is made by 
and the giant A. O. Smith Corporation, one of the world’s largest manufacturers 
and | 
do of steel products. 
5s to , 
ae And best of all, 24 exclusive features make the SMITHway Stoker easy to 
o1 sell, simple to service, convenient to own. Beautiful in appearance, superb 
' in performance, it has earned the title of “America’s Outstanding Stoker.” 
iles 
| to 
full Put extra profits in your pockets by adding the 
ri . 
a SMITHway Stoker to your line of other products. Faas = ee ee ee ee 
Iva ee ” . : 4: A. O. SMITH Corporation, Dept. E-9-46 
Get the “Hot News” story by filling in and mailing aiteaeiens ©. immth 
ym, the coupon. Mail it today. 4 Gentlemen: Of course I’m always interested in ways of step- 5 
ns. ping up my profits. Send me more information on the 
m SMITHway Stoker. 
ido BONNE. 60050 cee csedeeneceeeccoce eecesssososeseere 
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ROLLING THEM OUT ON THE PRODUCTION LINE AT THE NEW DEEPFREEZE PLANT 


eets of 20- WORKS FROM INSIDE OUT. Food evlinder expander is Ma- 


\linders perfectly round . . . absolutely 


HERE'S WHERE THEY START 


pgauge steel are bent and welded vertically 


chine that makes « 
uniform from top to bottom ... 


All steel construction makes the Deepfreeze 
adds to long life. Deepireeze home freezer construction. 


home freezer rugged . . . 





another “plus” in surface. 
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INCOMING MATERIALS AND SUPPLIES ENTER 


HOLLING "EM 


Great new plant fo 
great new deman 


COPPER TUBING COILS wrap full length of tube cy! 
inder, make every inch of interior wall a freezing 
Contact with freezing surface is most 


important thing in freezing of food, 
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FROM RAIL SIDING AT LEFT. ASSEMBLIES FLOW THROUGH PLANT TO PAINT BATTERIES (UPPER RIGHT), BACK THROUGH TEST LINE TO SHIPPING DOCK 


These photographs show the world’s largest produétion line devoted exclu- 


sively to home freezers. 


This production line is brand new. It is located in the big Deepfreeze 


home freezer plant at North Chicago, Illinois. 


The entire plant (more than 190,000 square feet of manufacturing space) 
has been modernized with the most up-to-date machinery in the industry, 
the latest, most advanced manufacturing techniques. More than $1,400,000 
has been spent to make this one of the finest factories in the country. 


? 
i 


tp 
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ON CONVEYOR LINE (big picture above, left), 
Deepfreeze home freezers move to the 
$360,000 paint batteries (shown here), for 
two coats of acid-resisting enamel. 





MACHINE CLEANS UP dirty work. Fine- 
quality balsam wool insulation, formerly 
tamped in by hand, now is installed by 
machine in fraction of time and cost. 


The line started rolling on July 10, 1946, and is now in volume production 
to supply the pent-up demand for Deepfreeze, the oldest, biggest, best-known 
name in the home freezer field. 


Dealers who have the Deepfreeze franchise really have something. How 


out you Deepfreeze 
feegor 


Write Dept. EM 96 
for full details today. 


phe Calhed-aboocl Heme 


DEEPFREEZE DIVISION, MOTOR PRODUCTS CORPORATION, NORTH CHICAGO, ILL. 
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EVERY DEEPFREEZE HOME FREEZER spends 4‘ hours operating under 
actual load conditions on the test line before it leaves the plant. 
Eagle-eye inspectors check every phase of each machine’s per- 
formance. We know it’s right before we ship. 








....OFFER FUEL-SAVING 








CONVENIENCE OF) HEAT | 


REGULATOR SETS 


Your furnace-user friends will thank you later — if you 
urge them vow to install a new A-P DEPENDABLE Heat 
Regular Set on their coal fired furnaces. 


With uniform, comfortable home temperatures controlla- 
ble at the touch of a thermostat dial, and the season’s savings 
of scarce coal totalling 10% to 25%, these homemakers will 
have plenty of reason to remember you — year after year — 


for your friendly suggestion. 





The new A-P Heat Regulator Set — precision-built for years 
of DEPENDABLE service — is available for steam, hot 
water, Or warm air heating systems. It is complete with 
modern wall Thermostat, Limit Control, Damper Regulator, 
Transformer, and complete installation kit, with full instruc- 


tions for easy installation. 


AUTOMATIC PRODUCS COMPANY 


2400C NORTH THIRTY-SECOND STREET 
MILWAUKEE 10, WISCONSIN 


DEPENDABLE Goxtrot. 


FOR HEATING + AIR CONDITIONING « REFRIGERATION 
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Some DON’T Like It Hot! 





ucts. Their visits for records exposes 
them regularly to my floor displays of 


appliances and radios.” 
Increased Service Business 


The radio-service department al- 
ready has profited by the addition of 
the record counter. The percentage of 
radio-phonographs now coming in for 
service is much higher than during the 
summer of 1945. One out of every ten 
floor model sets being serviced is a 
combination, which is higher than the 
actual saturation of combinations in 
the homes. Mr. Davie says that most of 
the increase in the number of combina- 
tions is from the people who buy rec- 
ords there, and who have begun to as- 
sociate the supply of records with the 
maintenance of their record player. 

When a full line of radios is avail- 
able, Mr. Davie will have this record 
department tied-in with the sales of 
radios and radio phonographs. First, 
the location of the counter has been ar- 
ranged so that record purchasers will 
pass beside a display of radio-phono- 
graphs on their way to the counter. 
Those customers who wish to use the 
booths to hear their records (usually 
they are the buyers of popular record- 
ings) must go further, right by the 
table model radio phonographs, port- 
able phonographs, table model radios 
and midgets. 

Second, there is a plan for introduc- 
ing the store’s line of quality radio- 
phonographs to the buyérs of classical 
records and albums. If they want to 
hear the record they are buying, or 
compare those they are considering, 
they will be invited to hear them over 
one of the floor model combinations 
that are on display next to the record 
counter. This will be done without a 
sales talk or any promotion of the new 
radio-phonograph—letting the com- 
parison with the purchaser’s own rec- 
ord player do the initial stage of 
selling. 

Moving inside the record depart- 


CONTINUED FROM PAGE 56 





ment to see what makes it work so sy 
cessfully brings us in contact with th 
lady who loves music, the one to whon 
Mr. Davie gives the credit. She j; 
Pauline McClellan, who was discoy- 
ered by Mr. Davie while she was work. 
ing in a nearby photographic store. 

A trained and accomplished musi. 
cian, she is one whose knowledge and 
background, plus her intense interest 
makes her familiar with all the sym- 
phonies, the operas and other classical 
music, as well as the orchestras and 
artists who record it. 

Mr. Davie feels that it is essential 
to have a salesgirl at the record coun- 
ter who can guide customers in the se- 
lection of classical records, one on 
whom record buyers can depend for 
regular advice in their purchasing 
“Such a trained saleswoman gets to 
know a customer’s tastes in music. She 
helps the buyer get records that will 
please, and which will keep that buyer 
coming back for all her record pur- 
chases. And she can increase many 
orders by suggesting one or more extra 
records or albums which she knows, 
from experience, will suit the pur- 
chaser’s taste. Having such a person 
as Pauline is the first important step 
in building up a quality record 
department.” 

Mrs. McClellan feels that her knowl- 
edge and love for music gives her an 
enthusiasm which makes it easy for her 
to sell. “When record buyers find a 
sales-person who knows music, and 
who can help them select the right rec- 
ords for their home, they begin to rely 
on her judgment, rather than their 
own, not realizing perhaps, that we 
have been watching that person’s tastes 
very closely and that we are making 
suggestions on the basis of what they 
like, not necessarily what we like,” 
she says, 

“And then, there is another reason 
why the record sales person should 
have an exceptional knowledge of 

(Continued on page 72) 





The number of record changers and high-priced radio-phonograph combinations 

being serviced at the San Mateo Electrical Appliance Company has increased since 

the record department was opened. Now, one in every ten console repair jobs has 
a record changer. 
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ALSIMAG CUSTOM MADE TECHNICAL CERAMICS 
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@ In all these years of concentration on custom made 
technical ceramics, the American Lava Corporation has 
developed special equipment, practical skill and 
specialized engineering knowledge available from no 
other source. 

Complicated shapes, obtainable only by machining, 
can be produced quickly on high speed semi-automatic 
turning and milling equipment. Surprisingly low prices 
are possible. Send your designs and let us review them 
from our production standpoint, submit recommenda- 
tions, and show you what American Lava can do for you. 


®@ Chart of the physical characteristics of the more frequently 
used AlSiMag compositions sent free on request. 


AMERICAN LAVA CORPORATION 


ATTANOOGA E E 


or oe ae a F ER AM LEAC 


ENGINEERING SERVICE OFFICES, 
ST. LOUIS, Mo., 1123 Washington Ave., Tel: Garfield 4959 © NEWARK, N. J, 671 Brood Street, Tel: Mitchell 2.6159 
CAMBR , Mass, 38-8 Brottie St, Tel: Kirkland 4498 * CHICAGO, 9% 5S. Clinton St, Tel: Centre! 1721 
SAN FRANCISCO, 163 Second St., Tel: Douglas 2464 © LOS ANGELES, 324 N. Son Pedro St, Tel. Mutuel 9076 
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TO LONG DEPENDABLE PERFORMANCE 


The successful operation of any gaso- 
line powered appliance, farm machine 
or industrial equipment depends on 
good engine performance day after 
day. The proved performance record 
of over 242 Million Briggs & Stratton 
air-cooled engines, built during the 
past 26 years, is the reason why 
users, dealers and manufacturers have 
made Briggs & Stratton powered equip- 
ment their first choice — and have 
established Briggs & Stratton engines 
everywhere as the Right Power for 
hundreds of applications. 

Be assured of years of dependable, 
trouble-free performance by waiting 
until you can have equipment powered 
by Briggs & Stratton engines. You will 
not have to wait very long — because 
deliveries are improving with the in- 
creased production now flowing out 
of our factories. 


BRIGGS & STRATTON CORPORATION 
Milwaukee 1, Wisconsin, U.S.A. 
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music, A great many of the people who 
are buying classical records are ad- 
vancing gradually in their knowledge 
of that type of music. They are buying 
ahead of their knowledge. Therefore 


| they need advice and guidance to keep 


them from going too far ahead and to 
keep this still unfamiliar music within 
their tastes.” 


A Typical Example 


“For example, persons who have 
taken a fancy to Bach by hearing his 


| “Two-Part Invention” and may want 
| to collect recordings of his works, 





shouldn’t go directly to his “Fugues”. 
They are too complicated, and may dis- 
courage the collector. It is my job to 
see that they take Bach in easy, under- 
standable stages toward the more com- 
plicated works.” 

As well as a knowledge of the music 
itself, the expert record salesman must 
know the recordings, artists, arrange- 
ments, orchestras and leaders, and be 
able to use this knowledge in guiding 
the customers’ purchases and in an- 
swering the variety of questions asked. 

For example, says Mrs. McClellan, 
“Although most people like the Strauss 
waltzes, there is considerable differ- 
ence in the way they have been re- 
corded. One person may like Strauss 
in the straight, precise manner that 
has been recorded by the Boston 
“Pops” Orchestra. Another may like 
the more “Viennese”, rhythmic, but less 
precise way in which the Minneapolis 
Symphony has presented it. The sales- 
person should know the characteristics 
of each recording, because all the 
famous and well-liked music has been 
recorded by many artists.” 

To keep herself up to date on the 
new releases, Mrs. McClellan makes it 
a must to take home every new record 
and new album as soon as it is re- 
ceived and before it is put up for sale. 
In the quiet of her home she can hear 
the new records, judge their quality 
and characteristics, and supplement her 
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listening with a study of the informa- 
tion that the record manufacturers en- 
close with each album. 

Behind the record counter, Mrs. Me- 
Clellan also is a good businesswoman. 
She has developed her methods of se!l- 
ing, demonstration, display, inventory 
and purchasing. 


Weekly Record Listing 


Available to customers are two ways 
of looking up the titles of records or 
albums. The most used is a typewritten 
sheet made up weekly, listing the rec- 
ords and albums that have been re- 
ceived in that period. This list is 
clipped to the lists for the past few 
weeks, so that customers may come in, 
sit down, and check back through the 
titles that have been made available 
since their last visit. 

These sheets have another value. To 
the customer that is looking for a par- 
ticular record or album, recently intro- 
duced, the list shows and suggests many 
others which will interest them. It has 
proven its ability to enlarge sales. 

For records and albums that are not 
recent, a card index file is available. 
This shows by title, every record and 


‘album kept in the store’s $11,000 stock. 


One day, Mrs. McClellan may have 
this file cross-indexed by title, com- 
poser and artist—in the manner of the 
manufacturers’ record catalogs—but so 
far she hasn’t seen sufficient need for 
it to warrant the amount of work 
involved. 
When a customer asks for or selects 
a record or album, and wants to hear 
some of it played, Mrs. McClellan tries 
to remain with the customer. “A little 
information about the record, the 
music, the artist, or the composer at 
that time does a lot not only to sell that 
record and to make the customers ap- 
preciate it more, but it makes them 
realize that they are getting a personal 
service. They’ll come back and expect 
it as part of their regular buying here.” 
(Continued on page 76) 











“LET'S REMEMBER, JONES, WE'RE NOT IN THE ARMY ANYMORE—" 
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_.. but no one ever heard of him! 














\ whizzeroo on a small-time team, “Moose” McGinty 
was unknown till he turned pro. Today, with expert 
quarterbacking, behind a. world-champion line, with big- 
time interference cloaking his end-sweeps, with the best 
throwing arm in the business rifling passes to him—today 
McGinty is Mister Football! For a strong team makes a 
good man great. 

It’s the same in selling automatic washing machines! 
\ good dealer is still better when he’s on the world cham- 
pion BENDIX team! 

For here you have everything to help you put yourself 
across. Here you have the BENDIX, the first and still 
the best of the automatic washers . .. a machine with 
nine years of tested dependability . . . the “world’s most 
wanted washer” as survey after survey shows. Powerful 
promotional backing, national advertising, outdoor post- 


ers, local newspaper ads, movies and radio commercials 
—all tied together in a smooth-working program by one 
of the greatest merchandising organizations in the appli- 
ance industry. 

On a team like that YOU are Mister Automatic Washer! 


BENDIX 


automatic 


Home Laundry 





©Bendix Home Appliances, Inc 
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“HIS MASTERS VOICE”, 








| “*His Master’s Voice” 
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5 “Then they took Mr. Barraud’s painting of me and 
ran it as a Victrola* advertisement . . . I was started 
on my career to world fame!” 


ONLY RCA VICTOR MAKES THE VICTROLA* 


©" Victrola’’—T.M. Reg. U.S. Pat. OF 


wait 
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2 “Hello! Lots of people don’t know it but my name 3 


is NIPPER. I was a real dog who really recognized 
‘His Master’s Voice’ back in 1898.” 





6 “Next, another kind of ‘music box’ came along—a 7 
radio made by RCA. Then when RCA merged with 
Victor—in 1929, I became even more famous!” 
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the history of a famous [rade Mark 








H 
3 “But what made me immortal was that my master 4 “And then I had to do the hardest work of my life 
(a painter fellow named Francis Barraud) caught —posing! If there’s one thing I don’t like to do, it’s 
sight of me listening one day...” to sit still... But I did it for hours!” 
SD es ok OR ae 


“There are four table radios— 
including a set with short wave 
that can ‘pull in’ stations 12,000 
miles away! And a battery radio 
you can plug in and run on AC if 
you want to. MY favorite is the 
‘Personal’ —it’s the tiniest, neatest 
portable RCA Victor ever made! 
“Then, there’s an automatic radio- 
phonograph that’s nearly 4 
smaller than the prewar table 
model. And two console radios, 
that make ‘His Master’s Voice’ 
more real than ever!” 

























8 “Don’t just take my word for it—hear the ‘Golden 
Throat’ yourself... your customers, too! Every 
RCA Victor instrument has the ‘Golden Throat’!” 

7 “So today you have something that never was dreamed 


of in the old days! . . . You have the real-life TONE | — 
@A pros ficror 


of the new RCA Victor ‘Golden Throat.’”’ 
RADIO CORPORATION OF AMERICA 
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WOT LONG 70 WAITS 


GE two-Comtto/ 





Adlomate Bhatkal comming [ 





THEY WONT HAVE 70 SLEEP 
LIKE TH/S — 


The most remarkable blanket in the world is 
on its happy way! 


This G-E Automatic Blanket—light, comfort- 
able—gives the exact degree of warmth wanted . . . 
and not just for one sleeper, but for two in the same 
bed! Another exclusive G-E first! 


Two can we as 
SLEEF-HAFYY as one / 


Here’s what this wonderful G-E Two-Control Auto- 
matic Blanket does for your customers who sleep two 
in a bed: 

1. It provides them both with the same light and 
comfortable blanket. 

2. It allows each to choose his or her own exact 
temperature for perfect sleep-happiness— 
without disturbing the comfort of the other! 

And you know how important that is when it comes 
to enjoying a good night's sleep! For science has 
proved—(and the proof is yours upon request!) — 
that there can be as wide a difference as 30% in the 
rate at which folks generate body heat. 


Approved by the Underwriters’ Laboruturies, Inc. 


Atomaite Elakelg 


Covering SLEEP-HAPPY America 
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THEY CAN BE SLEEP-HAFTY 
LIKE THIS / 





. . . that’s one of the reasons why some people 
prefer it warmer in bed, while others prefer it cooler. 


And the G-E Two-Control Automatic Blanket 
can satisfy any warmth preference husbands and 
wives can have! 


Coming your way! 


Folks—your customers, many of them—have been 
hearing about G-E Automatic Blankets for years 
... reading about them in Life, Good Housekeeping, 
This Week, and other magazines. And they’ve been 
told about them on that swell radio program, “The 
G-E House Party.” 


This large national campaign will now introduce 
the “T'wo-Control ’Automatic Blanket to the pub- 
lic, too! 

Only G-E is manufacturing a Two-Control blan- 
ket. It’s in production today. So be prepared for a 
booming business soon. 

The exclusive G-E Two-Control Automatic Blan- 
ket is heading your way! Appliance and Merchandise 
Department, General Electric Company, Bridge- 
port 2, Connecticut. 


GENERAL @ ELECTRIC 


SEPTEMBER 1, 


Some DON’T 
Like It Hot 
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Records and albums at the San 
Mateo Electrical Appliance Co. are 
displayed in three units. Behind the 
counter, shelves line the wall, 8 fee 
high and 18 feet long. The upper 
shelves hold the single records, toward 
the floor reserve stocks of albums are 
kept. The counter is 18 feet long, with 
part of it a glassed-top show case hold. 
ing record accessories. 

Two album racks, one against the 
wall holding 55 albums, of which 4 
are classical and semi-classical, and 
the other in the center of the floor fac. 
ing the record counter, holding 12 clas. 
sical albums and 18 light operatic, are 
accessible to customers. 

Record inventory is no small item, 
even today when Mrs. McClellan Says 
that she can get delivery on only about 
half as many records as she could sell 
Mr. Davie says that he has to keep 
$11,000 in record inventory, more than 
is required for the rest of the appliance 
and radio store. 

All the record stock is kept on the 
shelves, album racks and under-coun- 
ter storage. A quick check through the 
stock, which is filed by titles, shows 
what numbers are short and should be 
re-ordered. This order list then is sup- 
plemented by the many orders that have 
been placed by customers during the 
week. Mrs. McClellan orders lightly 
on new releases, depending on quick 
deliveries to keep the department 
stocked on items that begin to move 
rapidly. 


Jazz Sells, Too 


Although the record department of 
this appliance and radio store has made 
its quick success on building up a 
clientele of classical record buyers, no 
obstacle is placed before those who 
want popular recordings. In fact, the 
window display and the store’s news- 
paper advertising gives more atten- 
tion to new popular releases. “That is 
because this trade is more transient,” 
it was explained. “Our classical-record 
buyers mostly are regular customers 
who depend on us and our stock for 
their needs. The ones who buy the 
popular recordings are less faithful in 
their purchasing habits. They need to 
have us call their attention—not to the 
records—but to the fact that we have 
a stock of that particular record at 
that time.” 

Mrs. McClellan sells quite a few 
classical recordings to customers who 
are regular buyers of popular records. 
“This is done by suggesting the clas- 
sical as extra records. Very seldom, 
however, is it worthwhile trying to sell 
a popular record to the regular buyers 
of classical. They dop’t seem to be in- 
terested !” _ 

This doesn’t hold true for the “hot- 
jazz classics”, for usually these are 
shunned by the ones who like popular 
music, while they are much-sought- 
after items for the classical-record col- 
lector. They are scarce today, however, 
but Mrs. McClellan keeps the collectors 
up-to-date on new arrivals and on 
word of new pressing from old masters, 
using post-cards to let them know when 
their gems of jazz have arrived. 
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NATIONALLY 
ADVERTISED 


PROMPT DELIVERY 
GET SET FOR BIG PROFITS 


For years Gem Dandy Electric Churns have sold 
in big volume on merit alone. 






















Now comes the big pay-off! 


Every month big Gem Dandy Electric Churn 
advertisements will appear in Farm Journal 
and The Progressive Farmer reaching 34% mil- 
lion prosperous farm families, including your 
best farm and rural customers. 


Get set now to cash in on the demand created by 
this big advertising campaign. Millions of elec- 
tric farm and rural homes want the Gem 
Dandy Electric Churn because it puts an end to 
the drudgery of churning, produces 15% more 
butter, churns in 15 minutes. Display Gem 
witli Dandy Electric Churn—it sells on sight. Rural: 
aaa ’ electrification programs provide a constantly in- 
CHURNING cH(los PLAY creasing market. 

DELUXE MODEL 


_— #1819 Deluxe Model Retail Price. ............ $18.19 





SAVES MONEY - - 






SAVES TIME.» - ‘ STANDARD MODEL ‘ Recommended Dealer’s Cost rele. mi as $11.83 
. : 
J Da I ’ s| 04 : : 
: * quest toon 10 seen Standard Model Retail Price............ $15.04 
, ‘ Preteces 185% mare Be Recommended Dealer's Cost .....$10.03 
sereemiined Benettte Hondo 
See ee ome Gem Dandy Duraglas Jars are recommended for 
osttial The wrote Aleminem Dasher ' use with Gem Dandy Electric Churns. Sold sepa- 
7 rp “ ternary, Say OHS rately. 3 and 5 gal. sizes. Retail prices average 
noe proved by hundreds of the glint about $1.75 and $2.25. 
— je especi® : a t > , ctene Medel hes convenient ‘ . ; 
m D a0 jar an ve Prices (NS averaue) oneinah in Cord - Order from your Gem Dandy Distributor. If you 
a pee Dandy Electric Chu Operering Cont anewt 10% don’t know who he is, write 
snd churn. Buy a Gem &* It) ones 
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Guaranteed tor One Voor 


ALABAMA MANUFACTURING CO. 


Birmingham 3, Alabama 


ORDER TODAY FROM YOUR DISTRIBUTOR! 


' SIRMINGHAM 3, ALABAMA 






ING COMPANY 





MANUFACTUR 





ALABAMA 





PNG a: 7, 


bP ear: 


ELELTRIL 
EhURL 


G. U.S. PATENT OQFFICE 


NEW IMPROVED POST WAR MODEL... THE LAST WORDIN PERFORMANCE 











ANOTHER PENETRAY FIRST 


Saulay wit) PYREX ull 


GvOly woman knows Pyrex. You know it’s sure-fire sales appeal. 
Now we've combined the “handy heat” of Penetray with Pyrex 
to give you a infra-red heat lamp that’s absolutely “tops” in sales 
appeal. Water can spatter with safety on this lamp while in use in 
the bathroom or while drying dishes or clothes. Your customers 
will be quick to see this unique advantage of Penetray with the 
Pyrex bulb. To sell ’em... just tell ’em. And make a nice profit 
every time you sell this popular $3.50 item. Penetray Corp., 
Toledo 5, Ohio. 
Geese GE Glee eee eee Gees eee Gee Gees Gee eee eee eee ees ee ee eee eee eee eee ee oe eee ee ees ee ee oe 
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NEW PENETRAY “SEXTETTE” PROMOTION 


sings a song of profits. This smart new counter 
merchandiser holds 6 lamps...makes counter space 
really “pay off.” 


NEW FOLDERS that do a thorough-going job of 


selling Penetray heat lamps are now available. 


NEW WINDOW STREAMERS to “flag down” 


customers... steer em into your store... help tie you into 


the complete high profit line 


There’s a Penetray heat lamp for every 
need and pocketbook. Pyrex sells at 
$3.50; No-glare Ruby, $3.60; Amber, 


BIGGEST PENETRAY NATIONAL ADVERTISING CAMPAIGN $2.00 — all beautifully packaged. Also 


running in top-circulation magazines like the Saturday Evening available: Ceramic Coated, $1.60 and 


Penetray’s national advertising and demand. 


Post, Ladies’ Home Journal, Colliers, Good Housekeeping, inside Frost, $1.25. 


Cosmopolitan and Better Homes and Gardens is telling 17,921,481 
good prospects (mostly women) over and over again why and 
where to buy Penetray. 


NEW, MODERN PACKAGE gives a fast selling line even more eye and 


buy-appeal. It’s beautiful...easy to handle... protects the product. 


[ the cost of every Penetray Newspaper ad you run 

pay ha —using our mat or copy. No limit. No matter how big 

or how many. Another smart way to cash in big on Penetray 
national advertising and demand. 
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Trade Mark Reg. U.S. Pat. Off. 
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— when they are equipped with 


Nichrome 


\ long-life HEATING ELEMENTS 





Driver-Harris 


OL OT) Fo, Oa 4 


HARRISON . NEW JERSEY 


BRANCHES: Chicago e¢ Detroit © Cleveland « Los Angeles ¢ San Francisco © Seattle 
The B. GREENING WIRE COMPANY, LTD., Hamilton, Ontario, Canada 








Standing Back of 
the Dealer 
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house has a good parts department and 
there are plenty of repair men in New 
Orleans. 

“You can best understand what we 
think will be effective in the future 
by knowing that we are putting an 
auditorium in our new building,” says 
Mr. Walther. “Here we are going 
to have a home service director. Her 
job will be to train home demon. 
strators, to arrange store demonstra- 
tions, church demonstrations and 
handle telephone conversations with 
owners. There will be a_ separate 
entrance to our air conditioned audi- 
torium. 

“Here we can put on a show ina 
way that none of our dealers could. 
We expect to turn over our facilities 
to dealers who will invite in all of 
their prospects on certain days. The 
dealer’s salesmen will act as ushers. 
There will be a variety of marvels for 
the customers to see in addition to 
what they are most interests in. They 
can see television, frozen foods, and 
can be sold on half a dozen things at 
once. With a dealer inviting his audi- 
ence it is his show for that particular 
day. 

“Tt is the personnel in the organiza- 
tion that will put something like this 
over. No retail store can do so good 
a job. Even the Max Bernard Furni- 
ture Co., which already has an audi- 
torium, is going to use these facilities.” 


Setting Up in Radio 


The Walther advice to a dealer set- 
ting up a radio department is as fol- 
lows: 


1. He should handle nationally advertised 
lines of radio, at least three lines as a mini- 
mum, This gives the public a choice. 

2. He should get a man who knows radio to 
head the department. This chap should 
know something about music; in this re- 
spect selling radios differs from selling other 
appliances. 

3. The dealer should insist on this man get- 
ting specialized training. For example, he 
should know why a certain turntable is ex- 
cellent. Send him to a distributor's school. 
Back him up with a competent radio service 
department. 

4. There should be a service man around the 
place. Mr. Walther does not advocate turn- 
ing a radio sale over to any service organ- 
ization for at least 90 days after the sale is 
made. It is important that the firm who sells 
it sees that the radio is performing satis- 
factorily, One of the best things a service 
man can do is to check radios before de- 
livery to see that they are in perfect con- 
dition. 

5. The Walthers advocate a system whereby 
the retail salesman follows up his sales, calls 
on the family direct, finds that everything 
is all right. He can do this in the evenings 
if he wishes to, taking his wife and kids out 
for a ride. 


“Don’t worry about the appliance,” 
Bud Walther advises retailers, “but 
worry about the team. Your men 
need re-training and must learn the 
whole job over again in many cases.” 

Even the Walther salesmen have 
specific duties along lines in which they 
are experts: 

Jimmy Dunn sells Philco, Columbia 

(Continued on page 82) 


SEPTEMBER 1, 1946—ELECTRICAL MERCHANDISING 





@ Mor 
pionee! 
cylinde 
efficie 
Blacks 
metho 
efficier 

And 
ough z 
interv: 
stone, 
cleans 

In t 
have t 
ing pr 
proves 


A 





WRINGI 
RONER 
AND TH 


ELEC 






‘Id 











THE BLACKSTONE AUTOMATIC 
AGITATOR WASHING ACTION 










Meo, SOAP CAN BE DISSOLVED IN WASH WATER 
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VERTICAL AXIS TUB MAKES POS- 
VERTICAL FLUMES PROVIDE SIBLE MORE EFFECTIVE CLEANSING 
GENTLE RUBBING ACTION. OF HEAVIER LOAD. 

























@ More than twenty years ago, Blackstone, 
pioneer washer manufacturer, discarded the 
cylinder washing principle in favor of the more 
efficient agitator action. Logically, the new 
Blackstone Automatic employs this proven 
method to obtain its remarkable cleansing 
efficiency. \ 
And Blackstone couples this fast, safe, thor- ry 
ough action with a wide selection of washing 4 
intervals (21/2 to 15 minutes). In the Black- a 
stone, you wash clothes only long enough to \ 
cleanse them, depending upon amount of soil. 
In the Blackstone Automatic Washer you 


have the sales advantage of an accepted wash- yt) to fees | 
. . . . , ' a ae iG + st 
ing principle whose greater efficiency has been \, — mr || phaanebet 

. . . . 4 “I / 3} £5 + : 4 
proved in independent testing laboratories. \ Se By N date see eS 


BLACKSTONE CORPORATION 
Jamestown, N. Y. 


A Division of Jamestown Metal Equipment Co., Inc. 
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No. 2 of a series telling how Graybar helps dealers increase profits 


Window Display 


: * : = 
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the ARRATAL AKA TARA oh Ah ARLES UTC ETE eee ts 


...GRAYBAR can help make yours tum more street traffic into store traffic! 


Which will do the best selling job for you — a mass 
display or a comparison display? How often should 
you change it? Should you show prices? What's the 
most effective way to use display cards, lighting, 
color, action? — Questions like these merit careful 
answering, because window display can be as pow- 
erful a selling force as your personal salesmanship. 


You'll find it profitable to discuss your windows 
with your near-by Graybar representative. Behind 
his knowledge of sales conditions in your community 
lies the merchandising know-how of Graybar’s 
national sales organization. He is a source of display 
ideas that will draw the most traffic into your store. 


Graybar dealers get lots of good ideas from 
Graybar Merchandising Men — ideas for store lay- 
out, personnel training, and every other aspect of 
modern merchandising. And they get local delivery 
of leading lines of major appliances, traffic ap- 
pliances, and home radio — from an independent 
distributing organization which is free to select 
merchandise and to make recommendations in your 


best interest. 4675 





FREE TO DEALERS! — The * Profit-Flasher” 
—a handy device for rapid, accurate calculation 
of selling prices, profit percentages, etc. To re- 
ceive one of these time savers free, just ask your 
Graybar representative — or phone or write our 
nearest office. Graybar Electric Company... in 
over 90 principal cities. Executive Offices: Gray- 
bar Building, New York 17, N.Y. 





* Fast-selling lines... 
* profit-building ideas... 


* time-saving deliveries .. . 





via 
GraybaR 


Merchandising Department 








| 
| 
| 
| 


| 
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Standing Back of 
the Dealer 
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records, Premier vacuum cleaners, anj 
is responsible for advertising literature 
and trim. W. Sancho sells American 
kitchen cabinets, Estate ramges, Map. 
ning-Bowman appliances and Victor 
fans. Walter C. Murphy sells Proctor. 
Bendix automatic washers, and pitts 
burgh water heaters. 

Bud Walther has a thought to giy, 
to manufacturers of home freezer; 
“T think in advertising them as offer 
ing fresh strawberries for Christmas 
the manufacturers are getting off on 
the wrong foot,” he said. “In the firs 
place, strawberries are very much oj 
a luxury and not enough of an induc: 
ment. It is the practical things of lif 
that will cause people to adopt hon» 
freezers. For example, we bought 
lot of shrimps at Pass Christian, Miss 
at 124¢ a pound. We froze them ani 
brought them home. Similar shrimp 
cost 45¢ 4 pound here in New Orleans 
the new 24 cu. ft. unit home freeze: 
is going to permit modest families t 
do quite a lot of tricks along this lin 
and here are the real sales points for 
home freezers.” 


Two Other Branches 


Walther Brothers in addition to its 
New Orleans plant has branches at 
Montgomery and Mobile. During the 
war the company opened a paint busi- 
ness which has been running to more 
than $200,000 yearly. From now on 
the paint will be distributed by a sepa- 
rate wholesale organization. A lot of 
electrical dealers are going to retail 
paint, as a part of the home picture. 

But the main thing about Walther 
Brothers that other distributors can 
copy is the three-ring circus that is 
going to go on in its new air condi- 
tioned building, where every day is 
going to be a field day for some dealer 
and his customers, on a basis that will 
enable him to sell not only one but 
possibly half a dozen appliances to his 
prospects. In this field Walther 
Brothers believe they are trail blazers 
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SALES-CLINCHING 


new NOMA 


A favorite with parents, home owners * . 

and apartment dwellers, the NOMA aoe 
Heater is absolutely baby-safe and pet- Cae oS 2 Gaatie fobteo— 
proof. Its non-glowing FIN TUBE ele- on 

ment is enclosed in a hazard-free steel 


conte faprodienet gy Beary ® nF 4 Facts about NOMA that mean business for you 
erie naw comemncit asile the. year 


The NOMA Heater is conveniently portable, plugs into any outlet. 
wi al seal eure Re fan Extra-length plug-in cord (8 ft.) lets you mows the NOMA Heater 
me cround where you want it. 


For 7 } x name of Delivers thorough comfort. Not just @ spot heoter, it carries 
we warmth te every corner of the room—100% EFFICIENT—all elec- 
tricity is converted into useful heat. 


Baby-safe ond pet-proof. The heat’s in the room, not in the metal! 
Guerded switch. FIN TUBE element fully enclosed in a spot-welded 
steel cabinet. NO GLOWING WIRES —NO FIRE HAZARD. 


NOMA’s spot-welded construction provides lifetime durability. 
Nothing to wear out, lasts indefinitely without servicing to main- 
_ tein your reputation for quolity soles. 


so it dries heir and personal wash 
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There's Only ONE 


Permaglas 


or corrogjon. 





What Every Home Owner 
Should Be Told About 





if his water heater isn’t big enough and 
fast enough, those wonderful new kitchen 
and laundry appliances won’t work 


Automatic washing machines and dish- 
washers, to operate properly, must have 
a dependable supply of hot water...and 
plenty of it. That means an automatic 
storage water heater capable of supply- 
ing hot water when it’s needed. 


And it must be clean hot water — free of any tank rust 


SMITHway Permaglas Water 
Heaters meetall these new require- (7 —— 
ments. They have ample capacities 
to fit all needs. Their tanks are 


ae 


n~- 


insulated with an extra-heavy 


blanket of Fiberglas. 


PERMAGLAS 


A GREAT AID TO SALES 





about what model range she now owns 
and can surprise her by telling her 
facts about her own kitchen. Once 
she has accepted the attitude of “pa- 
tient, consulting physician”, recogniz- 
ing Mr. Noonan’s knowledge and his 
integrity and genuine interest in her 
welfare, the sale is virtually made. 


No Reluctant Customers 


“No reluctant 
Noonan’s slogan. 


customers” is Mr. 
When his customers 
sign up he wants them to be completely 
sold. In fact, if, when the time comes 
to sign on the dotted line he detects 
any hesitancy at all, he frankly calls 
off the proceedings at this point, telling 
the customer that he does not want her 
to sign up unless she is sure that this 
range is the one she wants and that 
she is willing to wait for it. Of course, 
most women at this point hasten to 
assure him that they do wish to sign 
and insist upon doing so. 
ally, however, a woman will admit that 
she might wish to look further in the 
hope of getting an early delivery. In 
which case, Noonan lets her go, pre- 
ferring to keep his list clear of all ex- 
cept bonafide sales. 


Occasion- 


The record of the sale is made in 
genuine contract form, with a_ sub- 
stantial downpayment and pledge of 
regular payments after the range is 
delivered. On the face of the con- 
tract is stamped “Delivery Indefinite” 

and the customer’s attention is speci- 
fically called to this item, so that it is 
very clear that she understands the 


situation and does not expect more 


| b 4 Ww! 1 | -- +4 
than is possible. The sale is a genuine 
one, 


Nor does Mr 
virs at this point. 


Noonan rest on his 

He keeps in touch 
with the waiting purchasers, letting 
them have any news which comes in 
from the factory. “Good news”, he 
rites her when a shipment of ranges 


Selling Without Merchandise 


CONTINUED FROM PAGE 39 








” 


comes in,” we 






have just eived 
umptyump ranges from the factory ang 






you have now heen moved up to the 
position of twelfth on the list”. Q; 
if the factory has just promised de. 
livery of some ranges next month, he 
tells her that. Sometimes it is the 
customer who takes the initiative jy 
phoning in to see where she stands 
but whenever possible, Noonan pre. 
fers to do the calling, so that she wil 
realize that she is really kept in mind 





















































Has Genuine Sales 


The result of all this is that he has 
a substantial list of genuine sales on 
his books all ready and waiting for 
the time when he has the ranges to 
deliver. Some of the waits have been 
pretty long, but they all stick because 
they all have been truly sold. There 
are literally no cancellations. Of 
course, this isn’t the way Noonan 
would like to sell. He prefers to have 
the merchandise and to sell while the 
customer is looking at the product. He 
certainly prefers to be able to give 
the customer what she wants without 
any long delay. He wants the depart- 
ment set up very much as it was before 
—a fine display of ranges, and himself 
in charge—a one-man, one-line, one- 
appliance department. The store sells 
washing machines and_ other ap- 
pliances, but these are under separate 
Noonan prefers it this way. 
Instead of adding a number of general 
salesmen who will sell the complete 
line, he would rather have a refriger- 
ator specialist, a laundry specialist, etc 

each man knowing his own field 
supremely well. Tdmre is no rivalry 
here, but each man Qan sell the other 
to the customer as he passes her on. 

He has proved that if you go about 
it right you can truly sell without 
mechandise. But he hopes he will 


salesmen. 


not have to do it much longer. 





The sparkling blue, mirror-smooth 
glass-fused-to-steel lining of Permaglas 
tanks resists rusting and corroding 
under any water condition. No more | 
“tank spots” or corrosion dirt to stain 
clothes, streak dishes, discolor the bath. 






















ql 


a 
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Only Permaglas has the glass-lined 
tank—the most important sales story of i 
the year. Get the whole story for your- — 
self. Send now for “The Inside Story of 
Permaglas.”’ 








Automatic — Gas or Electric 











SmitnHway 
WATER HEATERS 
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“TL INSTALLED A FAN FOR THE TIMES WHEN THE WIND IS AGAINST ME" 














BA 


ELE 








SEPTEMBER 1, 1946—ELECTRICAL MERCHANDISING 


Pick the oldest record you can find—one so 
worn and grey that it is virtually unplayable 
on an ordinary radio-phonograph. Then 
listen .. . while you play it on a new Zenith 
with the Cobra Tone Arm. You and your 
prospects will be amazed at the way the 
Cobra brings old records “‘back to life,” 
making them sound almost like new. You 


will probably hear musical passages you 
ie has 
ce fo how familiar you may have been with them. 


never knew were in the records—no matter 


eS to And this ability to make old records sound 


- been better is only one of the features of the 
Then Cobra. Its filament floats on the record with 
ere a 
Of , less than ?4 ounce pressure—so that even 


conan the slightest modulation is perfectly re- 
have er 


le ~ ords played with it sound like new 1000% 
4 e > J 


produced. The Cobra is so gentle that rec- 


give a 1 longer. It is damage-proof, too—you can 
ithout Se . drop or even press down and scrape the 
>part- 


efore ‘ ‘ . ae 
; Cobra is packed with convincing sales- 
imself pists, - 


Cobra across records without harm. The 


one- : “ making demonstration features. Show them 
» sells : 
ap- 
arate 
way 
neral j 'e . ‘a ; 
nplete & iS Ys 
riger- . oO | LY 
t, etc di ; a. 
field a 
ivalry 
other 
yn. 


to your prospects. 


about 
ithout 


will 


TONE 
nas THE DBR A von 


The Cobra—new, different, better—which reproduces records so perfectly 
that hundreds of radio stations use it for broadcasting, is but a part of 
Zenith’s ‘Sensational New Way To Play Records.”: Here is an entirely new 
principle in radio-phonographs—including radionic record reproduction, the 
new Silent-Speed Record Changer, and scores of other developments. The 
new Zenith is a complete, superb musical instrument. 





JB ACKED BY 30 YEARS OF RADIONICS EXCLUSIVELY 
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THERE ARE U4; N 


J. M. FRIEDMAN 
President 
Miracle Electric Company 





HERE 
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ITURE..£08 adit Pople” 


HERE ARE THE LEADING TRAFFIC BUILDERS IN THE MIRACLE LINE: 












AUTOMATIC <om < * 

M , Model - 

rahite 120. Automatically SAGER, Model a1, 
ods, Built-In Gieued oe ; ROASTER Mode: Featherweight Fits 


Handy 
rochment, 


410. Automatic, 22- 
Quart Capacity, 
Aluminum insert 
Pans. 
















any size hand. For 
stimulating massage 





AUXILIARY 
ig Model 


or te 3 dw 
2-BURNER GRILL ightweight 
Model 221. Sturdy Aluminum, Port- 


Commercial Design, oble 


4 Heats. 





PORTABLE FOOD 
MIXER Model 110. 
Streamlined, Double 
Beating Action. 


..-AND MANY MORE EXTRA TRAFFIC BUILDERS, TOO 


Waffle Iron Model 230 Flour Sifter Model 150 
2-Burner Hot Plate Model 220 Electric Toaster, Model 210 
Carpet Sweeper, Model 180 Ball-type Massager Model 140 
Non-Electric Vacuum Cleaner Model 130 
Steam Iron Model 310 


Your jobber has all the information about the new 


postwar MIRACLE appliances. Call him today! 
All Miracle Appliances Carry UNDERWRITERS’ LABORATORIES Approval 


rf 


ELECTRIC COMPANY 


SINCE 1925 
CHICAGO 3, ILLINOIS 
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Take it from Mr. Kuenstler, 
AUTOMATICS really ‘‘took it”’ 
during the war and handed clean 
wash right back. And take it 
from us, the new 1946 AUTO- 
MATIC DUO-DISC WASHERS 
are more long-lived than ever 
before. Only AUTOMATIC 
WASHER offers the ‘‘DUO- 
DISC"’ feature! Only AUTO- 
MATIC has the Stokes Patented 
Ball Bearing Transmission—the 
feature that holds service calls 
to a minimum! If you're in- 
terested in washer profits you 
can keep, get Automatic’s 1946 
Dealer Proposition now from 
your nearest Distributor. (Name 
on request.) 





Dick 


Duo-Dise 
WASHER 








Made in Newton, lowa Since 1908 by 


AUTOMATIC WASHER COMPANY 
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The Modern Hardware Store 
Sells Appliances, Records and Radios 





tomer gets a plain statement of the 
facts, but no definite delivery promise. 


Hand-Picked Staff 


In 1939 the trade was 95 percent 
men but today the store deals about 
50-50 with 
reason why Harmon possibly is fussier 
about his other 


men and women, another 


salesmen than many 


hardware retailers. He built the sales 
staff by going out after the men he 
wanted; they didn’t just happen to 
walk in cold. His policy is to pick 


them young, if they show any selling 
possibilities, and train them himself. 
Most oldtimers, he 
set in their methods. 
and 


explains, are too 
He prefers youth 
versatility, men he 


can teach to talk up their merchandise 


evidence of 


‘and engage in suggestive selling, in 
hardware as well as appliances. 

As an example, take the case of 
Robert A. Ramsay, employed to take 
charge of appliance service. Ramsay is 
a college graduate, engineering back- 
ground, and was a colonel in the Signal 
Corps. He now is going through the 
training mill at several of the appliance 
Irving J. Shapiro, manager 
of the major appliance department, may 
never have sold refrigerators before, 


factories. 


CONTINUED FROM PAGE 45 


Immediately inside entrance, the customer walks squarely into the cleaner section 

















































but he is a graduate of New York 
University and collected a master’s de 
gree at Columbia. He’s learned how 
to operate and demonstrate every app! 
ance on the floor—and fast. 

Harmon well recognizes the fact that 
appliances require specialty selling. For 
that reason, while an appliance sales- 
man can go anywhere on the floor wit! 
a customer, making continuing sales, 
other salesmen can not come into th 
appliance department and sell. The only 
restriction on the appliance salesmet 
is that their own department never be 
left unattended. 


Salesman Remuneration 


The three men now selling appli 
ances, the nucleus of the staff to | 
expanded as the department grows, are 
employed on a salary basis, not neces- 
sarily the same salary in each case. At 
the end of the year they receive 

split-back out of the net profit turne 
in by the department, each sharing 
alike. It is a sort of pooling of con 
missions arrangement which Har 

believes fosters teamwork rather t! 

competition and personal vying with 
the department. And these boys say 
they'll be ready for outside selling. 








Consoles and large combinations temporarily 
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are grouped around a column near window. 
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J 
the name 
, with a BACKGROUND of QUALITY 
= builds a FUTURE of PROFITS = =<—~ 
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“with EXTENSIVE NATIONAL ADVERTISING | radio developed th 
‘ engineering skill . . . specification of on 
= éa HIGH-POWERED MAGAZINES finest co ° . 


the finest components provided the precision 

materials that make ECA Radios outstanding 

= be This month—the opening barrage in ECA in quality and value. ECA Radio is publiciz- 
Radio’s expanded program of big-space ing these facts .. . in hard-hitting consumer 

consumer advertising —reaching over 100 advertising . . . stressing the ECA Radio in- 

MELLION readers in formative Warranty Tag and the exclusive 

appli ECA Radio Di-Fusa-Tone. 









The ECA Radio Warranty 
Tag of Accurate Perform- 
ance Rating — a plus feature 
that makes easier sales, satis- 
fied customers, greater profits 
for you. 








Exclusive ECA Radic BI-FUSA-TONE® 
An important tonal feature in every 
ECA Radio that transmits to every 
part of the room, all the bass and 
treble tones and overtones that give 
music rich, thrilling beauty. 

* Reg. U. 8. Pat. Of. 





al 


"C4 Rapio pisuseto™ 





@ Sold direct to dealers @ Protected territories @ Protected 
profits @ Freight paid to your city @ Greater dollar-for 
dollar value @ Informative Warranty Tag of Accurate 


Performance Rating @ Complete line 














A limited number of franchises still open to selected 
dealers. Write for details today. 


170 53rd Street 
Brooklyn 32, N. Y. 


RADIOS © RADIO PHONOGRAPHS © PORTABLES + FM * TELEVISION © RECORD PLAYERS 
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BENDIX RADIO) 


You'll get more out of these 


‘Bendix Radios 


hecause we put more in them! 


MORE IN STYLE ... MORE IN FEATURES ... MORE IN PERFORMANCE 





AVIATION CORPORATION 





1417-A Mahogany period “Swing- 
@Door” combination with FM and 
Short Wave. 13 tubes and rectifier 








1117-B Mahogany period “Swing 
a-Door” combination with FM ond 
Short Wave. 10 tubes and rectifier 





1117-C Blond or brown mahogany 
combination with “Swing-a-Door", FM, 
Short Wave. 10 tubes and rectifier <~ 


A 


526-B Ivory or mahogany plastic featur- 
ing molded-in handle and all losed 
back. AC-DC. 4 tubes and rectifier 





676-C Space-saver “Consolette” with Short 
Wave. Stores over 100 records. 5 tubes and 
rectifier . Mahogany, walnut, knotty pine. 
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526-C  Jewel-like 
two-tone green ond 
black catalin 
plastic. AC-DC. 4 
tubes and rectifier 





pwing- 
A and 
tifier 







736-8 High styled wainut finish 
combination with Short Wave, push- 
pull. 6 tubes and rectifier 


invisible radio with Phantom 










table. AC-DC. 5 tubes and rectifier 





hogany dropleaf 


687-A Russet leather- 

ette and plastic 3-way 

portable. Tuned RF. 

Tone control. 5 tubes 
and rectifier 





636-A Mahogany 
plastic with 
molded-in han- 
die, all-enclosed 
back. Tuned RF. 
AC-DC. 5 tubes 
and rectifier 


747-A AM-FM in continental 
modern blond walnut. AC only. 6 





tubes and rectifier 


656-A Deluxe walnut table com- 
bination. 5 tubes and rectifier 









Everywhere they're seen and heard these beautiful 
Bendix Radios win the same resounding praise— 
“Bendix Radio is building America’s finest popular- 
priced line.” The reason? Bendix knows that America 
is tired of makeshifts. Bendix knows that in the 
long haul quality always wins. That's why every 
Bendix Radio produced today must be the finest money 
can build or buy. That’s why Bendix will not 
be stampeded into peak production until quantity 
and quality can go hand-in-hand, Bendix is building 
for the long pull for itself and dealers. Does it pay? 
Well, dealers everywhere report that the word is 
spreading — “It's wise to wait for Bendix Radios.” 


Bendiv 


aHE REAL VOICE OF 


kK2Q0 
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he 
WHIRLPOOL “30° 


(2 important ta YOU 
You meet your customers’ demands ior a 
BIGGER, FASTER MACHINE THAT 
WASHES MORE CLOTHES WITH LESS 
EFFORT. Its nine-pound tub capacity means 
less machine loads each washday — and 
for the larger family, that means real sav- 
ings in time and effort. When you sell the 
I \/ Cole (-) Munabo) O MME 20) MET -9 | MD 0) 3 4 ¢-) ao bo} ol 108 


ance, faster washing, and easier wash- 
days. 


You make more profit with faster turnover 
and less cost per sale . . . because the 
WHIRLPOOL “50” has the features house- 


wives want. 


NINETEEN HUNDRED CORPORATION 


World's Largest Manufacturer of Home Laundry Equipment 
ST. JOSEPH MICHIGAN 





Farm Market Specialist 





5,000 watts of fluorescent lighting di- 
rected on the displays covering this 
6,000 square-foot area. The ceiling is 
paneled. In all, the 
embraces five acres, with a 


Celotex, neatly 
property 
720-foot frontage along the highway. 
\s for the parking facilities, 
don’t 


space 


20 cars 
make a dent in the available 


Selling Methods 


\t most, in pre-war, Saums em 
ploved six men selling outside and nine 
\t that time, he and Mrs. 
Saums took care of all store trade. On 


this score, Mrs. 


servicemen. 


Saums is particularly 
adept, well able to swing a sale on a 
large home freezer or step behind the 
parts-department counter and supply 
a customer with some minor item. Be 
tween times, she acts as office manage1 
and has charge of the firm’s volumin 
tus bookkeeping, making herself a very 
capable co partner in the business. 

In the organization today, along 
with the Saums couple, are two inside 
salesmen, the nucleus of a staff which 
soon will be 
addition of 


increased through the 
six men outside, and nine 
service-and-installation men, a depart 
ment which Saums expects to doubk 
as soon as merchandise rolls in volume 
Iwo office girls complete the present 
organization. There are five trucks 
now in constant use and two more on 
order, all but one for the use of the 
service-and-installation While 
never taking on house wiring or bath 
room plumbing contracts, Saums_ is 
prepared to install and hook up every 
appliance or of equipment sold 
through this outlet, whether it be an oil 
burner, 
kitchen. 
be able to handle a farm wiring job or 
the plumbing necessary in 
installation—or both. 
\nother 
which may 


crew. 


piece 


water system or complete 


Every man in the crew must 


such an 
feature of the building 
seem unusual in a farm 
sales operation but will appeal to many 
businessmen is the fireproof vault ad 
joining the office. Not only does it 
contain the safe, it also holds the 
records covering the sale of every 
mayor piece ot equipment sold since 


Saums hecame an appliance merchant. 





CONTINUED FROM PAGE 38 





If a farmer now phones in that the bef 
on his old compressor just had t 
be laced together with wire to keep 
the unit running, he is assured, with. 
out further question, that he will re. 
ceive prompt service. A look in the 
proper eny elope in one of the 36 file 
drawers in this vault tells the whok 
story. The service man knows what 
belt to rush out to the job and in tha 
envelope he even finds concise driving 
directions to the farm so he can’t possi. 
bly become lost en route. 
measures 8 by 14 feet. 
Service is the 


The vault 


backbone of the 
In the machine shop, for 
instance, there are two engine lathes 
lathes, and one Gridle 
automatic; two drill presses, a power 
hack miller and a 60-ton 
hydraulic press, plus other lesser equip- 
nent. 


operation. 
five turret 
Saw, one 


This department consistently 
pays its own way. 


Never Hurry Farmers 


Open aggressiveness on the sales 
front is considered strictly taboo. That 
aggressiveness is saved for buying, 
not flaunted before the customer. Low- 
selling is the rule. Th 
farmer knows what he wants, he is in 


this store 


pressure 


because this dealer has 
gained his confidence, and there is no 
hurry on either side to close the deal. 
Newcomers at the store are told a little 
about the firm’s service capabilities; 
oldtimers know from experience. It’s 
a highly personalized business in which 
you talk about the oats and wheat— 
and you’re fresh out of a sales prospect 
if you don’t know the difference be- 
tween the two crops. Which may be 
one reason why a farm specialist dealer 
ilways hopes a factory representative 
will keep his mouth shut when he takes 
him out in the field. Young Saums, 
for instance, was running a hatchery 
before he was out of high school and 
he now selects his sales staff with these 
facts firmly in mind. 

Farmers definitely approve _ the 
countryside open-road location of this 
outlet, heartily detesting even the mild 
hustle and bustle of town. And while 
it may be a cinch to steer a tractor 
(Continued on page %) 


The farm trade highly approves the location of this big plant, combining all these de 
partments in one building which they can reach without wading through town traffic 
when, as shown here, for instance a tractor is in need of a rush repair job. 
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without an arrow. Likewise, appli- 

ance men can only hit the bull’s eye selling 

frozen food lockers if at the same time they make frozen 
foods available to their customers. 


The FRIGID-FREEZE FRANCHISE transforms this sound, logi- 
cal thinking into concrete and profitable reality. The FRIGID- 
FREEZE FRANCHISE is the only franchise that provides you, 
the appliance man, with a complete quality line of home and 
farm FROZEN FOOD LOCKERS and with the necessary quality 
equipment to open a modern, streamlined Frozen Food 
Department in your store. 


With a Frozen Food Depart- 

ment you widen the scope of a 

profitable, pre-sold market and capitalize on 

the ever-increasing demand for frozen foods and home and 

farm lockers. Your customers who buy frozen foods are your 

best prospects for FRIGID-FREEZE home and farm lockers, 

and your customers who buy FRIGID-FREEZE food lockers 
are your best prospective customers for frozen foods. 


The FRIGID- FREEZE FRANCHISE completes your profit picture, 
offers your customers precious, time-saving convenience and 
establishes your store as headquarters for FRIGID-FREEZE 
lockers and frozen foods. 


BE SURE TO FIND OUT MORE ABOUT THE VALUABLE 
FRIGID-FREEZE FRANCHISE. DO IT NOW — DON'T WAIT! 


_ - al 


EQUIPMENT 


S AMER\ xg 


PIONEERS. IN LOW TEMPERATURE + DESIGNING + ENGINEERING »* MANUFACTURING * CONSTRUCTION 


REFRIGERATION CORPORATION of AMERICA 


EXECUTIVE SALES OFFICES * 55 WEST 13th STREET, NEW YORK 11, N. Y. NOMA 


3G tend aie 


* FACTORIES—PERTH AMBOY, NEW JERSEY “se 
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EVERY DAY THAT Youll 
IS A DAY OF LOST SALES)! 
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IRE WITHOUT San kraft 


SOPPORTUNITIES.. 





HE MOMENT YOU 
JN-KRAFT LAMPS ON DISPLAY. 























Again this fall and winter, Sun-Kraft advertising will be prom- 


inently presented in leading magazines of national circulation. 
The exclusive qualities of the amazing Sun-Kraft will bring cus- 
tomers to your store. Order Sun-Kraft from your distributor now 
so that you will be prepared to meet the demand. —— 


sn ku 


REG. U. S. PAT. OFF. 


ULTRAVIOLET RAY LAMPS 
With the Cold Quartz Tube That Never Burns Out 


Sun-Kraft is simple, safe and satisfactory. It is easy to use and it is 


extremely useful. No modern, enlightened home is complete with- 
out a Sun-Kraft. Its stimulating, invigorating rays are beneficial to 


young and old. Its germicidal action helps rid kitchens of odors 


and destroys moth larvae in closets. The Sun-Kraft cold quartz tube 


g ~y 
ee, 
ie 
. @ 
my 
a 
= @ 
"=, 
beat 
om, 
= 


never burns out, never diminishes in potential ultraviolet radiation. 


it@ 


The spectacular growth of Sun-Kraft has necessitated constant expansion, and 
ground has been acquired both to the left and right of the present plant for 
the erection of new buildings and additional manufacturing facilities. 


For full particulars write to Sumn-Kroft, IJuc. 


215 WEST SUPERIOR STREET * CHICAGO 10, ILL., U.S.A. © NEW YORK e SAN FRANCISCO 
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- bier oD lhe kitchen 


carher and OE 
.-with the speedy HAMILTON BEACH Food Mixer! 


coe} 
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—but get 
in to our 
Filed in a fireproof vault, complete busines. 
ea gf rs like sales records, going back for 14 years, 


prove extremely valuable to the service 


ft f department. 
irstf: 


down Main St., to a farm implement 
store, it may tie traffic up a bit to 
drive back with some bulky attach- 
ment bolted alongside it. He further 
| likes the idea of completing his shop- 
It's busily pointing out to your pros- ping under one roof—because he 

pects that a Hamilton Beach Food | always needs these things most at the 

Mixer in the kitchen means moretime | ‘P of the season, The comfortable 

tion er-li foe them .. . cutside ia! atmosphere in this store places him at 

%, (P ; , s his ease. He expects to see a lot ot 

bow COMN: . t's L eae of a weeeruae a tat | stock on hand, and on this score Saums 
Teas ashits in national magazines that is designed displays more than enough to keep 


beaters are mix to make your Hamilton Beach dealer- | him interested while awaiting his tun 
» ing. Gives better ; ° . with a salesman 
Bose everything for saving Lh asthal cundite ship more profitable to you thanever. | 


w : Store traffic keeps all six in the store 
pose iheprseatartae atoll é on the run all day long. When it 
ever be done by hood Agertaes.- “) rains, they practically have to race 
Think of the leis to hold even with the flow of cus- 
Beach Food Mixer tomers. Farmers can't work outdoors 
to do the things 
around to now. 


That's what the ad on your left is tell- 
ing women all over the country this 
month. 


ure the Hamilton "2 
brings you—TIM : 

you— E m : : 3 : ; 
you just can’t get prot san on f ; Sane ~ in the rain, so find it an ideal day to 
A range,onywhere! One | catch up on their equipment needs 
t that, you'll cook more than ever so mses a Come Saturday, there’s no one at all 


— without realizing it. Your family wil] HAMILTON BEACH to wait on—which suggests the farm- 


Breet the greater variet ici : : 
dishes you serve. An y of delicious ~ FOOD MIXER ers hurry through theid chores and 


out of your kitchen Moe _— ger 7 Op fere you BOTH! then trek to town for amusement. 
Cariter an , a . ‘ . . : 
More and more of these ih we TWO-IN-OWE Summing up, Saums considers the 
are coming out every day. A "pans SERGE Stende the ; farmer the easiest and best customer 
. , » Ae SK your heoviest mixtures; is - cs . 
ele ‘ ) eavies ’ . m is 
— *ppliance dealer to call you out in @ jiffy for easy in the world to sell. Ii the farm 
when ive. Hamilton Beach cleaning ~ backed by a year-around income, he 


pa svision of Scovill Manufac- US lays the cash on the line for all pur 

wring Co., Racine, Wisconsin, b> chases. He is entirely reasonable 

FE ol about complaints, willing to hear th 

: Y RE lealer’ id ro} a hing 

4 \eaan dealers side Ot the story if anything 
' HAMILTON BEACH  ijcciowns sain ‘eadtia, 

A STRAINER tor tui (>. \s for Saums’ opinion of the high 

g juice without seeds : : 

Food Mixer and coarse pulp ' way location as against a town store, 

edi oncuascad , he first points out that here he has 

26,000 square feet of floor area and 

+} 


plenty of room for expansion, thet 


ORDER NOW... and get yours SOONER! asks: “Where could I get 5,000 square 


feet in town regardless of what I was 








willing to pay for it?” The tow! 
FREE FOOD MIXER DISPLAY! people seem to like the new location 
judged by the fact there has been n 


This colorful 9 x 12-inch, easel-backed loss in trade with them since the move 


display is yours for the asking. Order 
yours now from Advertising Dept., 
Hamilton Beach Co., Racine, Wis. 


was made. Furthermore, a surpris- 

ing number of transient drivers ordef 

merchandise for shipment to points 
| 50 to 100 miles away. 
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~~ For Increased -Prodygtion 
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Available in two new models 
—colorful plastic grids —or 
standard aluminum grids. 
Also plastic or metal tray lift- 
ers optional on either model. 


Sensationally new in every detail, 
the versatile Inland Handi-Cube 


Tray offers you a choice of grids— 





either standard aluminum or lovely 
- A slight pull on the metal tray 
pastel-tintec plastic. lifter, as shown, loosens the tray 


from the freezing compartment. 


sized and dry. It's strong and husky 


Certainly you'll want to see this 








attractive revolutionary ice tray 
which delivers ice cubes with un- 


precedented ease. for permanent ice releasing service. 


Just trip the lever and feel the Graceful lines, sensational per- 


rugged actuating mechanism re- _ formance, and eye-catching beauty 
spond with any quantity of ice | —all combine to speed the sale of 
cubes, instantly — each one full __ this new, postwar Handi-Cube Tray. 


For full particulars and prices write to— 
INLAND MANUFACTURING DIVISION, General Motors Corporation, Dayton, Ohio 
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W. G. Givens: he wonders how to com- 
pensate salesmen. 


Fones is Building 
and Hoping 


Seated in the appliance corner oi 
Fones Bros. Hardware Co., one of the 
largest hardware distributors in 
\rkansas, W. G. Givens declared his 
company was hoping for merchandise 
and busy building a new addition to 
house it. 

Uppermost in the mind of this West- 
inghouse distributor was the problem 
of compensating his salesmen on 
shorter margins. A system is being 
worked out at Fones to give men more 
territory and make less frequent visits. 
On the other hand, it is going to be 
necessary for distributor salesmen to 
reorient themselves as to their duties. 
Help with the retail sales training is 
O.K., says Mr. Givens. Help with 
advertising and window trims is O.K. 
On the other hand, the idea of the dis- 
tributor’s men pitching in and help- 
ing with retail sales must end, and 
likewise they won’t be able in the 
future to plan kitchen modernization 
and in other ways go out and help 
dealers close orders for these jobs. 

“I know it has been a natural in 
the past for this sort of selling to take 
place,” says Mr. Givens. “The dealer 
knows the people, on the other hand 
the wholesaler’s men has more prestige. 
The fault in the past has been the fact 
that the dealer didn’t know his prod- 
uct well enough to sell it himself.” 

The future will see a definite portion 
of the salesman’s time given to the 
dealer in proportion to the dealer's 
business. Some salesmen give three 
times as much effort to a weak dealer 
as to a good one, and neglect him 

The greatest difficulty in the retail 
setup in the past has been dealer's 
maintenance that he has not enough 
time to do a proper selling job 
major appliances. On the other hand, 
he won’t put on a man on appliances 
exclusively. If he does, he is all the 
time pulling him off to help out in 
some other department and as a result 
the cultivation that appliances ne¢ 
for sales is neglected. 

Fones Bros. new department 
major appliances is going to be a sh 
room for dealers. 
laundry and a model kitchen. Fon: 
Company travels 11 hardware sale 
men, and 3 major appliance men w! 
also sell radios. 
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Mode! NM1B. 
Capacity 5 gals. per hour 


Model NM2B. 


Model NM4B. 
Capacity 30 gals. per hour 








America’s 
most complete 
line of WATER COOLERS 


a a , 
VA f? i y —~- 
ly 04 70 072 Vl QO COOk Bht7R y,) ate 
c ¢ 


SUNRO 


ELECTRICAL MERCHANDISING—SEPTEMBER 1, 1946 


Capacity 10 gals. per hour. 


Model US7B2 (Bottle Cooler). 
Capacity 3 gals. per hour. 





Model NM3B. 
Capacity 15 gals. per hour. 
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Cafeteria Model. 
(Five large-capacity models), 


Sunroc specializes in water coolers ...makes the finest and most diversified line of 
water coolers on the market today. The post-war line of Sunroc Water Coolers embraces 
a wide range of AC and DC models engineered to meet varying business, industrial, 


and institutional needs. 


With sights held to the national market, Sunroc backs its top-grade, nation-wide dis- 
tributor and dealer organization all the way. Backs it with merchandise now. Backs it 
with full factory cooperation in the field. Backs it with intensive promotion, hard-hitting 
national and local advertising, sharp-shooting direct-mail to selected prospects... 


unremitting sales effort designed to hold and widen Sunroc’s margin of leadership. 


If you see yourself in the Sunroc picture, you will want full information on Sunroc’s 
product, prospects and plans. The coupon below is the first step toward a Sunroc fran- 
chise ... act today. Sunroc Refrigeration Company, Glen Riddle, Pa. 


OS EP ES ES Ee eee ae ®S@2@2 @2 @@ 2 @eeaeg 


not distributor 


| 


; SUNROC REFRIGERATION COMPANY, Glen Riddle, Pa. 
1 Gentlemen: ' 
{Please send me full particulars on the Sunroc Water Cooler dealer-franchise, 
{and your story of “One Product, One Price, One Policy.” i 
‘ I 
Oe I o ocdia ai sini cca a eens ae ark a Sa ww en de "etn ae oe } 

1 
pipet as aa areal at rare ta aieig, a makin doe hin wae ete alee a , 
1 I cs oes ne awewad eos Ke aaeeee eae aon cde taes mo | 
! ! 
1am "°” a water cooler dealer 
be 


WATER COOLERS - GLEN RIDDLE, PA, 
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pyy-UT- UP LAMPS 


With PLUS features for Better Lighting 
__, Greater Sales! 


ures in Pin-It-Up Lamps will make these 
en better sellers than even before. Again, 


lley for leadership- 


g new feat 
lamps ¢v 
look to Rai 


Amazin 
popular 
you can 


* Reg. U. S- Pat. Off. 





VO-GLARE LIGHT SAVER 


This ingenious shield fits ovet reflector bowl, protecting eyes TI 
from upward glare, s© lamp can be mounted at correct height, ic 
55” from floor to toP of shade. This shield also casts more. ‘ 
50 footcandles of light when mounted ‘ 

( 


light downward, gives 
of 72% with same bulb. 


e correct height . - - 49 increase 


at th 





PLASTISILK SHADES 






Amazi 
zing new material 









that looks like a fine silk 


P . 
hade, but without un 






sightly frame shadow | 
‘Ss. 
Washes like a chi 
es like a china dish, With fluorescent material moulded f 
lastic, the switch is easy © find in the dark with- 
Made in Turn-Knob style on 





d 4 
urable for lasting loveli- 

out fumbling. 
dels, an 


d in Push-Button style on others. 





ne 
Ss. (See illustration above) 
som 























AND AG 
~ IN..AND A 
TUBER LAMPS 

3 _angle lighting 


improved wi 
amp field, you coul 
olutionary new 
but better lighting 





for new, 


When Railley entere 


something special oe 
not only give you handsome lamps - 


d the table | 
d here it ist Rev 


VEW DEEP-SER SOCKET 


Increases light spread 159% 
ey light intensity 662/3% 
The new pLASTI-SOCKET is set deep into the vase, 
lowering the light source about two inches, with the socket 
completely invisible. | ight ove 
, increases the ligh om. At 20 
ding distance) it gives 66 24% greater intensity 
less light than heretofore. 





r a far wider 
“ from base 





(average rea 
of soft, glare 


INVERTED PLAST SOCKET 
increases light 52% 

Featuring the new GLO-SWITCH FINIAL 

Here the socket is simply inverted, suspended from an 
attractive ivory- finished arm, with the bulb downward. 
GLO-SWITCH on socket forms # creamy flame-shaped 

[ easy to see and reach in the dark. 

Eee 








finial, 


CORPORATION - CLEVE f 


LAND; OHIO 














ORIGINATORS Q 
FTH < 
PIN-IT- UP rnd \ 





& 
9. US. Por Of 
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Tie in with 


ARCTICAIRE coscsevous. 


EAR 


FAN PRODUCTION! 
Remember the many fan customers you had to 
turn away this Summer without fans? Why not 
sell them fans during the coming Winter and 
Spring? Just remind them that the fan shortage 
will continue into next Summer. And tie in with 
the ArcticAire program of all-year fan production. 
\ccept delivery of Arctic Aire fans during the cooler 
months. Keep them on display Fall and Winter. 
Place your orders for next year with your Arctic- 
fire distributor this Fall. F. A. SMITH MANUFAC- 
TURING CO... ROCHESTER 2, NEW YORK. 


RCTICAIRE sans cee venritarors 


ti 
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WATER 
COOLERS 


=~ SlUcer 





—_ KNOW, MISS HARVEY, THAT'S NOT THE PRIMARY PURPOSE 


Ou 
WATER COOLERS!’ 





This Dealer Likes 
Present Margins! 


Rodin Horrow of South Bend, Ind. 
Has Merchandise and Take 
OPA Absorption Policies Calml 


According to Rodin S. Horrow, 
proprietor of Rodin’s, South Bend, 
Ind., with appliance allotments spread 
out, nobody is getting much more than 
samples and the result is starvation for 
the trade. 

However, the goose hangs high for 
Rodin’s. Starting in 1936, Rodin, who 
is a distant relative of the famous 
sculptor, took on records and the West- 
inghouse line almost immediately. As 
a result, the store had a nice backlog 
of records and radio repair business to 
fall back on during the gloomy days. 


Margins Not Hurting 


Location of the 20x100-ft. space is in 
a traffic area on the main street, near 
the town’s principal theaters. Rodin 
estimates that around 100,000 people a 
year come into the store. At the age 
of 43 he has made enough to retire, if 
he wishes, he says. Recently he has 
opened a new store in San Diego for 
the benefit of his younger brother, just 
out of the army. 

“The absorption or discount to us, 
forced on us by the OPA, is not hurt- 
ing us,” says Mr. Horrow. “Nor can 
we complain that we are not getting 
enough merchandise to live on—we 
have had something like 3,000 radios on 
the floor since last December. I am at 
a loss to understand why other dealers 
complain about short margins. Look 
over these invoices and you will see 
the following discounts we had re- 
cently on our purchases: 


Sunbeam irons 33'45% 
Desklamps, 40%, 
Steam irons, 40% 
Mixers, 40% 

Shavers, 35% 

Small radios, 27% 
Toastmaster, 31%, 
Small radio, 30%, 
Fans, 33'4% 


SEPTEMBER 1, 


Rodin’s has not expanded its hel 
but has broken through the wal 
and given the radio repair departmen 
a separate outside entrance 

The firm’s trade-in policy has bee 
to write off as total loss merchandi 
taken on a trade. Ii anything is r¢ 
covered, and usually the stuff is sold1 
outside channels, the money received! 
accounted for as a windfall. 

Distributors, in setting up too mat 
dealers, will automatically bring on th 
chiseling era that much quicker, say 
Rodin. The effect on established deal 
ers will be to cause them to stock othe 
lines on which they stand a fair chance 
to make a profit. 

Discount Selling 

Mr. Horrow feels that the cataly 
and discount selling that was in vogu 
just before the war carried with it 
boomerang for the manufacturer. | 
enough volume of any item is sold at 
cut price it automatically becomes 1 
list price. If discount houses can cd 
underneath the prices that establishe 
firms have to get to do business, rest 
will be a passing out of these lines 4 
houses that display them and do th 
missionary work. 

Many of the new dealers will {ol 
the moment merchandise becomes ples 
tiful, Mr. Horrow thinks, because the 
cannot afford to carry a big stock, am 
they cannot get the known brands t 
public will prefer the minute they 4 
become available, . 

The jobbers are very shortly go! 
to find themselves over-supplied w"' 
merchandise, in Mr. Horrow’s opitio! 
He thinks the older South Bend deale* 
are going to be really cagey in the 
buying and while they want merchat 
dise now, they are not so willing ‘ 
take future commitments. 
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Now you can give your customers 


Ba 


what all America wants: 


“Reet 


1. Warm floors ... plenty of heat 
2. Clean! . . . No dust, ashes, or dirt 


ERE 


¢ 
= . “Customers call this the "WARM FLOORS” Oil Heater because it won’t let 
3. Take it easy! It’s automatic ‘lazy heat’’ on up at the ceiling. Already a favorite with thousands of users. 
£ hot pat andising’’ heater—a leader on pea > de opener" wee os hy 

arity will put you in the profitable, big-volume heating appliance field. Chec 
4. Low first cost... Low up-keep today on the Coleman Oil Space Heater franchise in your area. Write for the 


name of your distributor. 


es ee 










Automatic Oil Water Heater, too! A new Coleman item! Yes, now you 
can offer any customer who has running water in his home AUTOMATIC HOT 
WATER with this new Coleman OIL Water Heater. No gas or electric con- 
nections needed, which will get you into unwired homes you cannot now sell. 
Check today on the Coleman Oil Water Heater franchise in your area. Write 
today for the facts and name of distributor. 








It moves the heat from ceiling 
down to each room's “living 
zone", clear down to the floor. 





Thousands of appliance dealers will make extra profits because of this “Take iteasy, Dad.” Talktotheman “Take it easy, Mother.” Show the 
revolutionary new Coleman Floor Furnace. Never before was there such per- of the house about eliminating shov- ladies how Coleman gives them ideal, 
fect heating without duct work and without basement. Installation is easily, eling, fire-building, ashes. He’ll go clean heat. No dust, no dirt, no ashes 
quickly, and inexpensively handled. Some appliance dealer in your territory is right along with you on Coleman’s to cause extra housework. Of course 
going to cash in on this furnace... and have a profit-making franchise for the automatic beatinn comfort. they’ll want Coleman, too. 


hard-selling years that are coming. Some territories are still open for the gas, 
oil, or LP-gas models of this compact, nationally-advertised Floor Furnace. 
ley 4 Write today for the name of your Coleman distributor. Specify what type of 
floor furnace (by fuel) you want to handle. The Coleman Co., Inc., Dept. EM-15, 
Wichita 1, Kans. 


America’s Leader in Automatic Hegting Coleman 
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‘no Across the Years | 


At the start of reconversion, Westinghouse Experience proves that one Westinghouse 
production could go in one of two directions: appliance helps to sell another. In other words, 
concentrate on one or two appliances for a few a customer who starts with Westinghouse usually 
months or come as close to manufacturing a sticks with Westinghouse across the board... 
FULL LINE as possible. and across the years. 

A retail-minded policy called for the spread Likewise, Mr. Retailer, the longer you own 
of production over a number of big-demand your Westinghouse FULL LINE franchise, the 
items. Because a FULL LINE is more profitable more you will appreciate its profit and goodwill- 
to a retailer than any single appliance. building advantages. 


WESTINGHOUSE ELECTRIC CORPORATION «+ Appliance Division + Mansfield, Ohio 
Plants in 25 Cities - Offices Everywhere 


TUNE IN TED MALONE, MONDAY, WEDNESDAY, FRIDAY, 11:45 A. M., E.D.T. AMERICAN BROADCASTING COMPANY NETWORK 


Guewy house ntti 


Westinghouse 


MAKER OF 30 MILLION ELECTRIC HOME APPLIANCES 
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Chere BULBS Blossom 


Every customer that comes into your store 
is glad to pick up Incandescent bulbs and 
Fluorescent tubes. Yours is the logical place 
to get them 

You get this good business and keep them 
coming back to you for the replacements 


when you sell CHAMPION Lamps. 





You get not only the volume but all the 
profit there is in it with CHAMPIONS, be- 
cause that’s the way they're sold. You buy 
them at maximum discount, from your 
wholesaler —no rules, regulations or red 
tape. You can make more money selling 


CHAMPION Lamps. Ask your wholesaler. 

















= 























CHAMPION LAMP WORKS 


A 


PAGE 


Lynn, Massachusetts 


OIVISION OF 


CONSOLIDATED 


106 


ELECTRIC 


LAMP co 
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Utility Ads Sell 
By Discouraging 


Northwestern Electric 
Tries a New Mode of Attack 


“Throw away your electric clos 
and buy a sun-dial. Of course 
won’t wake you up for work, but thin, 
of the fun you'll have trying to figyy 
out what time it is—on sunny day: 
anyway. <And you'll be saving aboy 
5¢ every month! At that rate, yoy 
have the sun-dial almost paid for jy 
only 41 years!” 

So Northwestern Electric of Po; 
land, Ore., introduces a new note j; 
utility advertising by attempting , 
switch on more orthodox method 
These pearls of wisdom flow from the 
lips of Phineas Q. Twitch, “eminen 
economist” who is the mouthpiece j; 
Northwestern’s newspaper series 
“How to save money on your electr; 
bill.” Of course, the idea is, as th 









“How to save money 
on your electric bill” 


Second in © Series 
by 
Paneer O Twitch Emment teonomiet 


NORTHWESTERN ELECTRIC 
A Progressive Hlectrie System Under Ameren Business Manageme 








This is the kind of Northwestern Electric 
ad that has made Oregonians sit up and 
take notice. 


utility states, to “help you realize how 
many jobs electricity does for you and 
how little it costs for each.”  Pro- 
fessor Twitch elaborates: 

“Donate your electric washer to a 
orphanage and start doing your was! 
by hand. In one month, you'll actu- 
ally have saved 8¢! At the end of2 
year, you'll have almost enough mone’ 
to pay for a good strong washboard, 
which you'll be needing by then. The 
exercise will do you worlds of good 
and keep you out of nfischief for hours 
at a time.” 

Although a few strait-laced reader 
of the ads may be a bit bewildered 
by this apparent about-face, the serie 
will probably pay off by garnering 
customers who have become jaded 
readers of tired, time-worn publicity 
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L new HOT BOY is a superior circulating forced- 
air gas-fired heater, a precision-built packaged unit. 


Here is a low-priced, astoundingly efficient ‘‘packaged’”’ 
heating unit that will supply an abundance of warmth 
for homes, stores, offices and business places at low cost. 


HOT BOY is modern in design and styling, finished in 
rich Cordovan brown enamel. Its size compares to that 
of a console radio, and its smart appearance fits the 
modern home. This outstanding unit provides uniform 
warmth and clean, ample heat. Its remarkable efficiency 
is due to the positive forced distribution of warm air 
created by the large sixteen-inch, slow speed, high air 
volume delivery fan. HOT BOY has a built-in brazed 
steel Heat Exchanger of tubular construction which dif- 
fuses the heat and directs it evenly throughout the entire 
space being heated. 

The HOT BOY burner saves fuel, produces a clear blue 
flame and intense heat. HOT BOY —entirely self-contained 
—is easy to install. Simply connect to gas and electric 
outlet, vent to a flue and HOT BOY will heat 3 to 6 
rooms supplying clean, even heat to the entire space 


in a matter of minutes. 


HOT BOY represents an unequalled value in the heating 
industry. It is as attractive in appearance as it is out- 


standing in performance. 


THE HOT BOY GIVES YOU THESE VITAL FEATURES 








e@ CABINET—Heavy steel of bolted 
construction. 


e HIGH AIR VOLUME DELIVERY FAN 
— Quiet in operation. Cold air is 
drawn through a fine screen filter 
and is fevenlt around the Heat Ex- 
changer tubes for quick heat. 


@ HEAT EXCHANGER—Oval Tubu- 
lar Type, transfers heat more rapidly 
to the circulating air-stream. 


@ DE LUXE FINISH—Rich Cordovan 
brown HAMMERLOID baked 


enamel. 


@ ACCESS DOOR—Located at side 
of unit which facilitates inspection, 
lighting and service. 


@ MOTOR—1/20 H.P.—built for long 
hour duty and trouble-free operation. 


@ BURNER — Accurately drilled — 
blue flame, raised port type. 


@ SUMMER CIRCULATION—Switch is 
provided for constant fan operation. 


@ DOWN-DRAFT DIVERTER—A. G. 
A. Approved. 


@ FORALLTYPES OF GAS— Available 
for use with Natural, Manufactured, 
Mixed and L-P gas. 


e AIR FILTER—I ndestructible—fine 
wire mesh screen—filters dirt and 
dust—reduces cleaning bills and 
redecorating expense. 
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HEATING APPLIANCES 
for the 1946 heating season 





Appli. 
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That 
included 
cently al 
issued o1 
office of 
istration. 
tioned i 
oil burn 
washer, 
ventilati1 
garbage 

Floor Furnace* — 47,600-53,000 ment (1 
BTU capacity; discharges heat electric 
Water Heater* — Completely through floor level grille — saves and free 
automatic; burns fuel oil, 20- space. Highly engineered for effi- heaters, 
Space Heater*—For economical fuel 30-45 gallon capacities; recov- cient operation at low draft. Easily water 
oil—stainless steel vaporizing burner, ery rates to 45 gallon per hour framed into either the new or old treatmet 
cast iron lined combustion chamber, 100 degree rise. White boked house; automatic control from room that all 
Ray-Flecto door, 70,000 BTU capacity. enamel with black trim. thermostat available as an extra, except t 
*Each unit carries label of Underwriter’s Laboratories, Inc. rental P 
u iree-! 
that up¢ 
items as 
in estir 
T real pro 
HESE lively-selling VIKING Package Units speak for themselves in pied 
; ; ‘ , 5 SPeciner 
excellence of engineering detail, beauty of design and finish, and proved accomp: 
, . ill be 
performance in the home. Feature these products—and others, too—from _— 
VIKING’S complete line to build your sales volume during the fall selling trator 
: , , means | 
season — They answer the Appliance Merchant’s question —“What is the best the cor 
oil-burning line for me to sell?” And VIKING’S policy of distribution brings 7 ro 
them to you with the aggressive cooperation of a well-established, merchandis- gage, tl 
; 2 - extra d 
ing Distributor—a sound business man who knows how to help you make on the 
money. «| 
F 
. . . . . @| 
Get together with the VIKING Distributor in your community. He is a good é | Appl 
man to know—to do business with. He has an exclusive territory for VIKING. War 
He can set you up with a non-competitive VIKING dealership — he will help Year--Round Air The 
Conditioners mailed 
you in a dozen ways to make your VIKING deal the most successful business some 2 
the w: 
deal you ever made. = Septer 
Wa 
$145.2 
— 4 model: 
THE VIKING MFG. CORPORATION Room Coolers deluxe 
P $46.50 
1747 Chester Ave. Cleveland 14, Ohio at $6: 
| USE THE COUPON — “ee 
Send for name of the VIKING Distributor nearest a $1 
ov. He'll waste no tim ttin ver t be 7 
y e e no e getting over to see you 1s Sates can b 
| FM s 
l ber 3 
7 THE VIKING MFG. CORPORATION Cof 
1747 Chester Ave., Cleveland 14, Ohio ne VIKING: Complete ane 
®e of Heating, Cooling and ances 
| The Viking Heating Appliance deal looks interesting. We want to talk to the Viking On 
| , Year-Round Air Conditioning 
Distributor who can help us. . 
| or Gas majo} 
Firm Name —— —= — = ee ~ — clean 
electr 
| ee . .. City —_s lizers 
ing it 
Signed by: — a es 
| 
Ee 
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Appliances Included 
In FHA Mortgage 


That electrical equipment may be 
included in FHA mortgages was re- 
cently announced in Bulletin No. 16, 
issued on July 1 by the Los Angeles 
office of the Federal Housing Admin- 
istration. The electrical items men- 
tioned in the accepted list include: 
oil burner, permanently installed dish- 
washer, electric generating system, 
ventilating fans (other than built-in), 
garbage disposal units, laundry equip- 
ment (for sequence operation), pumps, 
electric ranges, electric refrigerators 
and freezing units, room coolers, space 
heaters, including circulating heaters, 
water supply equipment and water 
treatment apparatus. It is required 
that all these be permanently attached, 
except that ranges and refrigerators in 
rental properties may be included also 
if free-standing. The bulletin states 
that upon request of mortgages, such 
items as the above will be considered 
in estimating the replacement cost of 
real property, when such easily remov- 
able real estate items are completely 
specified and indicated in drawings 
accompanying the application. Title 
will be vested solely in the mortgagor 
prior to submitting it to the adminis 
trator for endorsement. What this 
means for the electrical dealer is that 
the complete electrical equipment for 
a home may be sold at the time of its 
construction and included in the mort- 
gage, thus eliminating the necessity for 
extra down payments and instal!ments 
on the part of the purchaser. 


Appliances Offered by 
Ward's, Missing at Sear's 


The Montgomery Ward fall catalog, 
mailed to 6 million customers, offers 
some appliances for the first time since 
the war, with a “do not order before 
September 1” warning. 

Ward refrigerators are offered at 
$145.25 and $156.25 for 7 cu. ft. 
models and $174.25 for the 83 cu. ft. 
deluxe models; washers are priced at 
$46.50, $59.75, $71.25 and the ironer 
at $63.95. The tank type cleaner is 
$40.50, the brush type cleaner $40.75. 

Airline radios include combinations 
at $184, $94 and $42.75. Portables 
can be had from $25.85 up to $36.45. 
FM sets will be offered after Septem- 
ber 30. 

Coffee makers, irons, roasters and 
mixers and a number of name appli- 
ances are included. 

On the other hand, Sears Roebuck & 
Co., in its fall catalog mentions no 
Major appliances besides vacuum 
Cleaners (at $51.95) but lists under 
electrical goods blankets, bottle steri- 
lizers, door chimes, shavers and solder- 
ing irons. 
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OPA Ups Appliance and Radio 
Price Levels to Consumers 


Dealer Absorption Since March 31, 
1946 Restored in New Action; Refrig- 
erator Adjustment of 6°, Announced 


Pursuant to the requirement of the 
price control extension act which pro- 
hibits any reduction in mark-ups of 
retailers and wholesalers after March 
31, 1946, the Office of Price Adminis- 
tration recently increased ceiling 
prices on 20 classes of consumer dur- 
able goods. 

Average price increases at retail in 
clude gas stoves, 5 per cent; electric 
ranges, 9 percent; washing machines, 
7 percent; vacuum cleaners, 7 per- 
cent; all small appliances (toasters, 
electric irons, small space heaters, 
coffee-makers, and shavers), 4 per 
cent; radios and electric phonographs, 
3 percent 

Although the action is effective 
\ugust 19, 1946, retailers may not 
charge the higher prices until they 
receive shipments which are. tick- 
eted by the manufacturers with the 


new prices, the pricing agency declared 


OPA had previously granted in- 
creases in manufacturers’ ceiling prices 
on these articles. At the time of these 
increases, it had required wholesalers 
and retailers to absork some or all of 
these increases. The new increases 
represent the amount resellers had ab- 


sorbed since March 31, 1946. 


Refrigerator Prices Raised 


Two days after announcing the above 
price hikes, the agency authorized an 
increase of approximately six percent 
in retail prices of refrigerators, esti- 
mated to raise the cost to consumers 
from $10 to $12 per refrigerator. The 
increase, effective August 21, results in 
part from a new reconversion price 
increase of 3.5 percent granted refriger- 
ator manufacturers. The increase com- 
pleted OPA’s obligation to make price 








ONE TO A CUSTOMER, FOR FREE: When Tobe Deutschmann (right), Boston 
radio executive, gave each of 18 lucky war veterans, for one dollar, a lot on which to 
build a house, William J. Halligan, president of the Hallicrafters Co., Chicago, re- 
sponded in kind and donated a radio for each home. Incidentally, the architects’ 
plans will cost the boys a dollar each, too. 











1946 





increases on consumer durable goods 
within 30 days after July 25, 1946, the 
date of extension of the price control 
act. 

Simultaneously with the announce- 
ment of price rises for new refrigera- 
tors, the OPA declared its policy for 
price fixing on used 1946 models. It 
set the maximum cash price which may 
be paid for a used 1946 refrigerator, 
after August 26, as 85 percent of the 
original retail ceiling when sold new. 
In order to qualify to sell the re- 
frigerator for that value, the dealer 
must offer the box as reconditioned 
and guaranteed for 90 days. “As is” 
boxes must be sold for $3.50 less than 
the 85 percent price. 


Official Comment 


Commenting on the new action and 
other recent price increases, Price Ad- 
ministrator Paul A. Porter said: 

“OPA in the last week or so has 
made a series of price increases to con- 
form with the price control extension 
act of 1946. This new action is in this 
area of mandatory price increases. 

“There appears to be some misappre- 
hension in the minds of the public that 
these increases are being granted at 
OPA’s discretion, This is by no means 
the case. 

The public should understand that 
these increases are necessary to comply 
with the law and that we are required 
to take these actions within 30 days 
after enactment of the law on July 25, 


1946. 
Increases Mandatory 


“TI want to emphasize that OPA has 
not changed its policy of establishing 
ceiling prices based only on the re- 
quirements of law or for bona fide 
supply reasons. I repeat that these in- 
creases are mandatory and that OPA 
will follow the standards laid down by 
Congress in such a manner as to afford 
the maximum protection to the buying 
public that is possible under these 
standards. 

“In the consumer durable goods field, 
we in OPA anticipate that this is the 
last adjustment . . . that will be neces- 
sary because of the provisions of the 
statute. We will hold increases to the 
minimum required by law.” 
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SHE’S CONVERTING HER fH 
FROM CLOTHES WASHER 


Yes sir, the Thor Automagic converts from Clothes Washer to Dish- 
washer with a simple switch of inner tubs. No mess... no fuss...no part 
of the Thor that touches clothes ever touches dishes. 


Lifts out the clothes tub from the Thor Auto- 
magic. The sturdy Thor mechanism below is now 


ready to serve the dishwasher. 
HERE'S WHAT THE THOR DOES: 


a3 


AS A CLOTHES WASHER 


Washes dirty clothes clean... provides two 
kinds of rinses—first agitated then overflow —and 
whirls clothes better than wringer-dry, all at the 
flick of a dial. 


NATIONALLY ADVERTISED IN 


AMERICA’S 


Slips in the dish drum and racks and the Thor 


is a Dishwasher to revel in 7 days a week. 


AS A DISHWASHER 


Washes dishes, silver, glassware—even pots 
and pans, all automagically! Gentle with the finest 
glass and china. Uses only four to six quarts of hot 
water (a teakettle full). 


FOREMOST HOME 


HURLEY MACHINE DIVISION 
Electric Household Utilities Corporation, Chicago 50, Illinois 
Thor-Canadian Company, Ltd., Toronto, Canada 


Plants in Chicago, II!.; Bloomington, lll.; El Monte, Calif.; Toronto, Conado; London, England 
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THOR AUTOMAGIC 
© DISHWASHER 











7 


...and it will take 
her less than 
1% minutes! 


ir 
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These are only a few of 
the features that you will 


find in the new 





AUTOMATIC 
IRON: 





5-6 Month Appliance and Radio 
Production Figures Released 


Manufacturers’ shipments of house- 
hold electrical appliances and radio 
receivers, as reported in recent FACTS 
FOR INDUSTRY releases of the 


BROILERS 

(Units) 
SO Tosa ncndecesnishat 106,579 
a eee 96,164 
NS oo ccksewcdte aiv.ccwals 97,393 
i ee ere 
| 2. 63,189 
Se er eee $33,829 


COFFEE MAKERS & URNS 
(Glass and Metal) 


Ts knot s ieaacees 80.985 
PO I enn aveestibeeowes 59.828 
oa SE ee ee 71,566 
. SS See y 66.084 
May 1946......... ee 91,106 


5 Mos. 1946 369 569 


FANS, INCLUDING AIR 
CIRCULATORS 


See ne 84.764 
4 eer 112.261 
at ee eer 184.762 


I iui 6.5 Xi clerieca ea oncome 219,98 
_ 2 SERRE Are 251,794 
5 Mos. 1946... — .-. 852679 


HEATERS, AIR (CONVECTOR) 


ee era 
_ _) Sa e 48 826 
ft Se eee 48.697 
Aor. 1966..... ee ene 81.425 
Mav 1946.......... wate ke 62,457 
fe ee 298 334 


HEATERS, AIR (RADIANT) 


| See eee 185.315 
Feb. 1946.... wade Cees 118.707 
Mar. 1946...... ee 
. Carrere 131,914 
ae 85,312 
5 Mos. 1946...... . 647,688 


HEATING PADS & BLANKETS 


Jan. 1946.. ; eet a 
Feb. 1946.. media ia an ei 190,429 
Mar. 1946........ — ‘ 207,865 
ne waceae 288,287 
May 1946...... seccoscee 208208 


5 Vos 1946 


ee ee .-- 1264552 


HOTPLATES 
Ry Je naduadcdwotbaod . 147,299 
ag rr 160,206 
NG WER og bse c dark oamweed on 179,093 
. a. Sees 181,118 
PM cn cancns obeewas 134,717 


5 Mos. 1946 


TAP ee 802 433 


IRONS, AUTOMATIC (INCLUDING 


STEAM) 
lan I ta oe Tae 
Feb. 1946........ ee 
ee 370,893 
ee 360,168 
NN iit pees aa 301,454 
DP is sac wawes cons 1,572,915 


Bureau of the Census, have reached the 
following totals in the first five, and 
in som cases six months of 1946, wit} 
radio, heating pads and irons leading 


IRONS, NON-AUTOMATIC 


aS ae ee 44.185 
ae, RS ee eae , 65,898 
ane a 81,480 
Ee ; 109,812 
NY 656 ecm exces wie . 125,637 
5 Mos. 1946 427 


MIXERS (FOOD) & JUICE 


EXTRACTORS 
65 x ib waese hanes 77 836 
ES ere 78,261 
SN RG 0 xancweecwmaacca eats 87,442 
eS ee 73,744 
BSR eee ee 55,090 
eee 372,37 

OIL BURNERS 
DO, Cs tennccuhbeusaale 23,078 
Feb 1946 Ceececepeecceccesces 21,425 
= Se eee 21,945 
Se eee 25,819 
3 ee ee 23,659 
FP BGs dk bcenkcecescun 115 ,92¢ 

RADIO RECEIVERS 
PO: RS oe bona tipeaed oe 550,00 
WO. Wee eo. 750,000 
BW iin naw % dct caren’ 1,000,000 
Ce “GS reeY 1,000,000 
May 1946...... re 
CE IN ai cas ravdewewena’ 1,378,000 
6 Mos. 1946.... eee 


(Continued on page 116 








HEAR YOURSELF TALK is the theme 
of the new Wilcox-Gay sales promotion 
program which includes the offer of 
free recording to any adult who walks 
into a Recordio dealer's store. Here a 
salesman at the J. B. Bradford Co., Mil- 
waukee, instructs a prospect in making 
her own recording, “as simple as 1-2-3. 
She'll take it home with her, and hopes 
the company, may like the idea so much 
that she'll buy a Recordio. The cam- 
paign is receiving stimulation through 
ads in national magazines. Dealers are 
offered a complete merchandising kit, 4 
demonstration Recordio, and 25 Recordio 
discs to promote the free offer. 





ELE 
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Goch! What «Fash Behind 
SESSIONS CLOCKS! 


Be 


— at 















No. 386 
Wall Clock 


9 Million Advertising Messages! 
A Famous Name in Clocks! 
A Complete, Reliable Line! 


YOU COULDN'T ASK for a better set-up 
. or a better line of clocks to bank 
on, now and in the future. The reliable 
Sessions line has, not only a well-known, 
customer-accepted name behind it, but 
also has the terrific push of generous 
space advertising in The Saturday Evening 
Post... House Beautiful ... American Maga- 
zine... The American Home... Christia 
Science Monitor Magazine. A total of more 
than 9 million guaranteed advertising 
messages to build up trade for you! 





Now is the time, with a buying public, to 
lay your foundations for a solid future 


Sessions trade. Models above are avail- © 
able. Better stock up now! CSSIOMS OC. S 
4. . ¢ 
The House of Westminsier Chimes” 


FORESTVILLE, CONNECTICUT » MERCHAND/SE MART, CHICAGO 
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Exclusive Thermo-Kleen 
Monotube Rod-Type Coil! 





Note this cross-section view of the precision-built T-K 
Monotube unit coil. 


T Sheath: Genuine INCONEL. 
2 Insulation: Rock-hard compressed magnesium oxide. 


3 Elements: Helically coiled resistance wires, perfectly positioned 
for maximum heating efficiency 











Ahn Exclusive Product PUTT 


PAGE 114 








Never Before a Cooking Unit Like This! 


10 SUPREME ADVANTAGES... 


You will revise your previous conceptions of what an electric range sur- 
face unit should be when you compare these 10 outstanding features of 


the new Thermo-Kleen Monotube: 


Ww 


Simplest construction ever 
offered—only one coil instead 
of two. 


Always remains perfectly flat 
without warping or distortion; 
no anchorage or welding. 


Greatest utensil-contact area 
in proportion to mass. 


Most easily installed; lead 
wires come already attached 


to unit. 


Most easily cleaned unit ever 
made. 
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Heat most evenly distributed 
throughout unit; fastest heating, 


Removable coil support; re- 
movable drip pan optional. 


Can be used with any switch, 
or with T-K Infinite Control. 


Greatest cooking efficiency 
ever attained in any unit. 


Sturdily built for a lifetime of 
perfect service; coil sheath is 
Inconel—removable drip pan 
is aluminum—ALL other metal 
parts are highest quality stain- 
less steel. 


LE & KUFT, ine. 








MERCHANDISING 


The Most Sensational Heating Unit 
in Electric Range History! 


We proudly introduce the Thermo-Kleen Monotube range 
surface unit—a revolutionary development which sets en- 


tirely new standards of electric range efficiency. 


The Thermo-Kleen Monotube has a single, free-acting coil 
... it always stays perfectly flat because it has no anchor- 
age or welding! All metal expands and contracts with heat- 
ing and cooling; but only the anchorless T-K Monotube 


returns to and maintains its normal flat plane. Laboratory 





LEEN 


Life Tests equivalent to 15 years’ cooking service reveal 


no deviation, no distortion. 


Its greater utensil-contact area in proportion to mass means 
faster cooking; its swivel-hinge construction makes it by 
far the most easily cleaned unit ever created. 

No other unit can compare with the new Thermo-Kleen 
Monotube for long-lived efficiency. It marks an entirely 
new era in the history of electric cooking. 





Demand New Ranges with 
T-K Monotube Units 


When ordering new ranges for sale to your customers, insist 
that they come equipped with the unparalleled Thermo- 
Kleen Monotube surface units. Your trade deserves the best 

= Land you furnish the best when you sell a range with 
these phenomenal new units. 


The Thermo-Kleen Monotube is easier to clean— 
quickly and thoroughly—than any unit you ever 
saw. Just four simple movements: 


Available NOW for New Ranges 
_.. — LATER for Replacement Use 


So great is the demand for Thermo-Kleen Monotube units 
for use in new electric ranges that we are not yet able to fill 
orders for dealers to sell as replacements. We ask your Wipe treme end drip pan 
patience—and assure our dealer friends that they will be 
supplied with stocks of Thermo-Kleen Monotube replace- 
ment units as soon as our expanded manufacturing facil- 


ities and schedules permit. We will keep you posted through 


Raise coil, which oper ates 
1 on a swivel, to upright with damp cloth, 


position, 


Replace coil support and 
Lift out triangular coil sup- lower coil to cooking posi- 
2 port (see cut), tion, 


our edvertisements in this publication. 


Domestic and Industrial Heating Units —Switches —Controls 
1823 North Monitor Avenue * Chicago 39, Illinois * Ccbie Address; TUTTLEKIFT 
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RANGES 
(Standard & Apartment House) 








i Me nnn keene aun keewes 25.000 
I IN raion oso ks a's aS ch 20.000 
Ns nad onus eenereas 23,000 
CE csc cnecekeuniewe 31,000 
a eer 31,000 
 Gckbeanctseneneaes 46.000 
6 Mos. RRBE SER Res rere 17¢ ) 

REFRIGERATORS 

(Electric & Gas) 

7 

% eee 123,000 
507 i SE eee me 67,000 
= =: serene 98 000 
- 3 ae er 
ee SS Seer rer 196,000 
- June 1946...... aero ne 210,000 
Gln ocusennekanee . 837,000 


SEWING MACHINES 
(Electric, Hand & Foot Treadle) 


Jan. 3946...... Beat I Sid 12,000 








eS ee 13,000 

I  iichk es weite waa a's 28,000 

re eee 28,000 

May 1946... eT ae 

I sah auikandhnaw 27,000 

“Ss > | Saal eee 139,900 
STOKERS 


Class 1 Class2 Class3 
(Under (61 to (101 to 


. 61 101 300 
Something new for women? Ibs.) Ibs.) Ibs.) 
Jan. 1946...... 12,365 1,217 425 

= Feb. 1946...... 12,736 1,211 381 

Mar. 1946...... 14,949 713 376 

Yes, Sir! The New G-EChef =) 2: 

May 1946...... 13,744 544 400 

| . June 1946...... 12510 519 360 

6 Mos. 1946.... 79,677 4,941 2,231 


A combination Electric Kitchen Clock and Timer 
TOASTERS, AUTOMATIC 


NRE a. 5 oi a Od tata ad 28,887 

This new G-E clock has been made for any house- available soon— it’s a sure-selling feature for your Feb. 1946...........+-.0++: 66,931 
hold tasks that need to be timed to a second—or line! Mar. 1940...........+++++. 72,889 
: S eo dasuck ener 72,051 

up to an hour. Like this... General Electric Company, Appliance and May 1946........-....++++. 53,023 
When some dish has to cook for 14 minutes flat Merchandise Department, Bridgeport 2, Conn. 5 Mos. 1946........-+++++0 293,781 


—set THE CHEF’s timer and forget it. You'll 
be alerted. When asparagus has to come out of 


Peale TOASTERS, NON-AUTOMATIC 
the pressure cooker on the dot, THE CHEF will 





= - am , OR: ENS ae Se 55,230 
say when! Clothes in the washer should be aad — ac eehs Sie 107.57 
activated” only a certain length of time. Set = 133,426 
THE CHEF— its timer will buzz you. Apr. 1946.........-.+++4+.+ 158,962 
; ; : RN er oe Grace h ke aon 150,302 
rHE CHEF is a brand-new idea in electric 5 ee ee 605,490 
kitchen clocks, with an accurate, easily operated 
timer alarm. Customers will appreciate its help 
through busy days, when jobs pile up. VACUUM CLEANERS 
(Standard & Hand) 
On the wall — on the shelf i a a ae eee 120,000 
—e a ge ee ere 128,000 
M t THE CHEF > Wwe set i . . om ‘ 9 : 2,000 
— on the wall or set it on the Here’s another G-E “‘first’’ — the Tune-A-Larm! mee. = rtescoestéesaste: 
counters. shelves _ , Apr. 1946 = .. 174,000 
unters, shelves, or work surfaces. A-C only. . . 
. It starts your day with music. Just plug your May 1946...... ...+-. 166,000 
Choice of four colors— The plastic case gives radio into the back, tune to your favorite station, June 1946. .........0-+eeeee 177,000 
customers four choices of colors: Chinese red. flick the switehes. At rising time— MUSIC! Loud 6 Mos. 1946.............+.. 927 000 


Nile green, white, ivory. Stock THE CHEF- or soft, as you like it. 


WASHING MACHINES 
(Electric & Gas Engine) 


BB General Eleditic Clocks eb. 1986. “Seon 


. °% alo pice 111,000 
| a to raise aril ta te cat eaasaee pe 
GENERAL @ ELECTRIC | ee ee 
YS aac 927 000 


PAGE 116 SEPTEMBER 1, 1946—ELECTRICAL MERCHANDISING [LECT 





0 
00 
( i) 
00 
00 


00 
OD 
WD 
0) 
0 


w 


aw Ss « 


Soo 


4) 


1 


57 
31 
9 
| 


2 


() 
4) 
0 
() 
0 
0 


VP VV O&O 


iS 


Now... WOKE RCA Batteries 


are coming your way! 


ES— production has been stepped 

up on RCA Preferred Type Bat- 
teries—and nine new, fast-selling AB 
Packs and Industrial Types have been 
added to the line. Now you can 
enjoy bigger sales than ever before, 
and cash in on the repeat business 
that will naturally come your way. 


And remember—there are no slow 
movers in the RCA battery line, be- 
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cause RCA has concentrated produc- 
tion on volume types that will service 
over 98% of battery-operated re- 
ceivers. That means fewer types for 
you to stock. 

What's more, the high acceptance 
value of the RCA trade-mark on every 
carton makes them easier to sell. 











See your RCA Distributor today for 
full details on the expanded line 
of RCA Preferred Type Batteries... 
and watch for more battery merchan- 
disers that will increase your store traffic, 


Listen to "THE RCA SHOW,” 
Sundays, 2 P.M., EDT, NBC Network 


RCA Preferred Type Radio Batteries are Radio-Engineered for Extra Listening Hours 


TUBE DEPARTMENT 


RADIO CORPORATION of AMERICA 


HARRISON, WN. J. 
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RAYVECTOR HEATER 


Heats any small space quickly and efficiently 
Delivers both radiant and circulating heat. 
Good looking, dependable, durable. 









ROASTERETTE 


An efficient cooking unit and a 
casserole combined. Roasts, bakes 
stews and escallops. Warms up 










































leftovers. Serves hot foods at 
picnics. 

RANGETTE 
Complete cooking and baking 


facilities are provided by the 
compact Everhot Rangette. Here 
is wall-outlet cooking thot meets 
every requirement. 


@ Everhot is now producing these items of widest 
timely appeal in big volume by modern mass pro- 
duction methods. These are the MUST items on 
the home equipment list of millions of people 
living in makeshift homes. Priced for profit, here 


is Big Volume Sales for you. Ask your wholesaler. 


THE SWARTZBAUGH MFG. COMPANY 


ESTABLISHED IN 1884 .. . . TOLEDO 6, OHIO 


PRODUCTS 


ROASTERS... HEATERS.. APPLIANCES 
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TWO EXHIBITS representative of distributors and dealers at the Construction Indus. 
tries and Home Show of Southern California were those of Westinghouse Electric 
Supply Co. and L. K. Ward. The Westinghouse exhibit included a full sized kitchen 


and laundry plus some miniature displays. 


Appliance Exhibits Popular at 


Southern California Home Show 





Electrical appliances for the home 
stole the show at the Construction 
Industries Exposition and Home Show 
of Southern California which took 
place in the Pan-Pacific Auditorium, 
Los Angeles, July 12-21. The event 
was sponsored by a number of con- 
struction industry groups, of which the 
electrical interests made up only one, 
but actually there was little new on 
display except for the appliance and 
presented by Los 
Angeles utilities, dealers, distributors 
and manufacturers. 

140 or more exhibitors, 40 


wiring features 


Of the 
showed electrical or appliance equip- 
ment. The Los Angeles Department 
of Water and Power exhibited model 
electrical kitchen equipment and also 
featured adequate wiring for the home 
The skeleton framework for a house 
showed where the wiring should be 
placed and emphasized the importance 
of providing adequate circuits for the 
prospective load. This was a favorite 
exhibit with the public, always at- 
tracted to a building in the construction 
stage. 

Among the outstanding exhibits was 
that of Westinghouse Electric Supply, 
in charge of T. B. Kalbfus, district 
sales promotion manager. This ex- 
hibited for the first time several new 
display features and made use of the 
special equipment built for a recent 
electrical exposition at Dallas, Texas. 
The miniature model kitchen and the 
wiring display board containing models 
of electrical appliances for homes on 
four different levels of living were 
shown for the first time in southern 
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Producers, Distributors, 
Dealers Show New Wares 


A full size model kitche 
and laundry were alse on display, as 
well as other equipment for the home 

Two dealers, Electria City, managed 
by C. A. Stuewe, located in Hollywood 
City; and Leonard K. Ward, with 
stores in many southern California 
communities, had major exhibits. 

Sherman-Swenson & Associates, dis- 
tributors for Farnsworth, displayed a 
table model television set upon whic! 
television broadcasts were picked 1 
each evening for the benefit of the 
surrounding crowds. 

Among the new products manufac- 


California. 


tured in the vicinity of Los Angeles 
which were on display, Drayer-Hanson 


Co. showed a first model of a new 


compact reverse-cycle heating and air 


conditioning unit, equipped to heat 
cool, 


filter the air. It is called “Airtopia” 


Givan Mfg. Co. showed a new design 
of garbage disposal unit called the 
Interstate Engineer- 


“Waste King”. 
ing Corp., former manufacturer 

aviation equipment at El Segundo, dis 
played a “Cempact” bagless-typ 


vacuum cleaner and also a water soft- 


ener and water cooler. The Hoffmar 
Radio Co. showed cabinet designs 1 
modern blond wood. 


Other major exhibitors included the 


Leo J. Meyberg Co., Thor Pacific C 
Thermador, Herbert H. Horn C 
(Continued on page 12 
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How can we make folks 
realize the downright 
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So. California 


Home Show (Cont.) 


showing Admiral appliances for the 
first time in southern California; 
Gough Industries and Nelson R 

P ] fi Thomas, among the distributors, 
cop € are uSsy. ee Among the electrical group also were: 

C. G. Hokanson displaying Generaj 

on thane ate Electric equipment; U. S. Grant Sup- 

ply Co.; Givan Machine Co., show- 
ing hobby tools: Johnson & Ellison, 
neon lighting ; Utility Appliance Corp,, 
Rex-Air vacuum cleaner; Harry F. 
Haldeman, air conditioning; South- 
¥ / ‘ | ern California Telephone Company; 

pe /? . Commercial Refrigeration Co.; D. E 
~* 3, oot Sanford, distributor of home appli- 
Nc’s ances; Roach-Driver Co.; Majestic: 
THINGS v Ray Thomas, Launderall washing ma- 
FALLING chines; Weber Showcase Co., freezer 
APART cabinets ; L niversal Refrigeration Co.; 

) Taylor Appliances, showing Kirby 
vacuum cleaners; Appliance Delivery 
and Service Co.; Pryne Fan Co; 
Trade Wind, Inc., motor fans; Jones- 
Gowing Co., Modern Maid Washing 
Machine and appliances; James W. 
Mellen Organization, freezer cabinets: 
Radio Products Sales Co., appliances: 
Nelson R. Thomas, Universal appli- 
ances; Rex-Air, air conditioning 
equipment; Pacific Coast Wholesale, 
Brunswick radios; Polar Bear Air 
Conditioning Co. 

Although the first day’s attendance 
was small, perhaps because of the ab- 
sence of any particular fanfare in con- 
nection with the opening, crowds built 
up toward the end of the week to indi- 
cate a genuine public interest. As 
admission was charged, exhibitors felt 
that all who came were genuine pros- 


pects for their wares. Among the 
electrical groups sponsoring the event, 
\ along with other construction inter- 


ests, were the Los Angeles Chapter of 
the National Electrical Contractors 
Association and the Southern Califor- 
You know how it is. Even little troubles bring big com- nia Radio & Electrical Appliance Asso- 
plaints. Then customers get picky and nothing suits. Up ciation. 
go service calls—or the sets come back. 








Hallicrafters Establishes 


There’s little of that with Lear Radios. We purposely Ste Sesvien Confers 


take extra steps to avoid it. All along our production line a , 
are precautions against possible slips in assembly and Rollie Sherwood, sales manager o 
_ : é é : the Hallicrafters Co., Chicago, has 
connections. And frequent tests are quick to catch any | canis te aiiiiibiek’ at de 
trouble-breeders. centers throughout the country for the 


: : , , . checking, repairing and servicing of 
Sure that the set’s taut and trim, we then pack it with Hallicrafters radio equipment. The 


special cushioning care so it’s clean and ready to go | centers are located in New York City, 
when it comes from the carton. Los Angeles, Seattle, Pittsburgh, 


Chicago, and Butler, Mo. 
So even in the short time Lear Radios have been on the 


market, they've earned a big reputation for staying sold. 





And that’s another good reason why the Lear franchise 
is one of the best in the industry. Look into it. Write for 
full details to: Lear Incorporated, Home Radio Sales and 
Merchandising Division, 110 Ionia Avenue, N. W., 
Grand Rapids 2, Michigan. 


LEAR RADIO 


nC OMPORATES, 


TOP PRIZE FOR A TOP-KICK: First 
Sergeant James C. Hooker, who wrote 
one of 25 Frigidaive-winning letters in 4 
War Bond Savings contest, accepts his 
award from Wendell Niles, Frigidaire 
radio announcer on “Hollywood Star 
Time.” 
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DIRECT 


FACTORY DEAL! 


-giving you what we believe to be the 














greatest margin of profit in the industry 


< ‘ 


a a 


FREE WITH EACH IRON: Lifelong 
spring eluminum safety stand,to help 


Ae ie a 


WEMORANDUM TO: 


BIG FALL AND WINTER CAMPAIGN REACHING 










100,000,000 WOMEN CONSUMERS 
Vea 









——_ _Department Stores 


ndicates 
_ Big Chain Buying Sirs 


-_—o 
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—Furniture and Drug 






—Ruto- 
—Reta 


If you are one of the above classifications of buyers, 
this advertisement is written specifically to you 
The fast-heat, lightweight. fully automatic Mat- 
Matic Electric Iron is not only the fastest-selling 
iron in appliance history—it represents the great- 
est direct factory-deal profit opportunity ever put 
before America’s smart, fast-moving buyers 

THE MATMATIC DIRECT FACTORY DEAL GIVES 
YOU WHAT WE BELIEVE TO BE THE GREATEST 
MARGIN OF PROFIT IN THE INDUSTRY 

That ain't hay And it’s no idle claim either We 
have checked the trade and we know what we are 
talking about We are not afraid to make the above 
statement in print because WE DO NOT BELIEVE 
IT CAN BE CHALLENGED 


* > * . 


By now, you know the details about the MatMatic 
Iron 

You know of its exclusive features—its Fingertip 
Control, its light 24 lb weight, its no-wrist-strain 
Telephone Grip. You know about its oversize 
thermostat with solid silver contact points, com- 
pletely inclosed against dust or moisture, thus 
assuring accurate heat control not found in other 
irons. You know about its aluminum-copper alloy 
sole plate with complaint-proof heating element 
solidly cast in metal, giving 200% faster heat than 
old-type soles ever did. yes, ready for use from 
a cold start in 30 seconds! 

You know, in short, that the MatMatic Fully Auto- 
matic Electric Iron has everything for long pull 
permanence—right in the product itself. Don’t 
confuse the MatMatic with other “lightweight” 
irons. We were first to sponsor the “faster because 
it’s lighter” principle—and remember, MatMatic 
weighs only 2'% lbs. MatMatic’s many advance- 


* * * 






Chains 


ments are of course being followed—but remem- 
ber, MatMatic led the way and will continue to 
le ad! 
Now check these profit features that go right along 
with the product and see what we mean when we 
address this ad particularly to you and every other 
smart store buyer in America 
1 Direct factory deal as mentioned above 
2 Greatest profit margin in the industry 
Greatest selling features. 
Finest know-how and production facilities. 
Greatest trade and consumer acceptance in 
the history of any iron. 
Greatest long-range program in the field 
today for any traffic appliance. 

. Fall and winter advertising campaign reach- 
ing over 100,000,000 young, quality-conscious 
women consumers from coast to coast. 

. New pilfer-proof color display that sells right 
across your counter 


POST Gta: 


9 MOST IMPORTANT!—A whole line of small 
“plug-in” appliances now going into produc- 
tion, which will sell just as fast as the Mat- 
Matic Iron, and yield just as high profit 
margins for you! 


Now with all these sales advantages before you 
to help you cash in on the fastest-moving line of 
its kind in America— GET IN TOUCH WITH OUR 
NATIONAL DIRECT FACTORY SALES AGENTS IF 
YOU HAVE NOT ALREADY DONE SO 


This is the opportunity 
of the year — and the 
next year, and the next 
—to “get on the brand- 
wagon” with a branded 
line that’s out to go 
right to the top and stay 
there. Would you rather 
sell the MatMatic line, 
or sell against it? 


HIGH) «= *8,_CséFULLY 
3.) automatic 


seacee barety 


"Faster Because Gs Lighler’ 
MATMATIC HOME APPLIANCE CORPORATION, LONG ISLAND CITY, N. Y. 





DIRECT NATIONAL FACTORY SALES 


crc we DUBOFF & COMPANY austin: 


AGENCY 











206 LEXINGTON AVENUE, NEW YORK CITY 
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Scheduled Meetings 


Rocky Mountain Electrical League 

Annual Convention 

Stanley Hotel, Ester Park, Colo. 

September 5-7 

R. B. Hubbard, Manager, Gas & Elec. 
tric Bidg., Denver, Colo. 


Vacuum Cleaner Mfr's. Ass'n. 
Cleveland, Ohio 
September 13 


IWMuminating Engineering Society 

Victory Convention 

Chateau Frontenac, Quebec, Canada 

September 18-20 

F. E. Rinfret, Chairman Convention 
Executive Committee, Solex Co, 
Montreal 


Indiana Electric Ass'n. 

French Lick Springs Hotel, French 
Lick, Ind. 

September 25-27 

E. F. Hauser, Secretary, 1414 Circle 
Tower, Indianapolis, Ind. 


San Antonio Chamber of Com. 
merce 

Int'l Housewares, Furniture and Ma. 
jor Appliance Show 

Municipal Auditorium, San Antonio, 
Texas 

Sept. 297—Oct. 2 

Luke Collins, National Director 


Int'l. Ass'n. of Electrical 
Leagues 

lith Annual Conference 

Astor Hotel, New York City 

October 24 


Electrical Ass'n. of New Orleans 

Electrical Show 

Municipal Auditorium, New Orleans, 
La. 

October 6-10 

E. N. Avego, Chairman of Show Com- 
mittee 


Retail Trade Board, Boston 
Chamber of Commerce 

Boston Conference on Distribution 

Hotel Statler, Boston, Mass. 

October 14-15 

Daniel Bloomfield, Conference Di- 
rector 


National Electronics Exposition 

Grand Central Palace, New York City 

October 14-19 

Electronic Exhibitors, 50 Broad S.. 
N. Y., N.Y. 


West Coast Electronic Mfr's. 
Ass'n. 

Electronics Show 

Elks Club, Los Angeles, Calif. 

October 18-20 


Appliance Parts Jobbers Ass'n. 
Fall Meeting 

Gibson Hotel, Cincinnati, Ohio 
October 24-26 


National Electrical Mfr's. Ass'n. 

Annual Meeting 

Hotel Traymore, Atlantic City, N. J. 

Oct. 28—Nov. | 

W. J. Donald, Managing Director, 155 
East 44th St., New York City 


Refrigeration Equip. Mfr's. Ass'n. 
and Frozen Food Locker Mfr's. 
and Suppliers Ass'n. 

4th All-industry Refrigeration and Air 
Conditioning Exposition 

Public Auditorium, Cleveland, Ohio 

Oct. 29—Nov. | 

R. Kennedy Hanson, Show Manager, 
Clark Bldg., Pittsburgh, Pa. 


Nat'l Farm Electrification Con- 
ference 

Chicago, Ill. 

November 7-8 

George Kable, Chairman, 155 East 

44th St., New York City 
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TEPFER APPLIANCE COMPANY, INC., 49 Central Avenue, Cincinnati, Ohio 


Now!... Today! ... you.can order the new Tepfer 
RH-3 Electric Room Heater and begin immediately 
to realize big profits from its fast sale and steady 
turnover. Its exclusive features reduce your selling 
job to simplicity itself. Almost every man and woman 
entering your store isa live prospect for Tepfer RH-3. 

Tepfer RH-3 serves as efficiently in the corner 
filling station, in the office or on the farm as in 
any room of the home. 


Tepfer RH-3 circulates heat faster than ordinary 
heaters .. . light weight, only 71 lbs. as delivered 
to you in its neat, eye-catching package for over 
the counter sales . . . attractive design that — 
Tepfer RH-3 as a part of the room’s furnishings . 
danger-proof Tepfer RH-3 even when tipped can- 
not ignite rugs, carpeting or upholstering . . . circu- 
lates the heat evenly to every corner of the room 

. Underwriters Approved. 

Anappliance-hungry public will move Tepfer RH-3 
from your floor almost as fast as you can supply the 
profitable demand. Substantial profit on all sales is 
assured by the generous discount allowed qualified 
dealers. 

Investigate the tremendous sales possibilities of 
the Tepfer RH-3 Electric Room Heater now! Write 
for full information today. 





Export Sales Dept., 201 N. Wells Street, Chicago 6, Illinois, U.S.A: 
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flmerican Beauty 
oes ELECTRIC IRON 


The THERMOSCOPE registers, in terms of fabrics, the 
operating temperature of the ironing-surface ....a glance at 
the dial and you know when the iron is operating at the 
proper heat for the work at hand. 

The control lever provides the means for easy adjustment 
of the thermostat to the required heat... and because of the 
sensitivity of the thermostat to temperature changes the heat 
is maintained constant at the chosen setting. 

Its advanced features, efficiency and dependability .. . all 
combine to make American Beauty. the choice of discrimin- 


ating users of electric irons everywhere. 


AMERICAN ELECTRICAL HEATER COMPANY 


DETROIT 2, MICHIGAN 





COMPARING NOTES: Aggressive merchandising was the sum and substance of th 
plans concocted by these Verd-A-Ray Corp. executives ‘at the recent division man. 
agers’ meeting in Chicago during the International Lighting Exposition. 
left to right: A. S. Jacobs; M. J. Grosse, vice-president in charge of sales; B. F. Red. 
mond; J. V. Polsom; W. P. White, Jr., sales promotion manager. 


Front row 


Back row: J, 


Overtree; D. F. Barnard; Dr. Robert Beer, general engineer; H. J. Howard, assistant 
to the general manager; Ernest Moll; Leonard Holzman; R. M. Crandall; J. A. Baker 


and Max Bahr. 


The meeting was the first since the reorganization of the sales staf. 








$2 Million Sales Seen 
for Lewiston Area 


Rural electrification projects 
throughout the country have an im- 
mediate purchasing potential of many 
millions of dollars in electrical house- 
hold appliances, larger refrigeration 
units, and electrical farm equipment, 
according to A. R. Mushlitz, project 
superintendent of the Clearwater Val- 
ley Light & Power Association, Inc., 
Lewiston, Idaho. 

He bases this conclusion on an appli- 
ance and farm equipment saturation 
survey which he conducted among the 
2,676 members of the association. His 
association alone has an immediate 
purchasing potential of $1,704,357, he 
reported. 

Mushlitz received replies from 624, 
or 23.32 per cent of the association's 
power users. Upon the basis of re- 
plies, estimates of potential purchases 
are: (1) Household appliances, $382,- 


337; (2) Refrigeration, $1, ee 
(3) Electrical farm equipment, $252,- 
120. Overall total was $1,704,357. 


The household appliance survey 
showed potential purchases as follows: 


Clocks si sieacienilen aaa 334 
Coffee makers .. : 193 
Dishwashers ; 75 
Fans . : 230 
Floor and table lamps........ 302 
Food mixers .... ae ee re 359 
Grills .... a ies cig ox carer 24 
Perteble hooters ... sas tacit tal 
Heat lamps .... s eicaetencenas 
Hot plates .. , <a S aera ee 
lrons ... in cvenee een 43 
Heating pads = << ae 
Heat blankets . “— cumaienae 
lroner .. jencnt oeeagus . él 
Radios .. m! aha .. 88 
SRR ere re 
Refrigerators . ieee aac ' 310 
Alea ery 214 
Sewing machines . vetewene 289 
Toasters . ceieded aoe . 282 
Vacuum dlecners 5 id lesion: 
Ventilators .... ey eee 54 
Washing machines ........ 54 
RE Pree 238 
I deed dad eacncees- ae 
Ty CEN so ccsntvccciveccesa 


The estimated refrigeration potential 
showed the following figures : 


0 ee nr ee . 848 
SD 5-3 dn cnaeruw end oalwomeleod 380 
Freezers aaceacarea ae 


In farm equipment, high potentials 
exist in each of the following: Feed 
cutters, feed elevators, feed grinders 
feed mixers, electrical fences, hay 
driers, hay hoists, cream separators 
ensilage cutters, milling machines 
dairy water heaters, brooders, in- 
cubators, water warmers, battery 
chargers, drill presses, grinders, saws, 
welders, lathes, spray equipment, fan- 
ning mills. 


Some Zenith Radios to Be 
Made in Wincharger Plant 


unable, by 
to cope with the 
demand for its home radios, has shifted 
production of four models to its Win 
charger Corp. plant in Sioux City 
previously engaged entirely in 
the production of generators, electric 
motors, and wind-driven generator: 
for farm electrical power. * 

a Ge vice-president, sai 
that table model : sets will be assembled 
in Sioux City and that Frank Bowens 
a Zenith plant superintendent, will set 
up production and train employees 


The Zenith Radio Corp., 
its own admission, 


Iowa 9 


Sonfig 
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SHARP ATTRACTION: At the Duotone 
exhibit at the convention of the Nationa! 
Association of Music Merchants in Chi- 
cago, president Stephen Nester drew 
considerable attention to his ruby and 
diamond-tipped phonograph needles by 
exhibiting a $25,000, jewel-encrusted 
cabinet, formerly the property of a Rus 
sian Czar. The other attractions were 
much more modern. On the left of the 
Duotone models is William A. Boeger, 
sales advertising manager. 
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3 Temporary shortages have never discour- 
aged ... nor production difficulties ever 
changed . . . Noma’s determination to retain 
leadership in style and design, Noma’s 
pledge to maintain unsurpassed quality in 
decorative lighting. 


Now and throughout the time of shortages 
...@S continuing evidence of Noma'’s faith in 
a brighter future, as proof of Noma’s never- 
ending interest in every Noma dealer... 
Noma products will be backed by stronger- 
than-ever national advertising. 


Noma styling, Noma design, Noma adver- 
tising . . . all these combine to make Noma 
“the Greatest Name in Christmas Lighting.” 


ELECTRIC CORPORATION 


55 WEST 13TH STREET + NEW YORK 11, NEW YORK 
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{Whether your town is large or small, r 9: , 
your good customers read Ladies’ Home Journal 
Surveys among 61,809 women shoppers show thet 


ALL OVER AMERICA 


customers come in when the 1 ut 





SEPTEMBER 1, 1946—ELECTRICAL MERCHANDISING 


ELE: 







Here we report the results of just 3 of the 612 Journal 
surveys in all kinds of retail stores. Complete details 
available upon request. . . . Ladies’ Home Journal, 
Independence Square, Philadelphia 5, Pa. 
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Home Ventilator 














Easily Installed | 
IN OLD HOMES AND NEW 





WHISKS OUT cobkinc ODORS . 


ON 


x Or 





® 
ZF tS Ne 
: IZ A | 
FISH CABBAGE AND ONIONS | 
- 
Ssez beagles > a 
x ] 
GREASY FUMES AND SMOKE 
HOMES STAY 
- “N pS eh ea 
Ne ( : | 
“— \ - ole 
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CLEAN AS A WHISTLE COOL AS A CUCUMBER AZ 
RG a 
Keeps kitchens fresh asa daisy! “| 


©) _ Housewives love it! 


Priced for competitive selling 


Ask your jobber or call the nearest American 
Blower Branch Office 


a aa 


View shows component parts of Aeropel 








Pe 
) AMERICAN BLOWER 


ey AMERICAN BLOWER CORP., DETROIT 32, MICHIGAN 
Division of Amenican Ranuroe & Standard Savitary 


MPORATION 
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Appliance Ownership Revealed 
in 1946 Milwaukee Survey 


Dishwashers, Home Freezers 
Included in Latest Figures 


Cleaners, roasters, mixers, home 
freezers and dishwashers were the 
only major appliances reported in the 
1946 Milwaukee Journal “Consumer 
Analysis of Greater Milwaukee,” 
mainly because they were not in- 
cluded in the 1945 questionnaire. 
Little could be added to the informa- 
tion on ownership and _ intent-to-buy 
given in the 1945 analysis (E.M. July, 
1945) on ranges, refrigerators, wash- 
ers and radios, so they contented them- 
selves with giving a composite sum- 
mary of ownership of these appliances 
as they were listed in 1945, and which 
is given below. 

As in former years, 
tionnaires 


enough ques- 
were mailed to insure a 


very small increase to 12.4% or 283% 
families. 


Home Freezers 


The subject of food storage ang 
preservation has been covered unde 
the general subject of refrigeration jp 
former years, with the exception of 
1944, when the usual question digresse 
to ask whether Milwaukee housewive 
would prefer a quick freezing unit a 
part of the refrigerator or as a sepa. 
rate unit. This question was repeated 
in 1946, and it was discovered tha 
the majority—73.3% (167,807)—pre. 
fer a combined freezer-refrigerator 
And this preference shows an increase 





COMPOSITE SUMMARY APPLIANCE OWNERSHIP BASED ON 1945 RETURNS 


Owners Non-Owners 
» 4 No. » No, 
Electric ranges .. 10 7 24,356 89 3 203,270 
Refrigerators ..... 78.8 179,370 21.2 48,256 
Washers ........ 90 6 206,229 9.4 21,397 
Sewing Machines 33 6 76,482 66.4 151,14 
Radio Sets (all types) . 99:3 226.033 7 1,593 
Ll 59 13,430 94.1 214,1% 
Water Heaters .......... 32.9 74,889 67.1 152,737 





7,000 return—17,.686 to be exact, which 


represented a 39.6% return. 


Cleaners 
It was found that 88.4%, (202.371) 
families in Milwaukee. own vacuum 


cleaners—an increase of 80.4% over 
1938, the last year in which this ques- 
tion was asked. More than a third of 
these machines were reported to be 
floor models. By income groups the 
ownership ran about as follows: $50 
rent and up, 95.9%: $40 to $50 rent, 
81%; $30 to $40 rent, 86.6%; and 
under $30 rent, 71.3%. 


Roasters, Mixers 


The electric roaster has increased 
in popularity during the nast ten years 
with Milwankee homemakers from 
11.3% (21.101) families owning roast- 
ers in 1936, to 50.9% (116.524) owners 
in 1946. The largest nercentage of 
owners, according to income groups, 
was 55.1% in the highest income group. 
An increase in the numher of brands 
was noted in the 1946 returns—29 
brands were named as against 19 in 
1940 when Consumer Analysis last in- 
cluded this subject. 

Use of food mixers also increased 
from 34% (67.011) families in 1940, 
to 44.4% (101.644) families in 1946. 
A new question asked on mixers re- 
vealed that 69.3% of the families use 
their mixers regularly while 30.7% 
use them only occasionally. 


lroners 


The increase in ownership of elec- 
tric ironers from 1937 to 1946 was 
very slight—in 1937 85% (15,993) 
families owned ironers, and in the 
intervening years there was only a 
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over that of 1944, when 67.7% said 


they were in favor of the combined 
unit. 
Dishwashers 
“Do you plan to buy an electric 


dishwashing machine when available?” 
was a new question asked in the 194% 
Analysis, and it revealed the fact that 
dishwashers are far from popular in 
the Milwaukee area. Only 7.4% (16 
960) housewives said they plan to buy 
one when available. The great 
majority very definitely said no, they 
didn’t think they’d buy one. 


Home Building 


On the subject of home building the 
question was rephrased. In 1948 
families were asked if they intended 
o “buy or build.” In 1946 this ques- 
tion was changed to inquire about 
“building” only. A total of 41,436 
families, or 18.1% said they intend 
to build. Of these, 9.448 or 228% 
will build in 1946; 31,988 or 77.2% 
will build in 1947. Suburban loca- 
tions were preferred by the largest 
percentage—55.4% mentioning the sub- 
urbs; 26.1% said they will locate in 
the city of Milwaukee, and 17.5% will 
locate outside Milwaukee county. 

From $6,000 to $8,000 was the popu 
lar price range by the largest percent 
age of families—not including cost of 
lot—only 5% saying they intend to 
pay over $10,000. Proving the serious- 
ness of their intentions 51.8% have 
already set aside savings for the pur- 
pose of building a home; 24% have 
purchased a lot; 10.8% have contacted 
real estate agents, builders or archi- 
tects; and 54.2% have not yet taken 
any definite steps. 
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It’s from all of us here at Manning Bowman. 


We appreciate the way you've answered those hundreds 
of questions about our products. And urged folks to be 
patient. And managed to keep on smiling. 


We know how tough it is! 


We know you aren't getting all the M-B appliances you 
want. But we're doing our level best to ship you more M-B 
irons. toasters, waffle bakers, broilers, percolators, and 
table grills. 


We know our national advertising is bringing you lots 
of inquiries—almost too many to handle, sometimes. But 
don’t forget—it’s also building lively interest, continuing 
demand, and lasting good will for the future. 


ELECTRICAL at 


Mister, this pat on the back is for you! 


Still, even to boost production, you wouldn't want us to 
skimp on M-B quality. When we ship a Manning-Bowman 
appliance to you, we like to know it’s right. And we want 
you to know it’s right when you sell it! 


We've been in business close to 90 years, and we want 
to stay in business at least another hundred! 


If that’s the kind of long-term opportunity you want 
built on sound products, solid satisfaction, and loyal good 
will—we’re sure you ll keep on recommending M-B appli- 
ances to your customers and urging them to wait a little 
longer, if necessary, for the best. 


One of these days, you're going to have enough to keep 
up with every order—and then we'll all be happy! 


Manning Bowman Means Best 


Manning, Bowman & Co., Meriden, Connecticut * In Canada: Manning, Bowman & Co. (Canada), Ltd., Oakville, Ont. 


THE LINE THAT'S ALWAYS IN DEMAND 
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Y fet Promiiton 


MOST INTENSIVE CAMPAIGN 
IN RADIO HISTORY 





FEATURING THE 


-imerson 





LOCALIZING NATIONAL LEADERSHIP 
FOR ALL DEALERS ALIKE 


EMERSON RADIO AND PHONOGRAPH CORP., NEW YORK 11, N.Y. 
World’s Largest Maker of Small Radio 
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NEW 1947 


° 
“Emerson 


ASK YOUR EMERSON RADIO 
DISTRIBUTOR FOR DETAILS 





EMERSON RADIO AND PHONOGRAPH CORP., NEW YORK 11, N.Y. 
World’s Largest Maker of Small Radio 
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LESS SERVICE...LONGER LIFE.. 
SATISFIED CUSTOMERS -THROUGH 


toher Tustallatiousr 


YOU CAN BE PROUD OF 


When you install a Link-Belt stoker you 
not only can guarantee the customer a job 
you both can be proud of, but you make 


the sale of subsequent stokers easier. 


Mechanical Superiority 


ket. 


The Link-Belt “Magic- 
Flame” 


combustion is made possible 


principle of stoker 


by automatic control of air 
supply and fuel bed depth, by 
the exclusive AIRMETER, 
and by coordination of auto- 


matic electric controls. 





laboratory before being put on the mar- 
Out of this laboratory have come 
many of the outstanding improvements 


in stoker design and manufacture. We'll 


be glad to show you the difference be- 


The reason for customer satisfaction 


lies in mechanical superiority. Link-Belt 


stokers are built and backed by 


the world’s great engineering organiza- 


tions, and are fully tested in the research 







Magic Flame © S 


PAGE 
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tween Link-Belt and ordinary stokers. 


one of 


on’ Power-Fi. » 


TOKERS. 


Stoker Division, 


Chicago 8, IIl. 


For literature and dealer or distributor 


proposition, write LINK-BELT COMPANY, 


2410 W. 18th St. 


10,459 


LINK-BELT COMPANY, Stoker Division 


2410 W. 18th St., Chicago 8, Minois 
Send details to 
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DON'T BLOW AWAY! The attractiy 
young model stands full in the blast ¢ 
one of the new Vornadofans made by th 
O. A. Sutton Corp. The fans were » 
hibited at the recent Furniture Show } 
Chicago and, because of the prevailing 
high temperature, really got an oppo. 
tunity to demonstrate their best feature, 















Noma Buys $2 Million 
Pollak Manufacturing Co. 


The absorption of the Pollak Man. 
facturing Co., New Jersey electrical 
goods and screw machine producer 
has been announced by Noma Electric 
Corp. through president Henn 
Sadacca as the fifth major expansion 
operation since the beginning of 194 
In previous transactions Noma ac- y 
quired the Estate Stove Co., Refrig- \ 
eration Corp. of American, Fleischaker 
& Baum, Inc., and Effanbee, Inc. 

Leo J. Pollak, president of the new 
subsidiary, and vice-presidents Carl 
Schlesinger and Peter Calabro become 
vice-presidents of Noma _ under the 
terms of the transfer. 

Mr. Sadacca said that acquisition o! 
Pollak would make substantial ex 
penditures heretofore planned for the 
expansion of productive capacity in 
several Noma plants unnecessary. The 
Pollak firm operates six* plants in 
Arlington, Kearny, East Newark, 
and Newark, N. J., where it manv- 
factures electrical goods, metal pro 
















ducts, screw machine parts and tools 
and dies. 

The Noma president said manufac- 
ture of the Estate Heatrola space 
heater would be transferred to the 
Pollak plants, thereby making all 


space at the Hamilton, Ohio, plant of 
Estate available for the production oi 
ranges. The manufacture of convec- 
tion heaters, he added, will also b& 
transferred to Pollak. “The proposed 
Dinner Belle line of better grade alum- 
inum household kitchen wares, about 
to be produced by Pollak,” Mr 
Sadacca continued, “can readily b& 
distributed with the durable goods oi 
Noma and its subsidiaries.” He 
pointed out that one of Noma’s major 
problems is the fabrication of tool: 
and dies and that Pollak, equipped t 
manufacture them, will save the parent 
firm thousands of dollars each year 
During 1944 and 1945 Pollak bille¢ 
sales of $27,063,000 and $23,052.00 
respectively. Net working capital at 
the time of its purchase was $1,924,000 
Henceforth it will be known as the 
Pollak Manufacturing Division of 
Noma Electric Corp. At the present 
time it is manufacturing, under cot 
tract, cabinets and parts for cigarette 
vending machines and ice cream cabi- 
nets, institutional laundry machines, 
manifolds for aircraft, a children’s tri 
cycle, an electronic gage and a sorter 
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mem AVAILABLE! 


to. the 
Mr. Distributor, Lady Jackson has a real 
story to tell. If you are looking for an 
iron that has real PROFITABLE selling 
possibilities—write to us! 


7 JACKSON APPLIANCE MFG CO. 
ily be 75 FRONT ST. BROOKLYN 1, NEW YORK 





se JACKSON APPLIANCE MANUFACTURING CO. 


ines DIVISION OF TALLER & COOPER, INC. F 
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Made to SELL...with 


CHROMEL 


.\ 


AN 
ANY 


AYR AS 


Lt 


oe 


ee 


iN 
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. . « the Nickel-Chromium resistor wire 
that first made electrical heating practical! 


Here are two good reasons why our “Made to SELL . . . with 
CHROMEL” is more than a rhyming slogan: 


CHROMEL wire possesses high electrical resistance. It gets hot fast; 
it gives off even, economical heat from end to end of the element. 


CHROMEL wire has a remarkable resistance to oxidation. Its thin, 
dense oxide coating protects it from “rust’’, makes it last a long time. 


These two basic properties have made CHROMEL Heating Element 
Wire a dependable quality feature on millions of toasters, roasters, irons, 
etc. So remember, when taking on any new line of appliances, if they’re 
made with CHROMEL, they're made to sell... and stay sold! 


We have a handy little gadget calied a “Heating Unit 
Calculator” thet was worked out especially for your 


Service Department. Want one? 


NICKEL CHROMIUM 
WIRE 





“TRADEMARK REG. U.S. PAT. OFF. 


HOSKINS MANUFACTURING COMPANY © Detroit 8, Michigan 


LOOK FOR 


IN THESE 
PRODUCTS 
YOU 
SELL 








Maxson Acquires Contro| 
of Victor Electric, Inc. 


The W. L. Maxson Corp. of y 
York is the new owner of Victor F; 
tric Products, Inc., Cincinnati 
facturer of Victron fans, ironers, , 
fractional horsepower motors, acco, 
ing to a joint announcement recep 
made by William L. Maxson, presig 
of the company bearing his name, z 
Charles L. Harrison, Victor ij 
executive. 


W. L. MAXSON 


The announcement declared 
there would be no change in Vict 
management, name or personnel an 
the company’s present expansion pr 
gram will continue. Mr. Harrison r 
mains as Victor president, 7 
Harris as vice-president and gener: 
manager, and Leslie R. Gaut as vi 
president and general sales manag 
Mr. Maxson has become chairman 
the Victor board of directors while M: 
Harrison has been named to the direr- 
torate of Maxson, Inc. The transacti 
was consummated through an_ inter 
change of stock. 

Victor will produce, in addition 
its own products, new devices deve 
oped by the Maxson Corp., which als 
owns Maxson Food Systems, Inc. 





Duro Co. Bought by 
Hydraulic Machinery 


The Duro Co., Dayton, Ohio, manu- 
facturer of electric pumps, water soft 
eners, turbine deep well pumps, shallow 
well pumps, ejector pumps and water 
treatment equipment, has been pur 
chased by Hydraulic Machinery, Inc 
Dearborn, Mich. 

Hydraulic Machinery, headed 
Harry L. Wise, was established in 
1915 and now occupies a plant area 
of 115,000 square feet, employs 20 
people and is carrying, according 
a recent announcement, $1.5  millio: 
in orders. 

Mr. Wise has become new president 
of Duro. Other officers include Ro 
Heal, vice-president ; and Robert Wisé 
secretary-treasurer. Mr. Wise sai 
that no change in operating personm 
was anticipated. 


Casco Salesmen 
Meet in Bridgeport 


For three days in mid-August sales- 
men of Casco Products Corp. met in 
Bridgeport, Conn., for the first time 
since the war to preview the company’s 
fall line of electric heating pads and 
electric hand power tool kits and to 
study the plans for fall merchandising 
An important feature was the series 
of seminars which introduced new sales 
methods. 
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Inc. Steady, progressive development of one 
4 exclusive product after another ...has made 
the Silex, creators and leaders in the 
industry ...a household “buy” word. 

This preference for the ultra in appliances 
Roc i that over the years have eased household chores... 
led dealers and distributors successfully from 


one profit to another. 


if THE SILEX COMPANY 


et in + meno, 


_— HARTFORD 2, CONN. ST. JOHNS, P. @., CANADA 





THE FINEST APPLIANCES IM THE WORLD 
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One of a series of excerpts from the Hotpoint 
library of Planned Electrical Merchandising. 
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@ Ads that promote buying make the reader feel that the appliance adver- 
tised is the answer to a specific household problem. Such “selling” advertis- 
ing turns a reader into a prospect and brings her into the store where she 































Mac-Lane 
can be sold as a customer, 
Jevice h 
4 basic rules should be followed in this sort of ad: pane Fs 
. ‘ ‘ ° . 2 okeles 
1. Direct ad straight at reader who needs the appliance ad is selling. ak eutl 
: ‘ ‘ P heating 
2. Use eye-catching illustration to show her what the appliance tesiler, t 
looks like. flector ; 
LC. 5 new 
3. Tell her what appliance does and how it does it. Compare it with og 
one known to reader, stressing new convenience features. shominuse 
Elect cc l ] 
4. Urge reader to come to store to see, compare and learn more. 1946. 


Follow this pattern for a winning Hotpoint Electric Ironer ad. Headline 
to catch housewife’s attention says: “With Hotpoint’s Electric Ironer You 
Can Put Dry, Crisp Ironing Away IMMEDIATELY.” Spotlight illustra- 
tion of woman sitting at large size Hotpoint Ironer folding ironing happily: 
Copy arrowed to features says: 


“I am the Moisture Cup. I keep = when I’m on the job.” 
the moisture from staying on the 


sage an “We are positive Temperature 
ironing pad or on your clothes. 


Controls. We assure right tem- 
“I am the Thrustor. Wrinkles perature for your daintiest gar- 
disappear at your lightest touch _—ments.”’ 








End with an invitation to come see these features at work. Spot price and 
terms in large caps. 


Vevice : 


Use this type of appliance advertising to make “‘customers”’ out of “‘readers.”’ food ca 

hospita 

Selling F 

Copr. 1946 Edison General Electric Appliance Co., Inc., Chicago 33 cu. f 
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MAC-LANE Broiler 


Moc-Lane Mfg. Co., 200 Oliver St., 
Newark, N. J. 
levice: Mac-Lane broiler 
elling Features: High dome with 
side-draft ventilation makes broiler 
smokeless and odorless: has two 
heat settings, broils on either heat; 
heating coil extends full length of 
broiler, backed by polished steel re- 
flector; 115 volts, 1400 watts, a.c.- 
Le.; new design patented hinge per- 
mits cover to be raised and locked 
or lifted off entirely; hammered 
aluminum cover. 





lectrical Merchandising, September 1, 
1946 











YORK Freezers 
York Corp., York, Pa. 


Device York 164 and 33 cu. ft. frozen 
food cabinets for hotels, restaurants, 
hospitals and farm use. 


Selling Features: Large upright unit, 
33 cu. ft., holds up to 1300 Ibs. frozen 
food; front opening doors; conden- 
sing unit and controls on top; 4 h.p. 
motor; warning bell rings when 
storage temperature goes above 
recommended range; pilot light 
burns continuously while power sup- 
ply is not broken. 

Small 16% cu. ft. model holds ap- 
proximately 600 Ibs.; $ h.p. con- 
ensing unit; 2 extra large access 
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lids; movable partitions in storage 
compartment for convenience in 
stacking packages. 
Both units have exterior casings of 
baked white enamel on bonderized 
steel; interiors of matte-finished 
aluminum; and Freon-12 refriger- 
ant; both models while primarily 
for frozen food storage are equipped 
with quick freezing compartments 
to freeze fresh food before putting 
into storage section. 

Electrical Merchandising, September 1, 

1946. 
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G-E Iron 
General Electric Co., Bridgeport Conn. 

Device: G-E travel iron. 

Selling Features: Weighs only 2 lbs.; 
folds flat in a zippered carrying 
case; soleplate designed to give heat 
without weight, and plated to resist 
even salt-air corrosion; broad-based, 
folding handle has 2 thumb rests for 
left and right-handers; spring clip 
holds handle in place, clips snugly 
under handle tip; textolite plug is 
reversible so cord won’t drag over 
ironing surface; a.c.-d.c. 

Electrical Merchandising, September 1, 
1946 





PARAGON Sink 


Paragon Utilities Corp., 50 Van Dam St., 
Brooklyn, N. Y. 


Device: Coronet No. 9666-2 kitchen 
cabinet-sink with reversible work 
surface top. 

Selling Features: Has a 66x25 in. 
Formica, stainless steel bound top 
with 2 piano hinge folding covers 
over two 18x 20 in. sinks; in using 
sink the folding covers swing clear; 
reversible utility section—a #2 in. 
hardwood surface for use in food 
preparation is available on reverse 
side of the Formica top; beneath 
work table section is a small fixed 
undertray into which crumbs fall; 
Formica table tops inred or blue 
linen, mother of pearl and solid 
black, non-scratching, easy to clean. 


Electrical Merchandising, September 1, 
1946. 
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TEPFER Heater 


Tepfer Appliance Co., Inc., 49 Central 
Ave., Cincinnati, 2, O. 

Device: Tepfer RH-3 room heater. 

Selling Features: Delivers heat to 
every corner of room by means of 
lightweight aluminum louvres con- 
structed around heating unit; 30 in. 
high; heating coil integrated with 
exterior; lightweight aluminum with 
bronze base and top. 

Electrical Merchandising, September 1, 
1946. 








TRIM Electric Scissors 


Atlas Instrument Co., 9 Tanner St., 
Haddonfield, N. J. 


Device: Trim electric scissors. 


Selling Features: Cuts through sheer 
silk or heavy woolens by gently 
pressing contact button with thumb 
and guiding blades as they cut mate- 
rial, current automatically cuts off 
when pressure on button is released; 
a.c. only, 110-120 volts; replaceable 
blades. 

Electrical Merchandising, September 1, 
1946 





MARQUETTE Home Freezers 


Marquette Appliances, Inc., Minneapolis, 
14, Minn. 
Models: 4, 6, 8 and 16 cu. ft. models. 
Selling Features: 4 cu. ft. model for 
apartments, food storage capacity of 
125 to 150 Ibs. & h.p. hermetically 
sealed unit; 110 volts, a.c. 60 cycles. 
6cu. ft. model has 200-225 Ibs. stor- 





age Capacity; twin doors 4 h.p. her- 
metically sealed unit. 

8 cu. ft. model, with twin doors, has 
250 to 300 Ibs. frozen food capacity ; 
Y% h.p. hermetically sealed unit. 

16 cu. ft. model has 2 compartments 
and double twin doors; stores 500 to 
600 Ibs. food; $ h.p. hermetically 
sealed unit. 

All models equipped with Thermo 
control behind louvered front panel ; 
freezing range from —10 to plus 10 
degs.; Thermo breaker strip with 
interlocking triple-seal keeps freez- 
ing cold in and heat out; hermetically 
sealed units use Freon 12 refriger- 
ant; all-welded steel construction, 
l-piece chassis; Dulux baked 
enamel finish. 

tlectrical Merchandising, September 1, 
1946 
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T & K Range Unit 


Tuttle & Kift, Inc., 1823 N. Monitor Ave., 
Chicago, 39, Ill. 
Device: Thermo-Kleen Monotube 
heating unit for electric ranges. 
Selling Features: Uses but a single 
anchorage and constructed of a 
single coil; cannot warp or distort; 
stays flat for cooking efficiency ; tilts 
out of way for easy cleaning. 

Electrical Merchandising, September 1, 
1946. 
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REX COLE Air Circulator 


Rex Cole, Inc., 21-01 51st Ave., 
Long Island City, N. Y. 


Device: Portable, all-aluminum air 
circulator. 


Selling Features: Resembles a has- 
sock; air is circulated upwards and 
outwards creating no draft; 1/30th 
h.p. motor drives a 3-blade, 12-in. 
aluminum propeller; grilling around 
fan blades provides safety; 95 watts, 
110 volts, 60 cycles, a.c.; weighs only 
104 Ibs. 142 in. high, and 14% in. 
diam.; moss green finish; rubber- 
tipped feet. 

ws Merchandising, September 1, 
1946. 
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Besides being the world’s smartest and most progressive home purchasing agents, 
the husbands and wives of America know their magazines. They like the way Collier’s 
editors handle domestic problems that have real news interest. They like Collier’s 


modern, never-dull fiction . . . and they like, too, the way it’s balanced with serious, 
informative articles on world affairs by noted authorities. No wonder, then, that these 
forward-looking folks turn to the advertising pages of Collier’s for buying ideas, 
whether they’re thinking of clothes, cosmetics or cars. That dream home they’re 
going to have some day may be an ivy-bordered cottage in the suburbs, or a house 
by the sea. The fact remains that new and better things—new furniture and rugs, 


new kitchenware and work-saving appliances, new and finer possessions of every kind, 
are all a part of the picture. 











Through the regular use of Collier’s, many advertisers autcmatically direct their sales 


messages to a selected market, reaching with a minimum of waste circulation the 
modern, progressive men and women who represent the thinking millions of America. . . 
whose tastes and habits influence the rest of the buying public as a whole. Collier’s 
readers are definitely at the ‘“‘age of acquirement’”’— intelligent, prosperous, substantial 
families who know what they want and have the money to pay their way. Yesterday 
is a dead issue with them—they are thinking of the good things of the future, and the 
advertiser who uses Collier’s to think ahead with them will find one of the world’s 
richest markets! 








Dominion appliances include: 
Flat Irons, Waffle Irons, Curling 
Irons, Toasters, Sandwich Grills, 
and Grid-A-Bouts, Table Stoves, 
Heaters, Poppers, Hair Driers, 
Mixers, Heating Pads, Infra-red 
Lamps, Fans. 


Distributed trough reputable 
wholesale houses acr0ss He uation. 
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TRADE MARK 


DOMINION ELECTRICAL MFG. INC. 
MANSFIELD, OHIO 












APPLIANCT 


NEW PRODUCTS 








G-E Clock 
General Electric Co., Bridgeport, Conn. 


Model: Pristine tambour occasional 


clock for the mantel. 


Selling Features: Mahogany Case ; 


black numerals etched into a satin- 
white background; storm-blue 
hands; gold-colored inner and outer 
bezels; 54 in. high, 128 in. wide, 34 
in. deep. 


Electrical Merchandising, September 1, 


1946 








LADY JACKSON Iron 





Jackson Appliance Mfg. Co., Div. of 


Taller & Cooper, Inc., 75 Front St., 
Brooklyn, 1, N. Y. 


Device: Lady Jackson automatic 
iron. 


Selling Features: “Irons with the 


electricity off” the manufacturers 
claim; Drop forged soleplate and 
precision control conduction type 
thermostat; fron responds quickly 
to each heat level setting, shuts off 
automatically and stays off, coasting 
on retained heat up to 60% of ironing 
time; maintains temperature at each 
heat level within an average toler- 
ance of plus or minus 50 degs. F; 
large soleplate; “cover-all” heating 
element distributes heat evenly; 
weighs 4 Ibs.; 1000 watts; 115 volts; 
a.c. only; built-in cord. 

Electrical Merchandising, September 1, 
1946, 











CO-Z-AIR Radiators 


Henry J. Morton Associates, Inc., 
510 Boulevard Bidg., Detroit, Mich. 


Device: Co-Z-Air electric radiator. 


Selling Features: Modern streamlined 

electric radiator, using no water or 
other liquids, employs new principle 
of dual heating, giving off radiated 


and convected heat; available in § 
and 8 section models; 115 volts, plug 
in type and a 12 section model at 220 
volts, wired-in type; Nykelkron ele. 
ments 5 section model has 800 watt 
element; 8 section 1200 watts and 12 
section, 2400 watts. 8 and 12 models 
are portable; gray and tan gold 
finishes. 

Electrical Merchandising, September | 
1946. 
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WESTINGHOUSE Sterilamp 


Westinghouse Electric Corp., Lamp Div., 
Bloomfield, N. J. 


Device: Midget ultraviolet Sterilamp 
for refrigerators. 

Selling Features: Mounted inside re- 
frigerator cabinet, the lamp emits 
bacteria-killing rays and produces 
ozone in air; 34-watt minature lamp 
operates only when compressor runs; 
operates for 5-cents a month; trans- 
former required also consumes only 
34 watts. 

Electrical Merchandising, September 1, 
1946. 





DETJEN Fly Screen 


Detjen Corp., 303 W. 42nd St., 
New York, 18, N. Y. 


Device: Adjustable electric fly screen 
and transformer. 

Selling Features: Consists of 2 sets 0! 
sturdy bars spaced @ in. apart, sup- 
ported in a metal frame; bars are 
energized by new type transformer 
operating at only 10 milliamps: 
operates automatically continuously 
killing flies outside; available in 
standard sizes. 

Electrical Merchandising, September |, 
1946. 





DetJen Transformer 
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How to make the records you need 
... easier... simpler... faster! 


DEPENDABLE TAX 
ee) ii ie) els 


INFORM 


A. Marginally punched Standard Register forms 
can't slip. 


B. Pin-wheel feed means extra speed, extra car- 
bons, perfect alignment. 


C. Locked-in copies provide extra protection, 
. positive control. 


Appliance Dealers 
GET THESE SPECIAL BENEFITS 


All records clear, legible, at one writing. Copies for 
customer, office, delivery and locked-in audit records. 
No copying errors. Foolproof check against lost records. 
Fixed responsibility, including delivery receipt. No con- 
fusion on terms of sale, payment, or delivery instruc- 
tions. Complete legal contract and copies with one 


customer signature. : H E 
STANDARD REGISTER 
COMPANY 


Manufacturers of Registers and Forms 


for ALL Business and Industry 


DAYTON 1, OHIO 


Pacific Coast: Sunset McKee-Standard Register Sales Co., Oakland 6, Calif. Canada: R. L. Crain Ltd., Ottawa. 
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cCEIPTS « 
CUSTOMERS 


-USTOMER LISTS 


Write for FREE folder! Discover how Standard’s 
Form-Flow Registers and specially designed 
continuous forms give you more complete records 

with less writing, less work! 


Every retailer, wholesaler, distributor in every line of 
business faces one of today’s biggest problems. You 
need more accurate and better written records. You 
must have them to conform to government regulations, 
to file tax returns. You need them to control inventory, 
insure protection of cash, merchandise and customer 
good will. Thousands of firms have already discovered 
how Standard Register’s exclusive pre-tested systems and 
Form-Flow Registers turn paperwork into working 
papers. Mail the coupon, today... find out how Stand- 
ard Registers help you write more accurate, more useful 














records ... easier, simpler, faster. 

o v 
co The STANDARD REGISTER Company 6 

Dept. 1309, Dayton 1, Ohio ; 
o Please send me Free Standard Register Business al 
° Digest which tells me how | can write better records S 
° in my business .. . easier . . . simpler . . . faster! 5 
° NAME ° 
© COMPANY 9 
~ STREET 9 
° city. ZONE__STATE__ o 
o v 


London: W. H. Smith & Son, Ltd. 





ELECT APPLIANC! 


NEW PRODUCTS 





to fuel tank and vent connection 
with chimney; furnace-type heating 
unit designed to get most heat Dos- 
sible from fuel burned; patented 
streamlined bottom speeds up warm. 
air flow, keeps air moving from ceil. 
ing down to floors; open steel regis. 
ter of fine vertical mesh, easily 
removed for access into inside of 
furnace; Coleman low-draft burner 
with holes drilled in side to admit 
just the right amount of air for 
complete, clean combustion: Draft 
meter controls chimney draft regard- 
less of height of chimney or outside 
weather conditions. Model 886 has 

30,000 btu heat output per hr.; No, 

ELECTROMODE Heaters 888 has 50,000 btu rating. 
Electromode Corp., Rochester, 3, N. Y. wae al Merchandising, September 1, 
I46H 











Device Down-Flo portable heaters 
for large rooms and _ built-in-wall 
heaters. 


v 





Selling Features Portable heaters 
project fan-circulated air downward 
along floor, providing uniform heat- 
ing throughout area to be warmed; 
heating element of Nichrome insu- 
lated and sealed in seamless tubular 
sheath molded into 1-piece finned 
aluminum casting; available in 2000 
and 3000-watt capacity; required 
special plug-in arrangement to 
handle current. 


Warmth 


without worty 














DURO Pump 
The Duro Co., Dayton, 1, Ohio 


g . “ ” . 
/ Device: Duro-Jet” ejector type 
won e pump and systems for deep or shal- 


low wells setting 5 to 100 ft. 
k Selling Features: Ball bearing-vertical 
Chose chilly days that arrive before householders have design motor ; new type carbon iaced 
) ) seal replaces stuffing box, elimi- 
: nating all leaks; 1-piece steel shaft; 
a : all bronze impeller; ejectors de- 
» electric heate ake > that you will be meet we - ene 
portable electric heaters. To make sure t J signed for changing pressure nozzle 
Built-in-wall models also operate and venturi tube for various well 
ae eee ee ee settings; motor sizes 4 and 4 hop. 
. — , te Le ate Jown-Flo circulation principle eee. ‘ 7 
w 1erica’s best-known, fastest-selling heater on I ’ ple; oe gaa | 
in now for Americ 8 suitable for auxiliary heating or to md . cael ome ag ll Reperie pret = 
replace central system; clean odor- ese Drags id oo pre ga ae 
. — . ee Pa less heat is circulated by forced-air = SnKS MISICE ANC CUL, CIC 
per unit than your gross receipts from conventional asiediole c> on gure of tentien type pumps are installed in house 
slectric heate area; streamlined cabinet of heavy or basement (away from well) ; only 
electric eaters. . , | 1 moving part ‘ Fe! 
furniture steel; available in 1500, i wing part, no moving parts @ 
Tri istri ady » to make de 2000 and 3000 watts, 230 volts; ship- wanes 
All T xont distributors are ready now to make de- - atts, 2: ; shit whe: 
All Trilmont ’ 4 ped complete with wall box for lectrical Merchandising, September |, 
mounting. 1946 
nearest you and be prepared for those customers who — Merchandising, September 1, v 
2 - 946. 
want the kind of heating performance only a TRIL- + 


MONT offers. 


started up their furnaces will bring a rush of orders for 





ready for the early Fall buying period, put your order 


in its price class—a price that assures you more profit 


liveries—not promises... So write us today for the one 








MODEL A—1200 WATTS—10 AMPS @ 120 VOLTS 
MODEL AA—1320 WATTS—12 AMPS @ 110 VOLTS 


anne $3320 including Excise Tax and Heavy 


Cord Set...95c¢ extra in Zone #2 














ELDEN Water Heater 
The Elden Products Co., 7310 Woodward 


DVERTISED IN, AND %..,Meavy ae ee 
« % 
A ’ * Guaranteed by @ COLEMAN Floor Furnace Device: Elden immersion type water 
RRANTED BY mm  \Oiiicneen nes henter 
fey, WE D The Colema ‘ .. Wichi mpage 
Ww A 45 aoveanisto HOS . n Co., Inc., Wichita, 1, Kansas Selling Features: Heats a wash bowl 
Device: Coleman automatic oil floor of water in 5 min.; unit operates by 
furnace. simply placing in water and plugging 
ply p i 
Selling Features Compact heating extension cord into nearest outlet; 
unit in one package complete and chrome-plated steel casing ; Chromel 


TRILMONT PRODUCTS COMPANY [BNGIRGMSSERI tet cam ease a ee oem 


with only register at floor level: : — 110 volts, uses 1200 
one or more furnaces may be used, watts per hr. 
PHILADELPHIA 3, PA. 


depending on size of home; only Electrical Merchandising, September 1, 
connections needed are connection 1946 
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@ Thor, like other leading makes of home washers, features the 
ECLIPSE All-Plastic Agitator as standard equipment—with 

all the advantages this means. Greater efficiency in operation. 
Greater appeal in appearance. Complete customer satisfaction. 
All of which adds up to increased sales, incréased profits. 


ho rust or discolerotion of clothes is possible. 
ne edges te csich, tor or snag enstertale. 


_— Mightweight te handle, sesy 16 deen, not | 
Ys * a atic ey hing 





— dome in © relnbow of perniencat eslere=> 


UM the merce. 
) 2 seve replecemen! expense. 
| 





Eclipse moulded products company 


Plastics Division of General American Transportation Corporation 


$162 North 32nd Street, Milwaukee 9, Wisconsin 


ECLIPSE All-Plastic Agitators are standard equipment on these leading makes of home washers: Barton, Conton, Kitchen Queen, Maytag, Norge, Thor, Zenith 





PARSONS Zighe Duty 


Delivery and Service Bodies 
for Appliance Dealers 


because it’s engineered to speed 


e Sturdy all-steel construc- 
tion — insuring longer life. 
Welded throughout —effect- 
ing low maintenance costs. 


e Weather-tight compart- 
ments on each side for tools, 
repair parts, replacement 
parts, etc, 


up delivery and servicing 
of large appliances! 





e Roomy body for delivering 
and servicing large appliances. 


e Overhead ladder racks and 
other optional accessories 


available to facilitate handling. 


e Body designed for mounting 
on 12 ton, 4 to 1-ton chassis. 


Write for descriptive bulletin today ! 


PAGE 
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CAMPIELD Serving Trays 
Camfield Mfg. Co., Grand Haven, Mich. 


Device: Camfield serving tray line in 
38 size and color combinations. 

Selling Features: Grained walnut 
trays; genuine cork; leatherette 
insert styles and the Camfield de 
luxe natural leather trays; trays are 
warp-proof 5-ply maple or walnut 
stain-resistant furniture finishes. 


Electrical Merchandising, Sept. 1, 1946 














EASYDO Clothesline Reel 


Mid-West Metallic Products, Inc., 
1652 Rockwell Ave., Cleveland, 14, Ohio 


Device: Easydo clothesline reel. 

Selling Features: Reels clothesline in 
or out, easily; no loose ends—rope 
ends lock securely under reel handle; 
non-breakable plastic grips revolve 
freely on steel handles; no sharp 
edges; non-corrosive chrome plated 
finish; holds over 200 ft. clothesline. 

Electrical Merchandising, Sept. 1, 1946 

v 





HANG-IT-HOT Iron Rack 
M. & S. Specialties Co., 1923 Orchard St., 





Chicago 14, Ill. Croco, 6 No. Michigan 


Ave., Chicago 2, Iil., Manufacturers’ 
Representative 
Device: Iron rack. 


Selling Features: Easily installed be 
hind door or pantry shelf out of the 
way ; holds any flat iron of standard 
size; iron slips between flaps. 

Electrical Merchandising, Sept. 1, 1946 
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FREEZTEX Packages 
Marathon Corp., Menasha, Wis. 
Device: Freeztex wrappers, packages 
and “Tite” wrapping paper for 

frozen food storage. 


SEPTEMBER 1, 


_ APPLIANCE 


NON-ELECTRIC PRODUCTS 


Selling Features: “Tite” available ip 4 
size rolls—15, 18, 20 and 24 in., eac; 
containing 750 sq. ft. wrapping sur. 
face; also available in “home size’ 
rolls, 18 in.x100 ft. and 24in.x75 § 

“Freeztex” locker packages cop 
tain inner heat-seal cellophane 
to protect against moisture-vapo 
loss, and an outer carton, double. 
waxed for additional moisture-vapo, 
—dry waxing on outside permit 
marking contents on outside surfac; 
—3 sizes: pint, quart and 24 Ibs 


Electrical Merchandising, Sept. 1, 194 





JIFFY Cube Tray 
Plastray Corp., Detroit, Mich 


Device: Plastic ice cube maker 

Selling Features: Each plastic cu 
makes a clean clear cube; a single 
cube or a trayful can be used—ice 
releases easily, no soaking in water 


Electrical Merchandising, Sept. 1, 194 
v 
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CAVALCADE Porta-Grill 


Cavalcade Industries, 105 W. Adams Si 
Chicago, 3, Ill. 

Non-electric portable gril 

Selling Features: Cooks, broils, bar 
becues ; easy to carry, folds down 
side convenient light-weight meta 
case; 3 lbs. charcoal gives |-how 
broiling heat; large capacity gr! 
18x16 in.; can be used on /aw! 
porch, terrace, beach, hot ashes ar 
caught in metal case. 

Electrical Merchandising, Sept 


Device: 

















JERI Iron Stand 


Jeri, Inc., ¢/o Inter-Coastal Co., Inc. 
649 S. Olive St., Los Angeles, 14, Calif 
Device: Jeri stainless steel iron 
Selling Features: High rim pr 

ironing accidents; ridges makes s! 


ing fast—saves time; vents absor! 


steam iron moisture; asbestos 
ing ; clamps rigidly to board. 
Electrical Merchandising, Sept. 1, \°4 


1946—ELECTRICAL MERCHANDISING 








f 


ELEC 


i—ice 


Vater 
, 194 


ill 
ns St 





L 


inc. 
Colit 






















fer Beautiful St lyling — “Golden Votce’ Jone 


GALVIN MANUFACTURING CORPORATION, CHICAGO 51 
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LUSTANRS’ CHOW 


Soon you'll have enough radios so that your customers can pick 
and choose. Then you'll notice the big swing to Motorola —for 
when your customers can get the Motorola they want, it’s a sure 
bet they won’t be satisfied with anything less. 

People prefer Motorola because of styling that makes the 
Motorola “at home” in the finest homes and because of exclusive 


“Golden Voice” tone that just 


o1c® 
can’t be equalled by any other ,orre™ . 


radio at any price! It will pay 


you to feature the fivest. 



























NEW! ...G-E “HARD GLASS” HEAT 

LAMP with the “built-in” red filter. 
Greater strength gives added protection 
against breakage by splashing water. 
Special red filter reduces glare. Fits any 
household socket. Retails at $2.95. 


PAGE 146 





OIL UP YOUR CASH REGISTER! An unusual 

money-making opportunity is coming your way! 
, More folks want heat lamps now than ever before 
—for relieving muscular aches and pains, and for 
dozens of heating and drying jobs around the home, 
on the farm, in the workshop. And right now, with 
this growing market ripe for the picking, G-E is 
ready with a big 8-point Sales and Advertising Cam- 
paign to help you sell more Heat Lamps. Here it is! 


RADIO COMMERCIALS reaching nation- 
wide audiences. 








NOW!.... REDUCED PRICE for 


Regular G-E Infra-red Heat Lamp— 
drastically cut from $1.60 to $1.25. Here’s 
economy that will appeal to many of your 
customers—and build a high volume, big 
profit business for you. 
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Coming October 1—Sensational new 


G-E campaign that helps 8 ways to 
=iboost your Heat Lamp business 








NATIONAL ADVERTISING in Collier’s, EFFECTIVE DISPLAYS, including a 4- 
Life and Better Homes & Gardens, to 


pre-sell your customers on the advantages 
of General Electric Heat Lamps. 


NEW LITERATURE. A 2-color, 6-page 

consumer folder that plays up the many 
uses of G-E Heat Lamps. And a 2-color 
envelope stuffer for mailing. 


color counter card and a 2-color win- 
dow streamer, for point-of-sale impact. 


tion- 





THE PAYOFF IS UP TO YOU! So get set now 
to tie-in with this unusual selling opportu- 
nity. Keep plenty of G-E Heat Lamps in stock. 


SELLING TIPS on ways to make success- Call your distributor today and let him help 
ful use of this promotion material to 





AD MATS to help you give this big 
sales event a real send-off in your local 
newspaper advertising. 


you with your plans for putting the heat on 
increase your G-E Heat Lamp profits. G-E Heat Lamps! 


| GE LAMPS 


GENERAL € ELECTRIC 
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The Guide to buyers... 6 mua) 


NEW PRODUCTS 





MASTERCRAFT KITCHEN 
Fluorescent 


Mastercraft Electric Co., 181 Bruce St, 
Nework, 3, N. J. 


Device: Modern kitchen fluorescent 
fixture. 

Selling Features: New 2- or 3-light | 
fixture available in 2 types of mount- 
ings—plug-in type for installation 
in existing sockets, and for installa- 
tion on 5 and 6 in. collar and cross- 
bar; enamel finish features high 
reflection value which provides maxi- 
mum light output. 

Electrical Merchandising, Sept. 1, 1946 
































BIG BEAM Lamp 


U-C Lite Mfg. Co., 11 E. Hubbard St., 
Chicago, 11, Til. 


Model: No. 211 Big Beam portable 
hand lamp. 


Selling Features: Throws a powerful 

a 0 ve r ti Wh beam 1500 ft. long and by a simple 

focus adjustment spreads the light 

eee over a wide area; weighs only 5 |bs.; 

weatherproofed—will last a lifetime; 

powered by 2 easily replaceabl 
? ' standard lantern batteries. 

Men and women right in your community Electrical Merchandising, Sept. 1, 194 

turn to the convenient ‘yellow pages’ in the 
local Telephone Directory to find quick an- 
swers to many of their daily household and 


business buying problems. 


Round the clock, the ‘yellow pages’ are 








“& ; used to get the answer to: “Who sells that 
e aa branded product?”; “Where’s an authorized 
oS serviceman for my make of radio?”; What 
= supplier has the parts in stock?” | 
| 
_ In homes, offices, factories and at telephone FLUORESCENT Night Lamps 
‘ pay stations the popular ‘yellow pages’ pro- Gibson Products Co., § Beekman St. 
-. = ; New York City 


vide easy-to-find buying information — the 
y : kind that has caused thousands 
daily to make a habit of turning 


to the Classified before they shop. 


Device: “Glo-Ball” toy-shaped fi 

escent night lamps for nurseries 
Selling Features: Utilizing the round 
fluorescent bulb introduced by Sy!- 
vania for last year’s Christmas trees 
the Glo-Ball lamp is designed for 
use on a table or dresser in the shape 
of a bear or a kitten in pink, blue 
and ivory with yellow, coral or blue 
bulbs; zinc alloy coated with baked 
enamel, the lamps are unbreakable 

and chipproof. 

Electrical Merchandising, Sept. 1, 1946. 
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*Cause marriage won't change a man’s taste in cigars 
Or his wife’s predilection for open-top cars. 


So those in the know may be quoted as telling 
How businessmen frown upon one-sided selling. 


It’s a Split Decision! 
t's a split Decision! 
Loa Though couples are said to be happily mated, 
Their angles on buying are oft unrelated. Whe 
For instance take Arvin—they find that it pays M6Da y 
To sell men and women in this surest of ways. Zo 
The American Magazine double-exposes DOUBLE-EXPOSES 
Their ads to both sexes, it’s under both noses. ELECTRICAL ADS 
TO BOTH SEXES 





Double exposure—the outstanding buy 


P Makes certain both sexes will give you the 
t., 














THE CROWELL-COLLIER PUBLISHING COMPANY, 250 PARK AVENUE, NEW YORK 17, N. Y. 
PUBLISHERS OF THE AMERICAN MAGAZINE, COLLIER'S, WOMAN'S HOME COMPANION 


eOea a2" TE 
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Elephants always loo 


They al 
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Note: 


Manut 





Circulation climbs and climbs. April print order o 
36,000. Electrical Merchandising circulation reaches th 

Photo courtesy Ringling Bros. and Barnum & Bailey ; 

better outlets and in every survey stands first with th 

dealers by a wide margin. Our News Issue now keeps 


industry fully abreast of new developments and trer 


A McGRAW-HILL PUBLICATION 330 W 
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Jac so do double-page spreads 
| in“MER 


<0 vere: 





41 


en 





They always pick the elephants to “front” the parade. It's a good rule ° 
io follow in your program of dealer relations. : 

Be impressive! Tell your story ... tell it often and big. Dealers are ” 
crying for information. They and their salesmen need thorough schooling « 
in your product, your policies, your sales program. And, like all of us, ° 
dealers are human, BIG things impress them! 

Electrical Merchandising offers the place and the way to do this in- ° 
structive selling. The most potent single educational force in the appliance 
ond radio industry, “Merch” is read eagerly these days for what it tells ° 
distributors about how fo do it. 

A program of double-page spreads every month in the year in 
Electrical Merchandising will work wonders—if your message is right. 
We'll gladly assist you in this vitally important job. 





Note: Electrical Merchandising’s Classified Directory of Appliance and Radio 
Manufacturers re-appears in July Ist issue. Last published in 1941. Contains 
company names, addresses, and trade names. 











Put tt tu 


BLECTRICAL MERCHANDISING 


The dealers choice year after year 





N 330 West 42nd Street - New York 18 
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IT’S THE LINE WITH 





FARR 


Farnswor 


Device: 
ceiver. 
Selling 
tubes : 
viewiny 
s 88 x 
viding 
and wi 
The tiniest Arvin 444A —a little beauty in performance net of 


and appeocrance—one of the low-priced ‘Upstairs’ ventila 
models Arvin dealers are selling to the big mass market Direct 
by the thousands set ' - 
models 
ductior 
Electrica 
1946. 











STEV 


Stewar 


Models: 
62T 36 
Selling 
tubes 
540 t 
maple 
Your radio sales set-up will never be com- a 

The radio-phonograph Arvin 558—a combination with our radio sales set up wi never e com 
beautiful tone — one of the low-priced, dependable qual 
ity "Downstairs" models that's bringing Arvin dealers 


plete until you have the Arvin line. You 


mass market sales 
need this nationally-known line for its de- 


pendable quality and low prices that fit the 





family budgets of your big mass market. 
Mode 
Mode 


You need the Arvin line to take full ad- or, 
2. @ 
cabin 


vantage of your radio sales opportunity. "—e 


Cc» The Name on Many Fine Products of = 
One ot the lorger Arvin table radios —the fast-selling NOBLITT-SPARKS INDUSTRIES, Inc. 


All Through The House : 
ee, ° Columbus, Indiana 


set at a low price thot makes itt 


of values 





Nation 
' Model 


Sellin, 
i se a Lt ene ee ee : 2 19-4¢ 


ELEC 
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FARNSWORTH Television 
Receiver 


Farnsworth Television & Radio Corp., 
Fort Wayne, 1, Ind. 

Device: Table model television re- 
ceiver. 

Selling Features Receiver has 22 
tubes with a 10 in. semi-flat face 
viewing tube; actual size of picture 
is 88 x6 in; direct-view type, pro- 
viding bright high-definition black 
and white picture; mahogany cabi- 
net of tear-drop design with chrome 
ventilation louvers. 
Direct-view chassis used in this 
set is also employed in console 
nodels now being readied for pro- 
duction. 

Electrical Merchandising, September 1, 
1946 














STEWART-WARNER Radios 


Stewart-Warner Corp., 1826 Diversey 
Pkway, Chicago, Ill. 

Models: Table models 51T56 and 
62T 36. 

Selling Features: Model 51T56, 4- 
tubes plus rectifier a.c.-d.c.; 1 band 
540 to 1600 k.c. Early American 
maple cabinet. Also available in 
Walnut (51T96) and in Blonde 











Moderne “Desert Tan” (51T116). 
Model 62T36, 5-tubes plus recti- 
fier, a.c.-d.c.; 2-bands; 540-1725 
k.c. and 9 to 12 mc.; marbled plastic 
cabinet. 

Electrical Merchandising, September 1, 


1946. 





NATIONAL UNION Radio 
National Union Radio Corp., Newark, N. J. 
Model: Presentation Model G-619. 








NEW RADIO PRODUCTS 


superhet; built-in loop antenna; 

AVC: AM: panel lighted slide-rule 

dial scale; mahogany cabinet. 
Electrical Merchandising, September 1, 


1946. 














STEWART-WARNER 
Radio-Phono 


Stewart-Warner Corp., 1826 Diversey 
Parkway, Chicago, III. 


Model: No. 72CRI16 console radio- 
phono combination. 

Selling Features: 6-tubes plus recti 
fier, a.c. only ; 6 station selector push- 
buttons; 3-position tone-control; 2 
bands: 540-1725 k.c. and 9-12 m.c.; 
record player plays 10 12-in. or 12 
10-in. records; low-friction alloy 
permanent needle designed for up 
to 5,000 plays; walnut cabinet; also 
available in mahogany, (72CR26). 

Electrical Merchandising, September 1, 
1946. 
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BRUNSWICK Radio-Phonos 


Brunswick Radio & Television Div. of 
Radio & Television Inc., 244 Madison Ave., 
New York, N. Y. 


Models: Console models: Glasgow 
No. BK-6886; Urbane, No. BN 
6846; Plymouth, No. D-6876; Tus- 
cany, No. BJ-6836; and Pompeiian, 
No. B-6845. 

Selling Features: All models except 
Tuscany equipped with 10 tube 
Brunswick radio with high fidelity 
amplifier and tuner, and including 
rectifier,. plus tuning eye; straight 


’ 


a.c., 4 bands—AM, 2 FM and short- 
wave; separate bass and treble con 
trols; 12 in. dual-concentric speaker 
Glasgow, Urbane, and Plymouth 
equipped with deluxe Panatrope 
record changer, mixes 10 and 12 in 
records; permanent sapphire crystal 
cartridge; automatic stop. 
Tuscany model has 8 tubes including 
rectifier and tuning eye; a. c. only; 
1 band, AM, 3-gang condenser; 
3runswick Panatrope record 
changer with permanent sapphire 
crystal cartridge, automatic stop. 
Glasgow, mahogany period console, 
Adam design; Urbane, natural wood 
Prima Vera cabinet, modern design; 
Plymouth knotty pine cabinet Early 
American Colonial; Pompeiian ma 
hogany Duncan Phyfe drum table 
design with pedestal legs; Tuscany 
mahogany chairside commode, Sher- 
aton design. 
Electrical Merchandising, September 1, 
1946. 
v 





ECHOPHONE Radio 


Hallicratters Co., 2600 S. Indiana Ave., 
Chicago, 16, Ill. 

Device: Echophone model EC-113. 

Selling Features: 5-tube superhet plus 
rectifier, a.c.-d.c. table model; band- 
spread tuning provides, by means of 
separate linear bandspread scale, 
wide separation of stations at all 
frequencies in shortwave tuning 
ranges; speaker and special bass 
boost incorporated in circuit gives 
depth and richness of tone; cabinet 
interior is tropicalized with special 
aluminum-base seal coating ; airplane 
duplex type dial; 3-bands from 535 
to 1625 k.c.; 2200 to 7100 k.c.; and 
6900 to 22,000 k.c.; mahogany cabi- 


net. 


Electrical Merchandising, September 1, 
1946. 














PROMENETTE Radio 


Promenette Radio & Television Corp., 
1721 Elmwood Ave., Buffalo, 7, N. Y. 


Model: Promenette table radio. 

Selling Features: 5-tube, a.c.-d.c. su- 
perhet; permanent magnet speaker ; 
540 to 1650 k.c. range; enclosed loop 
antenna; non-resonating cabinet, 10 
5 /8x6-7/8x5-3/4 in. 


6-tubes. ac.-dc. Electrical Merchandising, September 1, 


1946. 


Selling Features: 
1946, 
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VIEWTONE Radio-Phono 


Viewtone Television & Radio Corp., 
81 Willoughby St., Brooklyn, 1, N. Y. 


Device: Viewtone portable radio- 
phono, RRC-201. 

Selling Features: Consists of 5-tube 
superhet with automatic volume 
control and built-in aero loop; 2-post 
automatic record-changer handles 10 
12-in. or 12 10-in. records; crystal 
pick-up; player automatically turns 
itself off self-locking arm for carry- 
ing; 2-tone simulated-leather case 
with lock and key and strong handle 

Electrical Merchandising, September], 
1946 ° 

















UST Radio-Phono 


United States Television Mfg. Corp., 
3 W. 61st St., New York, 23, N. Y. 


Device: Table model 2004A radio- 
phono. 

Selling Features:  5-tube, a.c.-d.c 
radio; permanent magnet speaker ; 
automatic record changer plays 10 
or 12 in. records; Radicor induction 
tuner; mahogany or blonde finishes. 

Electrical Merchandising, September 1, 
1946. 

















LEAR Table Radio—Phono 


Lear Home Radio Div., Lear Inc., 110 
N. W. lonia Ave., Grand Rapids, Mich. 


Device: Lear table model with auto- 
matic record changer. 

Selling Features: Equipped with 
6-tube, single band radio; and a 
special designed record changer with 
full automatic operation for 10-in. 
and 12-in. records; equipped with 
automatic stop and permanent type 
needle; hand-rubbed genuine ma- 
hogany cabinet. 

Electrical Merchandising, September 1, 
1946 
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CHROMALOX 
SERVICE 











ELECTRIC 
RANGE UNITS 





For Replacement on any Make 
or Size Electric Range 


You'll find profit and pleasure in recommending 
CHROMALOX Triangulars to your customers. They 
install in a jiffy without muss or fuss and they give 
you a good mark-up and fast turn-over. 
There is plenty of sales punch in CHROMALOX 
{ Triangular Range Units! They provide instant heat 
. long and dependable service . . . and make 
cooking really enjoyable to housewives. 
Extra Volume and Extra Profits are yours when 
you feature CHROMALOX Triangulars for range unit 
replacements. For full information, write for Cat- 


alogs CF-145 and L-1023-A. 


“Gasv © 


on new ranges and for replacements 


CHROMALOX 


means ELECTRIC Cooking at Its Best 


RC-17 





EDWIN L. WIEGAND COMPANY + 7525 THOMAS BOULEVARD, PITTSBURGH 8, PA. 


WIN mn HHT 


MTN TNT Ny 
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NEW RADIO PRODUCTS ¢ 

















EMERSON Phonograph 


Emerson Radio & Phonograph Corp., 
111 Eighth Ave., New York 11, N. Y. 


evice Emerson portable phono- 
graph No. 521. 

Selling Features: Complete phono- 
graph with 3-tube amplifying power 
unit: increased power output with 
new circuit and new 63% in. Alnico 5 
permanent magnet dynamic speaker ; 
Emerson featherweight tone arm and 

rystal pickup; l-oz. needle pres- 

sure; continuous tone control; self 
starting constant speed motor; 
modern style; plays all size records 
including 12 in. with lid closed. 

Electrical Merchandising, September 1 
1946 

v 

















TRELA Record Changer 


Sonata Electronics Corp., 624 S. 
Michigan Ave., Chicago, 5, Ill. 


Device: Trela automatic record 
changer. 

Selling Features: Plays 10-12 in. or 
12-10 in. records automatically; 
equipped with on-off and rejector 
switch; crystal pick-up; light 
weight; brown crackle finish. 

Electrical Merchandising, September 1, 
1946. 

v 














SYMPHONIC Record Player 


Symphonic Radio & Electronics Corp., 
Cambridge, Mass. 


Device Model YCA3 automatic 
record player 
Selling Features Equipped with a 
SEPTEMBER 1, 


— 


APPLIANC! 





3-tube amplifier with an output 

34 watts; 64 in. high fidelity n+ 

speaker; separate volume ntrol 

gearless automatic record 

that plays 10-12 in. or 12-19 

records; featherweight pic} . 

and Permo Fideltone Deluxe Flay \ 
ing Point; operates on 115 t. 6 ° 


cycle, a.c. only; mahogan 
rubbed cabinet. 

Electrical Merchandising, Septe: 
1946 


v 

















WEBSTER-CHICAGO 
Record Changer 


Webster-Chicago Corp., 
5610 Bloomingdale Ave., Chicago 39, ||| 


Model: No. 70 


changer. 





automatic rt 


Selling Features: Will play a 1} 
stack of 10 and 12 in. record 
mixed; automatic “disengage’ 
relieves pressure on rubber 
wheel when machine is not 
embodies other Webster 
such as velocity trip, automatic 
off, improved rim drive; 4p 
shaded pole motor; stainless ste 
spindle spring cushioned to prevent 
center hole wear of records; styl 
for use in fine furniture combi 
tions. 

Electrical Merchandising, September | 


1946. 

















WESTERN Phonograph 
Western Sound & Electric Laboratories 


Inc., 

3512 W. St. Paul Ave., Milwaukee, Wis. 

Device: WE-100 AW, WE-100 AP 
and WE-100 automatic record: 
changing phonographs. 

Selling Features: WE-100 AW, plays 
12 records automatically; tone an¢ 
volume controls; amplifier has auto- 





matic bass compensation for 
tones at low volume levels; % 
speaker. 


“WE-100 AP, automatic record 


changer in luggage style case; 3 Ge 
tube amplifiers. 
WE-100 non-automatic, in luggag' ADA 


case; 3-tube amplifier. 
Electrical Merchandising, September | 
1946. 


1946—ELECTRICAL MERCHANDISINGBELECT 


Chantal. war-rewe 


TWO REFRIGERATORS IN ONE 
EACR WITH ITS GWE TEMPERATURE CONTROL 





. 
MNdmital 
DUAL-TEMP , ~ Mmnteal. 
ee ee CC —— DUAL-TEMP 
Keep Foods Fresh : <= —_ — : FRE x OCKE 


0 LOCO EE 
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oshes/ 


























NEW! DIFFERENT! ‘ i 
Atucther prdminal firet™/ 


] Colorful card for top of refrigerator calls attention to Dual-Temp’s 


nationally advertised ‘no defrosting” feature. 


2? Beautiful life-size girl in natural color shows foods from purified 


moist cold compartment kept fresh in uncovered dishes. 


Another life-size, full-color girl calls attention to the built-in freez- 


ing locker. 
bad 





foods. Can be swung open to reveal empty locker. 


Another hinged full-color panel shows the moist cold compart- 


4 A hinged full-color panel shows freezing locker filled with frozen 


ment as though filled with foods. Reverse side of panel, when 


swung open, gives outstanding Dual-Temp features. 


REMEMBER! ONLY e 


Get complete details now from your Admiral Distributor 


ADMIRAL CORPORATION, CHICAGO 47, ILL. 
RADIOS—DUAL-TEMP REFRIGERATORS 


me ee | CAN BUILD A DUAL-TEMP REFRIGERATOR 
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ELECTRICAL APPLIANCt 


171% | NEW RADIO PRODUCTS é 


3-tube amplifier with an output 
34 watts; 64 in. high fidelity yn» 
speaker; separate volume ntr 
gearless automatic record unger 
that plays 10-12 in. or 12-10 
records; featherweight pic} ur 
and Permo Fideltone Deluxe Foas . 
ing Point; operates on 115 yolt. ¢ . 
cycle, a.c. only; mahogan 
rubbed cabinet. 

Electrical Merchandising, Septen 
1946 
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EMERSON Phonograph 


Emerson Radio & Phonograph Corp., 
111 Eighth Ave., New York 11, N. Y. 


Device Emerson portable phono- 
graph No. 521. 
Selling Features: Complete phono- 


| graph with 3-tube amplifying power 
unit; increased power output with 
new circuit and new 64 in. Alnico 5 
| permanent magnet dynamic speaker ; 
Emerson featherweight tone arm and 

















rystal pickup; l-oz. needle pres- WEBSTER-CHICAGO 

sure; continuous tone control; self 

starting constant speed motor; Record Changer 

modern style; plays all size records W ebster-Chicago Corp., 

including 12 in. with lid closed. 5610 Bloomingdale Ave., Chicago 39, |/ 
Electrical Merchandising, September 1 Maid: te 30 euenuih 

1946 . . satin re 

194 ¥ changer. 


Selling Features: Will play a 13 
stack of 10 and 12 in. records inter 
mixed; automatic “disengage’ 
relieves pressure on rubhe 
wheel when machine is not 
embodies other Webster 
such as velocity trip, automatic 
off, improved rim drive; 4 
shaded pole motor; stainless ste: 
spindle spring cushioned to prevent 
center hole wear of records; styl 
for use in fine furniture combina 
tions. 


- For Replacement on any Make | Ps 
fa or Size Electric Range 1946. 








ELECTRIC 
RANGE UNITS 
































TRELA Record Changer v 
y, You'll find profit and pleasure in recommending Senate Electronics Corp., 624 S. 
CHROMALOX Triangulars to your customers. They Michigan Ave., Chicago, 5, Ill. 
SY to install in a jiffy without muss or fuss and they give aren ' : 
quem" you a good mark-up and fast turn-over. pr nl Trela automatic record 
There is plenty of sales punch in CHROMALOX a ; 2 a: 
: ; . Selling Features: Plays 10-12 in. or 
{ Triangular Range Units! They provide instant heat 12-10 in. records automatically; 
. . . long and dependable service . . . and make equipped with on-off and rejector 
/ nomic cooking really enjoyable to housewives. switch; crystal pick-up; light 
{ Extra Volume and Extra Profits are yours when | weight; brown crackle finish. 
you feature CHROMALOX Triangulars for range unit | —" Merchandising, September 1, 
y, replacements. For full information, write for Cat- ’ 
ify alogs CF-145 and L-1023-A. | 
long ¢ on new ranges and for replacements | 


WESTERN Phonograph 
Western Sound & Electric Laboratories 


nc., 
3512 W. St. Paul Ave., Milwaukee, Wis. 


Device: WE-100 AW, WE-1i00 AP 
and WE-100 automatic _ record- 
changing phonographs. 

Selling Features: WE-100 AW, play: 
12 records automatically; tone and 
volume controls; amplifier has auto- 
matic bass compensation for fu! 
tones at low volume levels; 1 
speaker. 


CHROMALOX 





means ELECTRIC Cooking at Its Best 


Rc-17 











EDWIN L. WIEGAND COMPANY + 7525 THOMAS BOULEVARD, PITTSBURGH 8, PA. | 
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SYMPHONIC Record Player WE-100 AP, automatic record 

Symphonic Radio & Electronics Corp., par lla style case; 9 2 

| Cambridge, Mess. WE-100 non-automatic, in luggag' ADI 
} Device Model YCA3 automatic case; 3-tube amplifier. 


record player Electrical Merchandising, September | 


MTT AT Re case ; 
i Selling Features Equipped with a 1946, 
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TWO REFRIGERATORS IN ONE 
EACH WITH ITS GWE TEMPLRATURE CONTROL 
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NEW! DIFFERENT! 


t Colorful card for top of refrigerator calls attention to Dual-Temp’s 


nationally advertised “no defrosting” feature. 


2? Beautiful life-size girl in natural color shows foods from purified 


moist cold compartment kept fresh in uncovered dishes. 


Another life-size, full-color girl calls attention to the built-in freez- 

ing locker. 

A hinged full-color panel shows freezing locker filled with frozen 
. 

foods. Can be swung open to reveal empty locker. 

Another hinged full-color panel shows the moist cold compart- 


ment as though filled with foods. Reverse side of panel, when 


swung open, gives outstanding Dual-Temp features. 


REMEMBER! ONLY & 


Get complete details now from your Admiral Distributor 


ADMIRAL CORPORATION, CHICAGO 47, ILL. 


RADIOS—DUAL-TEMP REFRIGERATORS 
—HOME FREEZERS—ELECTRIC RANGES 


CAN BUILD A DUAL-TEMP REFRIGERATOR 
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MOST OUTSTANDING OF ALL INTERCOMMUNICATION EQUIPMENT! 


FLEXIF ONE 


.- THE 1947 LINE THAT 
GIVES YOU SALES LEADERSHIP TODAY! 





FLEXIF ONE 


6-STATION MASTER 


442 


SUGGESTED 
CONSUMER 
PRICE 





FLEXIF ONE 


SPEAKER STATION 


162 


SUGGESTED 
CONSUMER 
PRICE 





FLEXIFONE MODELS ARE AVAILABLE NOW! 


FLEXIFONE offers you two brand-new profit lines—Supervisor Models 
for small, low-cost systems and Executive Models for large installations. 
FLEXIFONE’S smart new styling, quality construction, and free sales 


helps mean new business for you!... Investigate FLEXIFONE today! 


NATIONALLY ADVERTISED in Time, Newsweek, U. S. News, Business Week, 


Modern Industry, American Business and other best-read magazines. 


: oPERADIo 


FLEX/IF ONE 






INTERCOMMUNICATION SYSTEMS 


OPERADIO MANUFACTURING CO., DEPT. EM-9, ST. CHARLES, ILL. 
Gentlemen 

Please send us the profit story on FLEXIFONE Executive and Supervisor inter- 
communication systems. 
NAME 
ADDRESS 


CITY STATE 
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NEW POSITIONS 








Waring Products Corp. Regina Corp. 
H. L. Newell has been elected presi- 


Lannon F. Mead, since 1936 vic 
dent of the Waring Products Corp., 


president, treasurer and d 
sales of the Regina Corp., Rahy 
N. J., has been elected president 
company. l 


according to a recent announcement by 
Sanford, 


David E. chairman of the 
He succeeds the late 


E. Norris. F. Hunter Cor 
Regina’s board of directors, was ek 


treasurer. Other officers are Jame 
Scharfe, vice-president ; Nor 
Douglas, secretary and assistant tr 


surer; and George E. Brool 
sistant secretary. 

Mr. Mead started with R 
1924 in the Los Angeles bra 
went to Seattle in 1925, and 
moted to division manager 
with headquarters in Indiana 


La a>» 





H. L. NEWELL 

board of the corporation. Mr. Newell 
has been with General Electric for 
twelve years, designing and manu- 


facturing controls for appliances at its 
Schenectady and Bridgeport plants be- 
fore joining Waring and taking over 
its presidency. 


Ray-O-Vac Co. 
The Ray-O-Vac Co 


battery firm, has announced the ap- 
pointment of J. A. Mcllinay as sales 
manager, succeeding J. C. Ryan, new 
vice-president in charge of operations 
Mr. Mcllnay was formerly eastern 
sales manager for the firm and prior to 
that was general sales manager of the 
Burgess Battery Co. 

D. M. Cook has been named merch- 
andising manager and J. G. Studholme 
has been appointed 





. Madison, Wis., LANNON F. MEAD 


When the late Mr. Norris | 
president of Regina in 1935, Mr. M 
came to Rahway to assume cl 
of sales activities. Three years lat 
he was elected vice-president, trea 
surer and director and assun 
responsibility for the overall 
tions of the corporation 





sales promotion 
manager 


Nash-Kelvinator Corp. 


J. Ellis Briggs, formerly with the 
Central Hudson Gas & Electric Cor 
as assistant retail sales manager, has 
been appointed district manager for the 
Nash-Kelvinator Sales Corp. for six 
counties in New York State. Accoré- 


Apex Electrical Manufacturing Co. 


The midwest division, comprising 11 
states, is the territory of Herbert F. 
Koether, newly appointed division 











eres hel 
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®s are 


HERBERT F. KOETHER J. ELLIS BRIGGS 


ls your 


‘ 7 , . . - . on. Meudy anc 
manager for the Apex Electrical ing to Charles S. Witherspoon, ma J 


Manufacturing Co. His past experi- ager of the New York office, Mr 
ence includes service with Frigidaire, Briggs will do appliance sales orgat 
Ryals, Inc., 1900 Corp. and the zation work with more than 50 dealers. 
American Washer and Ironer Manu- When with Central Hudson M’ 


Briggs became noted for his p 
tional activities, including an appli 
ance conservation clinic, a tchet 
moderization plan and a preview 
post-war illumination. 


facturers Association. During the 
early war years he was a priorities 
officer with the WPB and later served 
as a contract terminations officer with 


the AAF. 
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vow STRUNG 


IS YOUR DEALER 





SET-UP? — 





THE 


DURABLE GOODS STUDY 


GIVES YOU COMPLETE, 
ABOUT HOME APPLIANCE DEALERS IN THE 


GREATER CHICAGO MARKET: 


x. 


eres help—pertinent, timely information about 
Ppliance dealers—and with it a Sales Plan which 
nenable you to get your share of the great 
: tket they serve and at a profit. 

Are you well-established in this market? You can 
¢ the Durable Goods Study to check up on your 
esent pattern of distribution . . . and the Sales 
on to strengthen representation where greater 
&s are indicated. 

s your appliance new in this market? With this 
vdy and Sales Plan you can determine the best 


ealers. 


M 





SING 





LECTRICAL 
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CHICAGO 


dealer points for minimum distribution and repre- 
sentative distribution. 

To get the information that will help you, we in- 
terviewed 2,049 dealers in Chicago and suburbs 
and in 91 other cities in 5 states...21 sales areas 
in all. 

Important as it is, the dealer survey is only a part 
of the entire study. We asked 10,850 families, 
through personal interviews, all about their ap- 
pliances, their intended purchases, and in what type 
of outlet they would be made. In all, we have 


The Holds Greatest A cesprapfrer 


June average net paid total circulation: Daily, over 1,060,000; Sunday, over 1,450,000. 


1946 








DO YOU HAVE ENOUGH DEALERS? 


DO YOU HAVE THE 
RIGHT KIND OF DEALERS? 


ARE THEY IN THE RIGHT PLACES? 


WHAT DO THEY THINK OF YOU? 


TRIBUNE’S 


; 
| 





FACTUAL DATA | 


compiled information based upon two million 
answers—answers that can have important effect 
on your success in the Greater Chicago Market. 

We'll be happy to place the Sales Plan and 
Durable Goods Study in your hands. Write to 
C. S. Benham, Manager, National Advertising, 
Chicago Tribune, Tribune Tower, Chicago 1 1, Illinois. 


* e 
Over 63.4% of the $414,757,552 indicated purchases of home 
appliances during the first year they are available in this 
market, will be spent by Tribune-reading families. No other 
medium gives you such thorough coverage. Tribune rates per 
100,000 circulation are among the lowest in American. 


CHICAGO TRIBUNE 
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Minka a 








/ ITH the coming of the railroads, Pacific. there still is land to be tilled. 
| 
the western frontiers were con- minerals to be unearthed, livestock to 
quered. They brought men, imple- _ be raised. room for new homes and in- 
ments for building homes and towns. dustrial expansion. 
transportation for marketing products. 


Union Pacific will continue to serve 
Then factories were built. And indus- ; ee" aie 
the territory it pioneered. by providing 
tries thrived where railroads paved = 
I efficient, dependable. safe transporta- 

the wav. : : ; f : 
tion for shippers over the time-saving 


In the 13 great states served by Union Strategic Middle Route. 


be Specific - 
say Union Pacific’ 


7 Union Pacific will gladly furnish confidential 
information regarding available industrial 
sites having trackage facilities in the territory 
it serves. Address Industrial Dept., Union 

Pacific Railroad, Omaha 2, Nebr. 









UNION PACIFIC RAILROAD 
The Stralege Middle Route 
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NEW PosiTions 








? 


Ruud Manufacturing Co. 














Ralph C. Cameron, recently mer. 
chandise manager of the Chrysler Air. 
temp Division and earlier sales map. 
ager for Kelvinator and manager 9 
appliance and merchandising for Gep. 
eral Electric, has been appointed assis. 
tant to the president of the Ri 
Manufacturing Co. 


General Mills, Inc. 


Curt H. Carmichael, who recently 
spent much of three years in the AAF 
touring the Pacific, has been appointed 





CURT H. CARMICHAEL 


southwestern district manager for the ' 
1ome appliance department of General ‘ 
Mills, Inc. Mr. Carmichael’s head : 
juarters will be at 410 Continenta | 
Suilding, Dallas, Texas. Prior to wa A 
service, he was engaged in sales work ‘ 
for the Cory Coffee Brewer Cor 
Previously he was a sales representa- 
tive for the Talens Art C . of Dallas 





Curtis Lighting, Inc. 


Walton T. Woods, Jr., formerly d : 
trict manager of the Mississippi Pow } 
and Light Co. and more recently 
the Navy, has just begun his duties a 
representative in Atlanta of Curtis 
Lighting, Inc., Chicago, Ill. His terr 
tory includes Georgia, South Carol 
ind parts of Florida and Alabama 


Farnsworth Television and 


Radio Corp. 


The appointment of William 
Myers as chief engineer of the re 
ceiver division of Farnsworth Lele 
vision and Radio Corp. has been a 
nounced by B. R. Cummings, vice 
president in charge of engineering 
Mr. Myers succeeds J. H. Pressley 
who has been retained as a consultant 
Mr. Myers joined the company ™ 
1940 as a sales engineer. Prior to that 
time he had been associated with the 
Crosley Corp. for 11 years. 

Dr. R. O. Curry has been appoited 
audio and acoustical engineer, M! 
Cummings also announced. Dr. Curt, 
will assist product engineers in mait- 
taining high standards of audi and 
acoustical performance in radio ame 
television receivers. Previously he 
was engaged in audio research {: 
Capehart division of the compar 
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ELEC) 


It Easy te Sell 


* STAINLESS STEEL TOP 

* ALUMINUM BODY 

* EFFICIENT HEATING ELE- 
MENTS 

* HEATS QUICKLY 

* EASILY PORTABLE 

* TWO-SPEED HEAT 

* FAST BROILING 

* CAST ALUMINUM GRIDDLE 


. 

Made by The 
Manufacturers of Quality 
GILL STORAGE BATTERIES 
Used The World Over 


ELECTRICAL MERCHANDISING—SEPTEMBER 


CONVENIENCE 


and the NEW, different Gill Electric Stove IS convenient! Pick it up, 
see how easy it is to handle. Plug it in, see how quickly it heats. Six 
sandwiches can be crisped to a golden brown in a few minutes. 
Perfect for parties in rumpus rooms, barbecues . .. for bachelor 
apartments, automobile travel, trailers, week-end cabins, offices and 


breakfast rooms. 





The GILL UTILITY TABLE, of stainless steel and alumi- 
num throughout, is also available as the perfect base 
for the GILL STOVE. Collapsable, efficient, attractive 


ELECTRIC STOVE 


GILL ELECTRIC MFG. CORP. 
REDLANDS, CALIFORNIA 


Manufacturers of quality electrical equipment since 1920 
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Major Oil Company Pot Burner Tests 


Show Need For Three Principles Used 


in Elongated H.C. LITTLE Oil Burner 








E) Secondary Air Port 







elongated 


rovide sme 


H ( Little Va 
ikeless, elticient 
imarily pecause 
principles 


laboratory and 


thr prir rn] 
rec principies 


modincation 


iI 
well 


1 in Fueloil 


ind Oil Heat, May, 


laboratory research has developed certain modifications 


1946—through independent 
for round, pot-type burners that enable them to use 
today's straight catalytic fuel cleanly and efficiently 
These modifications embody three principles of 
combustion that 
PRINCIPLES USED 
LITTLE BURNER DESIGN 


and a direct comparison shows 
rTHEY ARE THE SAME THREI 
IN THE ELONGATED H. ¢ 


FOR SO MANY YEARS! 








NEW POSITIONS | 











, 3. “When the fuel is 
vaporized in the lower 
part of the burner, it 
thould be allowed to 
premix thor mu ghly with 
same primary @airat 
reasonably low temper- 


ciple is that liquid fuel 


} ; 


; ; 
iF uld nol be subjected 


to the intense heat 


radiated from the flame ‘ 
ature to permit partial 


above.’ oxidation.’ 














1 


F Prepored gases burn here 








ELONGATED H.C. LITTLE OIL BURNER EMBODIES 
THREE PRINCIPLES NECESSARY TO SMOKELESS 
COMBUSTION OF CATALYTIC FUEL—In the 
H. C. LITTLE BURNER, the enters the 
relatively cool front end (A), thus avoiding contact 


with (FIRST 
PRINCIPLE). Due to the elongated burner design, the 


oil first 


hot metal and preventing cracking 
liquid fuel is NOT subjected to the intense heat radi- 
ated from the flame (SECOND PRINCIPLE). Instead, 
the more volatile oil fractions vaporize first (B). Then, 
flows toward the 


as oil 


rear of the burner, the oil 
temperature gradually increases and the less volatile 
fractions are progressively and completely vaporized 
(C). They are thoroughly premixed with air from the 
primary air ports (D), under proper conditions of tem- 
perature for complete “preoxygenation” (oxidation). 
(THIRD PRINCIPLE). Heavy furnace oil (including 
catalytic fuel) is thus prepared for complete and efficient 
combustion without cracking and with no accumula- 


tion of soot or carbon. 


This is PROGRESSIVE LOW TEMPERATURE CARBU- 
RETION, a principle which has been exclusive to the 


patented H. C. Little Oil Burner for nearly two decades. 


Today More Than Ever—"The Greatest Name in 


Low-Cost Automatic Oil Heat for Small Homes” 


WOLU«CE 


a 


NOTE: Endorsement of the H. C. Little Oil Burner by the Oil 





SAN RAFAEL CALIFORNIA 
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Company is NOT UNDER ANY CIRCUMSTANCES to be implied. 


SEPTEMBER 1, 


Rex Cole, Inc. 


A new department of advertising 
promotion set up by Rex Cole, Inc, 





R. L. RYAN 


Long Island City, N. Y., maker of the 
Rex Cole Air Circulator, is headed by 
R. L. Ryan, formerly of the Air Mate- 
rial Command. He will handle trade 
paper releases, advertising and gep- 
eral promotion. 


Templetone Radio 
Manufacturing Corp. 


Edward R. Jahns has been named 
chief electrical engineer of the Temple- 
tone Radio Manufacturing Corp., ac- 
cording to a recent announcement by 
Dr. Dale Pollack, vice-president in 
charge engineering. Mr. Jahns 
held a similar position for the past 
eight years with the Pilot Radio Corp 
He has also been associated with the 
Jackson Bell Radio Co. and the Mis- 
sion Bell Radio Co. 

Bernard A. Newman and George D 
Targer have been added to the Temple- 


of 


tone roster as field representatives 
Both will contact Templetone dis- 
tributors 

George A. Ford has been named 


assistant sales manager, while Sidney 
Karr takes a position as advertising 
and publicity assistant to 9. A. Kelsey 


sale 





S manager 


Majestic Radio & Television Corp. 


New acting western division mar 
ager for Majestic Radio & Television 
Corp. is A. J. Lindholm, formerly with 
McCormack & Co., San Francisc 
distributor, as manager of the Majestic 
radio and record division. Earlier, 
was associated with Ray Thomas, In 
a Los Angeles distributor, and during 
the war he served in the Navy holding 
various positions including the com- 
mand of “Radio San Francisco”, 4 
large Naval communications center 


National Union Radio Corp. 


Ejnar O. Sandstrom, former sex 
tary-controller, has been elected treas 
urer of National Union Radio Cor 
Paul W. Schuette has been nam 
secretary, and Jerome V. Deevy assi 
tant secretary, it was announced r 
cently by S. W. Muldowny, presider 
Mr. Sandstrom, who succeeds Williar 
R. Wilson of Philco Corp., joined N 
tional as an auditor in 1930. He b 
came assistant secretary in 1935 a: 
secretary-controller in 1945. 


1946—ELECTRICAL MERCHANDISING 


LIXON PRC 


KEEP CUSTOMER. 





ECTORS 


buyrnonrs 


in HERMETIC 
REFRIGERATOR 


Today you can sell customers almost anything... simply 
put an “immediate delivery” sign on the product. But will they 
stay sold or will they be back pounding on your door with re- 
turns for repairs and replacements. 

One way you can keep customers sold on the refrigerators you 
sell is to specify and ask that manufacturers build in a Klixon 
dome-mounted Protector in the: hermetic unit. 

These simple, inexpensive, easy-to-install protectors will 
prevent many a service headache by preventing motor-burnouts. 
Taking into account the many variables that cause motor over- 
heating such as low line voltage, hot room conditions, clogging 
of condensers with dust and lint and poor location, Klixon 
Protectors cut the power “off’’ should a motor become dan- 
gerously overheated. When the motor cools to safety, they 
snap the power on again automatically enabling the unit to 
refrigerate. 


Remember to ask the manutacturer to include Klixon Pro- 


Spencer Thermostat Company, 1709 Forest Street, Attleboro, Mass. 
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tection on the units you sell. They'll reduce service calls, 
eliminate motor repairs in your service department, reduce 
factory returns... and most important keep customers sold and 
coming back for other merchandise. Remember too—point out 
Klixon Protection advantages to your customers and make 


your sales easier. 


THE KLIXON START- 
ING RELAY completes 
the combination required 
to start and protect the 
hermetic motor. Its posi- 
tive-action and long life 
eliminate starting troubles 
and make it a fitting com- 
anion for the Klixon 
rotector used and recom- 
mended by leading refrig- 
eration manufacturers. 








REFRIGERATOR MANUFACTURERS 


Investigate Klixon dome-mounted 
Protectors for the units you build. 
These protectors will cut down fac- 
tory returns for repairs and replace- 
ment...will help build product 
reputation and customer goodwill. 
Klixon Protectors are inexpensive 
... easy-to-install. Write for infor- 


mation today. 
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SET FOR THE BIGGEST 
MARKET IN HISTORY! | 
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TO RETAIL AT 
$9950 
22 COMPLETE 


$31.75 value if 
purchased separately 


THE TOOL OF 
10,000 USES 
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POLISHING 
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SANDING 


CASCO PRODUCTS CORPORATION, BRIDGEPORT 2, CONN. 
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Exclusive 





finger-grip } J 
brings hand ’ 
closer to ae d 
work. ; ss 
Zz 
ewooD 
e METAL 
WORKS . ciass 
e PLASTICS 


CASCO ELECTRI-CRAFT 
TOOL KIT 


®A whole shopful of tools in one— 
complete with 35 accessories 


® For hobbyists, craftsmen, mechanics 


A bigger market than ever before, with greater 
opportunities for profit, is proved by surveys for 
Casco Electri-Craft Tool Kit. Millions of new po- 
tential users have been trained by military and 
war-plant work, will. demand the quality kit with 
more exclusive features than any other. 


Precision-engineered to run accurately in excess 
of 20,000 RPM on AC or DC. It’s dynamically 
balanced, sturdy and safe. Tools won’t wobble. 
Fan-cooled, air-vented, pcsitively insulated. Vibra- 
tionless on sealed ball-bearings. 


Guaranteed. Comes in sturdy, dual-purpose, fitted 
steel chest:a complete portable power workshop 
that will exceed its previous history-making sales 
record. 


Nationally advertised in leading hobbycraft maga- 
zines to bring customers to you. 


Deliveries still limited, but increasing rapidly. 
First preference to pre-war customers, but soon 
America’s finest Hand Power Tool Kit will be 
available to all. 


FOR NEW AND UNUSUAL CONTRIBUTIONS TO BETTER LIVING 


¢ 


WATCH 


SCO 




















NEW POSITIONS 











Westinghouse Electric Corp. 


R. F. Wright has been appointed 
Chattanooga manager of Westing- 
house Electric Corp. to succeed J. G. 
Simpson, retiring after 40 years, ac- 
cording to Thomas Fuller, south- 
eastern district manager. Mr. Wright, 
with the firm since 1916, was at one 
time transportation manager for the 
company in Atlanta. 

The company’s new merchandise 
manager for table appliances is James 
E. Crum, whose appointment was an- 





JAMES E. CRUM 


nounced by R. Z. Sorenson, manager 
of the department. Mr. Crum was 
formerly central district sales promo- 
tion manager and has been with the 
company since 1922. 


Westinghouse Electric Supply Co. 


J. T. Urban, general appliance man- 
ager of the Westinghouse Electric Sup- 
ply Co., New York City, has named 
E. W. Gaughan as assistant manager. 
Mr. Gaughan was formerly assistant 
appliance manager in the west central 
district. He has been with the com 
pany since 1919. In the past he has 
been branch manager in Erie, Pa., and 
merchandise manager in Philadelphia 

J. A. Hunter, who has represented 
Westinghouse Electric Supply Co. in 




















































J. A. HUNTER 


Arkansas for the past 18 years, has 
been promoted to manager of the new 
Westinghouse branch office and ware- 
house at 119 Sherman St., Little Rock. 

Jordan K. Silver has been appointed 
manager of the New Haven, Conn., 
branch of the Westinghouse Electric 
Supply Co., succeeding Henry E. 
Mitchell, who will continue as a special 
representative. Mr. Silver joined 
WESCO in 1919, serving as a sales- 
man in Maine and New Hampshire and 
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subsequently transferred to  Proyj. 
dence as branch manager in 1931, He 
returned to Boston in 1937 as n iNager 
of dealer merchandise. 


Schick, Inc. 


C. W. Shader has been appointed 
purchasing agent of Schick, Inc., Stam. 
ford, Conn., according to an announce. 
ment by Kenneth C. Gifford, president 
Mr. Shader, who replaces A. E. Hor. 
ton, new general manager of Schick 
Service, Inc., was formerly a buyer 
for the Scoville Manufacturing Co 
and for the Waterbury Clock Co 

The Boston territory will be super 
vised for the company by Edward Fla 
herty, whose appointment was recently 
announced by L. H. Simmonds, vice. 
president in charge of sales. Lawrence 
Glasner has been named supervisor of 
the New York City sales staff 


Proctor Electric Co. 


H. S. Perkins, who last year was 
appointed assistant general sales man 
ager of the Proctor Electric Co. to fil 





H. S. PERKINS 


the position until Joseph Tiers re- 
turned from the Army (EM, Aug. 15 
page 10), has been appointed Los An- 
geles district manager, according t 
regional manager Charles P. Culbert 
Mr. Perkins joined the firm in 1940 as 
assistant to the sales manager 
Maurice F. Moriarty, who joined 
Proctor in 1944 as a member of the 
executive staff at Philadelphia head- 
quarters, has been appointed Florida 
district manager, it was announced 
recently by Oswald MacCarthy, east 












































M. F. MORIARTY 


ern regional manager. Mr. Moriarty 
replaces the late Frank C. Barrington 
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An old-time way 
to turn a shatt 





Was 


FOR THE BEST IN 
MODERN HORSEPOWER... 
























For any problem of turning an appli- 

ance shaft, Delco motors provide a 

dependable answer. Engineered to 
5 meet the torque and service require- 
ments of the individual application, 
they are quiet, compact and efficient 
... reflecting all the benefits of Delco 
‘the Products’ long association with the 
rida appliance industry. That’s why so 
i many outstanding manufacturers of 
refrigerators, washers, ironers, stokers, 
oil burners, air conditioners and other 
appliances specify Delco motors.What 
betterexampleto follow? Delco motors 
are built in sizes from ¥ h.p. to 50 
h.p. Delco Products Division, General 
Motors Corporation, Dayton, Ohio. 
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“Main Street’ is that familiar sales territory you cover. 
Why not size up your present customers and approach 
those who are not users of ‘Teletalk’’? They'll thank 
you for showing them how to save so much of their 


wasted time through the convenience of this timesaver. 


“Teletalk’’ prospects are everywhere. Factories, banks, 
garages, offices, hospitals, institutions, stores are all 


looking for new ways to get more work done. 


Now is the time for you to profit by showing them the 
advantages of ‘‘Teletalk’’ intercommunication systems 


for keeping in touch with all departments of their busi- 


ness it saves steps, avoids delays, speeds up busi- 


ness and saves costly waste of time. 


Licensed under U.S. Patent 


and American Telephone and Telegraph Com 


r 
% 






WEBSTER 


RACINE 


i 
° 4 


Esta 


Every step down 
ain Street leads to a 


aa rae nae ane 


\Y/ 


a mnmnnee mae 


ed 1909 


1 


WEBSTER ELECTRIC 


ifatar) 


INTERCOMMUNICATION SYSTEMS 





If you are not selling ‘Teletalk,’’ now is the time to 
get started and make sure that YOU will get your 


share of this profitable business. 


“Teletalk”’ is nationally advertised and widely known. 
Prospects everywhere are receptive to ‘Teletalk.” 
Getting orders is a matter of making contacts. It is 
moderate in price, easy to install and costs little or 


nothing to maintain. 


Often the sale of ‘“'Teletalk’’ leads to the sale of other 
items in your line. You can secure a share of this busi- 
ness by calling ‘“Teletalk’’ to the attention of your 
customers on every call you make for the next thirty 
days. Why not try it? 


my 


ELECTRIC 


‘| WISCONSIN 
ay 


of Western Electric Company. Incorporated, 






Export Dept. 13 E. 40th Street, New York (16), N. Y. Cable Address “ARLAB”™ New York City 


‘'where Quality is a@ Responsibility 
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and Fair Dealing an Obligation 
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NEW POSITIONS 














Radio Corp. of America 


Three important appointment 
recently announced by president Days 
Sarnoff of the Radio Corp. of A e 
Walter M. Norton is the new ; 
of the RCA Victor Distributing Co. 
Prior to joining the company | 
associated with Montgomery 
Co. for 18 years. Prior to that 
engaged in merchandising activities ;, 
Los Angeles and San Francisco {,. 
Sears, Roebuck & Co. 

Meade Brunet, a vice-president 
the RCA Victor Division at Caméde! 
N. J., was upped to managing directo- 
of the RCA International Division ; 
New York where he succeeds Edy 
N. Clark, resigned. Mr. Brunet ha 
been with RCA since 1921 and in thy 
time has successively held the positior 
of manager of production and distriby. 
tion of Radiotrons and Radiolas, sale 
manager and general manager of the 
engineering products department oj 
RCA Victor. He was elected a vice 
president last December. 

Mr. Brunet has been succeeded 2 
vice-president in charge of the eng 
neering products department by W, W 
Watts, former general sales manage; 
of the RCA Victor division. Prior to 
the war he was associated with Mont. 
gomery, Ward & Co., and was vice- 
president in charge of a Zenith subsid- 
iary, the Wincharger Corp. 








Hamilton Manufacturing Co. 







Former civilian technician with t! 
AAF and salesman for Paramoun 
. 


P. A, LaROCHE 


Pictures, Paul A. LaRoche has beer 
appointed to the sales staff of the hom 
appliance division of the Hamilton 
Manufacturing Co., Two Rivers, Wis 
His appointment was announced by 
W. A. Friedrich, director of sales 


Noma Electric Corp. 


New Jersey, Maryland, the District 
of Columbia, and Virginia will be 
covered for the Noma Electric Cort 
by a new sales representative, Seymour 
Mayers, recently appointed by Josep! 
H. Ward, executive vice-president 
Mr. Mayers was formerly a specia 
assistant at Noma, Ltd., of Canad 

Mr. Ward also announced the a 
pointment of Jules Deutsch as ! 
assistant in charge of industrial eng 
neering, plant layout and production 
Mr. Deutsch was promoted to his new 
post from plant manager of the Glo- 
lite Corp. in Chicago where he ha: 
been for the past 15 years 
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ccMenT OR 4 REFUND OF 


© Guaranteed by 
Good Housekeeping 


No IF DEFECTIVE OR w 
ZAS Apveprised TEES 


Thit teal it Fer. green bight” 


Ti 
| Irs,” “‘and’s,”’ and “‘but’s”’ seem to vanish—uncer- 
tainty is replaced by confidence—when a woman sees 
the Good Housekeeping Guaranty Seal. 
A recent survey by Crossley, famous research au- 


thority, proves that this seal is recognized and respected 
by more women than any. other product endorsement. 


Mo, 
ey 



























a 
costs 


, Wis That’s because Good Housekeeping gives its own 
ed by money-back guarantee for every product and service 
es advertised in its pages. This special guarantee is pub- 


lished in every issue, at the top of page 6. 


Women know we give this seal to no one. The prod- 
uct that has it, earns it. 


= Good Honsekeeping 


The Homemakers’ Bureau of Standards 
959 8th Avenue, New York 19, N. Y. 
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General Electric Co. 


Carl M. Lynge, erstwhile gene 
works manager of G-E’s Bridgend 
plant, has been promoted to m inager 
manufacturing for the Appliance a 
Merchandise Department, succeed 
W. Stewart Clark, who retired 
August 1. Mr. Lynge joined 4 
company’s test course in 1912. Duriy 
the following seven years he was 
design engineer, worked in the ¢ 
and production departments, and fina 
headed motor manufacture in Pit 
field. He was transferred to Bridges 
in 1920 where three years later he be 
came assistant to the works manap 
then executive engineer. In 1929 } 
became assistant works manager x 
in 1945 was given the additional ti: 
of assistant manager of manufactyriy 
for the A & M Department 

Mr. Clark’s retirement rounded 
47 years of active service with ¢ 
company, 26 of which he 5; 
active head of the Bridgeport 
He entered the firm in 1899 as ad 
man. Until 1920 he devoted 
energies to engineering under th 
tutelage of H. F. T. Erben. In tha 
year he took charge of the Bridgepor 
plant, building it from a sub-depar 

Drawer T, GD ment with 25 employees to the cente 
GMONG Yd haa reezer4 of appliance production. He was als 
responsible for the manufacture 2 
engineering of construction materials 
radios and home appliances in 21 othe 
plants. 
has been built into every vital part of J. A. Morris and G. M. Bennett hay 
been appointed district appliance su 
pervisors in Kansas City and Chicag 
respectively. 





) 
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Tops, because extra customer appeal 


this Freez-All drawer type freezer. 


Ease of operation and all of its many 
G-E Supply Corp. 


The board of directors of Gener: 
Electric Supply Corp. have announce 
Harry C. Calahan’s election as com 
mercial vice-president of the company 
will see readily most of its advantages succeeding Harry F. Thomas, retir 
Mr. Calahan has been district manag 
of G-E Supply in New York since 192 


little conveniences has reduced selling 


resistance to the minimum. Customers 


—and there are many. That is why 


thousands have already said, ‘'Freez- 


EEZ Li All is the home freezer we want." 


MODEL 60 MODEL 80 
6 cu. ff. chest type 8 cu. ft. drawer 
freezer — white type freezer — 3 
boked enome! over- storage drawers 
all—biock bese. with shorp freeze 
compartment above. 


PELCO i BEVERAGE COOLER 


Chills Enormous Quantities of Bottled Beverages in top and ea voy on 
Refrigerates foods or Precools Bottles in Side Compart- 2 


ment * NG Os 
MODEL 513-CE. Sell Pelco—America’s leading beverage cooler. : 7 
Give yourself every possible advantage in the new competition mie gnc apg or grrag 

> > Ie - ‘ > 4 7 - invoive ere, on yana emp ° 

ahead. Put Pelcos name, background and product to work for you. ik sed Sn ame at Ce 


SOLD THRU DISTRIBUTORS OF COMMERCIAL REFRIGERATION distributors. Frances Reed and Dav 


Thomas of Mullins Mfg. Co., Warren 
Ware FOR LVERATERE Ohio, handle 70 of these every month 


PORTABLE ELEVATOR MFG. CO., Dept. 11, Bloomington, Ill, | tere sho. desis with the originals» 


second sheets, he handles the carbons 
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our 52 WEEK Market 


\ver 2000 home furnishings lines are on display 


very business day throughout the year—in The 


lerchandise Mart. This is by far the largest | 


ncentration of home furnishings lines under 
me roof in all the world. 

Every week is market week for buyers. The 
roblems of allocations and the opportunities 
resented from day to day by the possible 
ppearance of new merchandise make frequent 
narket visits more advisable than ever. 

Buyers have learned the many conveniences 
ind advantages offered by this concentration of 
ines plus a52 Week Market. They certainly have 
-to the tune of 400,000 buying visits here per year! 
\nd manufacturers have discovered both the 
ficiency and economy of representation at and 


listribution from this greatest of Market Centers. 


THE MERCHANDISE MART 


Centered for Efficient Buying and Distribution 
CHICAGO 
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Order Monday 
Get Friday 


IMMEDIATE 
DELIVERY 


$995. 


| This new HANDEES Dual 
Wheel Truck was designed 
| especialy for appliance and 
refrigerator dealers. 


| Purpose No. 1—to make 
easier handling of large 
| heavy appliances up to 
* 600 lbs. 


Purpose No. 2—to handle 
large crates, or stacks of 
cartons as well as appli- 
ances. Most special re- 
frigerator trucks will 
not satisfactorily handle 
other loads. 


Dual Wheel Advantages. 

Gives a more solid foot- 

ing, making it easier to 

“break-over” the load, 

and far easier to get 

rolling. Strain on arms 

is reduced where uneven 

floors are encountered. 

for there is considerably 

less side-wrench 

with 4 wheels 

than with 2 

wheels. It is al- 

| most impossible 

| to side-tip this 

| truck no matter how far the load extends 
beyond width of the truck because of the 
| extra stability gained by the 4 wheels. 





Quiet, Resilient Tires will not mar. 
| seratch or track your fine floors, or your 
customer's. They roll easily over uneven 
floors or over small obstacles found on 
many floors, without the sudden “slew- 
ing” around experienced with smaller or 
single wheels when you run into some 
small object. Tires are 10 x 1.75 Good- 
year or Firestone (our option) semi- 
pneumatics. Puncture-proof. Two pieces 
| of formed steel make up the wheels. 
| with special centers and bearings to 
avoid trouble caused by the side-thrust 
of heavy loads. 

Light Strong Frames of 1” O. D. 
tubular steel, all welded con- 
struction, give strength without 
useless weight. The only thing 
really heavy is the 24” nose 
piece made of quarter-inch steel 
armor plate. Yet the entire truck 
weighs only 46 Ibs. Height of 
truck, 54”; width 24”. Curved 
cross straps. 13’ web strap, with 


buckle. 





Dept. 1-R 


pANdee ANby 


MH Extra HANDS 
YOU NEED 


New Handees Dual 
Wheel Appliance 


ruck Rolls Very Eas 


Rolls Like a Baby Buggy on 4 Big 
Resilient, Quiet, Puncture-Proof 
Semi-Pneumatic Tires 





Try This Truck. You will find 
HANDEES Dual Wheel Trucks _ will 
greatly reduce the job of handling big 
heavy refrigerators, stoves, radios, heat- 
ers, washing machines and other major 
appliances. In addition it will efficiently 
handle bags, barrels, cases, cartons and 
the like. 
Try at our Risk. Over 10,000 HANDEES 
trucks have been sold by mail. Less than 
a dozen of them have come back on 
our simple guarantee, “Send back any 
HANDEES truck collect if it doesn’t fit 
your needs.” Order by mail with full 
confidence of satisfaction or your money 
yack. 

Delivery: Order Monday — get 

Friday. Immediate delivery from 

stock. 
1% 


cash 


Term By 
firms. 


10 days. Unrated 


2 Wheel Truck Specialists 
HANDEES Co. specialize in 2 wheel 
steel trucks only. Line production in big 
runs permits better trucks at low prices 
HANDEES trucks are in use in nearly 
every part of the world 


HANDEES COMPANY 


BLOOMINGTON, ILL. 
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WRITE TODAY FOR FULL INFORMATION. ADDRESS: STOKERMATIC 
570 LEXINGTON AVENUE, NEW YORK 22, NEW YORK. 


PAGE 





Yes, STOKERMATIC sells itself. 


Your customers can rely upon the 19 years 
experience behind STOKERMATIC because 
every mechanical detail has been carefully 
perfected, from the sturdy Silent Unit 
Drive Gil to the delicate automatic con- 
trols. Every trouble-saving feature has been 


included from the ever-burning “pilot” 
fire ee 


servicing. 


to special provisions for easy 


STOKERMATIC sells 


itself because it pays for itself. 

Fuel savings can pay for a STOKERMATIC in 
a few years. Customers get easy FHA terms 
...nothing down, 3 years to pay. Prospects 
will buy 300,000 stokers this year. Get 


your share of the business NOW with 


STORERMATIC 
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LEAGUE ACTIVITIES 








The Electric Institute of 
Washington 


A folder containing complete infor- 
mation as to a suggested procedure for 
interviewing applicants for sales jobs 
has just been announced by the Elec- 
trical Institute of Washington. It con- 
tains general suggestions for selection 
and hiring of sales personnel, such as 
the preliminary interview, securing in- 
formation from references, references 
from customers, credit reports, and an 
application form to be filled in by the 
applicant as well as a summary sheet 
to be filled in by the interviewer. The 
Institute announces that a reasonable 
number are available free of charge to 
members. 


Myers Describes New 
Lamps to Chattanoogans 


Horace W. Myers of the Westing- 
house Electric Corp., featured speaker 
at a recent dinner meeting of the Chat- 
tanooga Electric League, described 
new lamps which destroy airborne bac 
teria, and also discussed lamps which 
emit healthful invisible rays 


Canton Dealers Plan 
League Organization 


The Electrical Leagues of Cleve- 
land and Columbus will serve as the 
model for a new association which is 
in the process of formation in Canton, 
Ohio, by some 28 dealers, distribu- 
tors and servicemen. At the initial 
meeting of the as yet unnamed or- 
ganization, W. F. Morrow of the 
Morrow-Randle Co. was elected presi- 
dent; Carl Myers, vice-president: and 
C. E. Parks, secretary-treasurer. 


Incorporate Dallas 
Radio Association 


J. Lloyd Williams, T. P. Robinson 
and Luther Bradley, all of Dallas, 
Texas, have incorporated the Dallas 
Radio Sales and Service Association. 











“WHICH DO YOU WANT FIRST, DEAR-- TOAST, COFFEE, 
OR YOUR PANTS PRESSED?” 


—_—— 
Don't everioed your wiring system. When yew 
bulld or modernize provide ADEQUATE WIRING. 
© NEBRASKA POWER CO. 











ONE OF A SERIES: We'd hate to 
think that this poor guy goes through 
something like this every morning. 
Maybe that accounts for the success of 
the Adequate Wiring Campaign which 
was originally designed by the Nebraska 
Power Co., Omaha. Now the National 
Bureau is making it available to the en- 
tire industry as a 26 weeks series of 
cartoons. The artist is Harry Walsh and 
the originating ad agency was Allen 
& Reynolds, Omaha. 
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Reynolds Succeeds Strong 
in Intermountain League 


Arthur J. Reynolds, former dealer 
sales promotion representative of 
Utah Power & Light Co., was recent, 
appointed manager of the Intermoyn. 
tain Electrical Association to 
Elias J. Strong, who resigned to be. 
come secretary-manager of the Uta} 
Automobile Dealers Association. Mr 





A. J, REYNOLDS 


Reynolds has a _ background 18 
years in the electrical industry. He 
started with Utah Light & Power's 
accounting department in 1928. Later 
he served with the credit and collec- 
tion department and then became en 
gaged in sales work. From 194) t 
1944 he was supervisor of the con 
pany’s customer service department. 

Officers recently elected to head the 
league include O. R. Bigelow, new 
president; E. E. Brazier, G-E Co 
first vice-president; J. T. Underwood 
Smith Electric Co., second vice-presi 
dent; J. F. McAllister, Utah Light & 
Power, secretary-treasurer. Mr. Bige 
low succeeds Ora H. Barlow.’ 


Washington League 
Elects Officers 


The Chelan County Electrical Appli- 
ance Dealers, organized recently in 
Wenatchee, Wash., have elected Albert 
Spencer of the Dallam Furniture Co. 
president, and William Nordeen, Puget 
Sound & Light Co. dealer sales repre- 
sentative, secretary. The organization 
unanimously voted to allot a certain 
portion of their appliances to war 
veterans. The league will cooperate 
in educational activities among both 
its members and the general public 
Proposed activities include cooking 
and frozen food schools, cooperative 
educational advertising and campaigns 
to show potential users the uses of 
new products. 


Inland Empire League 
Formed as Independent 


The Inland Empire Electrical 
Equipment Association, which was 
formed recently in Spokane, Wash. 
as an independent league, has elected 
V. J. Morris president, D. S. Berquist, 
Washington Electric Co., vice-presi- 
dent, J. F. Booth, Brown-Johnston, 
treasurer, and Frank Toole, Washing- 
ton Water Power Co., secretary. The 
association plans an extensive educa- 
tional program for members. 
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Northwest Dealers Form 
Lane County Branch 


The first of the projected branches 
of the Northwest Appliance Dealers 
Association has been formed in Eu- 
gene, Ore., as the Lane County 
Branch. Other branches will be 
established by the Portland league in 
trading centers in both Oregon and 
Washington. 


Incorporated Dealer 
Group in New York 


A ten point program of objectives 
has been announced by the Indepen- 
dent Radio and Electrical Appliance 
Dealers of New York, Inc., which 
was recently formed in Manhattan 
to operate within the state. Incor- 
porators include Philip Leibowitz, 
Barry F. Goldstein, Joseph Fromer, 
Albert Greenblatt, and James A. Bar- 
rington. The purposes of the league 
were given generally as to establish 
principles and practices for the benefit 
f the retail radio and appliance deal- 
ers which were expressed specifically 
as follows: to promote, protect and 
safeguard the business of all members; 
foster fair competition among mem- 
bers; prevent unfair competitive prac- 
tices; effect uniformity in the customs 
and usages of the trade; study credit 
sonditions and exchange credit infor- 
mation; develop statistical activities ; 
supervise the problems of the trade 
in a Cooperative manner; coordinate 
policies, practices and operation; 
initiate legislation in the interests of 
the trade; promote sociability. 


Ohio League Doubles 
Rural Inspections 


The Electrical League of Eastern 
Ohio has reported that up to July 1 
the total of electrical inspections in 
rural sections of the Youngstown dis- 
trict was more than double the number 
for the same period in 1945 and 50 
percent more than for the last half of 
1945. Inspections for the first half 
of 1946 totaled 1,229, compared with 
only 540 for the first half of 1945. 
In six months of 1946, 332 applications 
for inspections of new home wiring 
were received by the league. 











UTILITY LEADERS: These two con- 
ferees at the recent annual meeting of 
the Northwest Electric Light & Power 
Ass'n. are W. C. Mainwaring (left) and 
Patrick Johnson, vice-presidents respec- 
tively of the B. C. Electric Railway Co. 
and the Puget Sound Power & Light Co. 
Both were at one time sales managers of 
their companies during the days of utility 
merchandising in the Northwest. Mr. 
Johnson is retiring president of the asso- 
ciation. 


| 
| 








San looks at the range. Maybe asks a Units heat quickly. They transfer heat 
question or two. Says: “I'll take it!” rapidly. 

A sale may be that easy. Your customer Inconel means protection from damage, 
may never have considered the Inconel ..4 yesistance to high cooking tempera- 
Sheathed Heating Units with which the tures. Inconel resists corrosion by food 
range is equipped. fats, vegetable juices and acids. Inconel 

Why, then, have leading manufacturers Sheathed Units are tough. They won’tscale. 
standardized on Inconel Sheathing for Heat won't warp or crack them. They're 
surface units of the ranges you handle? built to last for the life of the range. 


Here’s the answer: 





Add to the other features of the line you 


Inconel brings long years of trouble-  jandle, all the additional advantages that 


free, economical performance to surface are summed up in the words: Surface 


units—the vital spots that are used three (nits Sheathed in INCONEL. That’s why 


times a day, day in and day out. —when you sell one of these quality 


| Inconel means convenience and speed. ranges— you know it will stay sold! 


| *Reg. U. S. Pat. Off. 


THE INTERNATIONAL NICKEL COMPANY, INC., 67 Wall St., New York 5,N.¥. 
On Lip 
} 
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STEAM HEAT 
from a WALL PLUG 


Steam Heat WHEN 


You WANT it! 





YOU DON'T HAVE TO KEEP 


YOUR FINGERS 
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CROSSED... 


RETAIL Price $37.35 


Steam 


Radiator, 









You can sell Electresteem 
Portable 
with confidence based on 
their long record of satisfac- 
tory service. Electresteem is 
the original Portable Steam 

universally ac- 
by 
users for dependable, trou- 
ble-free performance. 


Radiators 


Dealers and 


ELECTRIC STEAM RADIATOR CORP. 


ented 


base 
water 





Sterilizes Full Day’s Needs 


Holds eight bottles plus plenty 
of bottle-caps and nipples 
long life 
automatic safety shut-off. White 
enamel 
Washable in 


A PLUS PROFIT SELLER 


DETROIT 8, MICHIGAN 


Electric Steam Radiator Company of Canada 


STERILIZER 


at One Time 


Pat- 
element with 
top and black plastic 
soap and 


ltd 


&lectresteem 8-BABY BOTTLE _ 


Windsor, Ontario 


Order from 





Your Jobber = 
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CORD TESTER: Ready for a life test on this robot cord tester—developed on the 


theory that an appliance cord should last as long as the appliance by Westinghouse 


are 16 sections of electric cords. 


After cord samples are mounted between the two 


rings on the upright posts, the rings are revolved 90 degrees in opposite directions by 
eccentric arms connected to the vertical shaft in the center of the cabinet. The 
cords, which are twisted at 32 times normal oscillating speed of fans, carry a cur- 


rent which activates counters. 
number of oscillations can be read. 


When cord breaks the counters stop and the total 











LEAGUE ACTIVITIES 








Leagues Sponsor 
"SunnySide" Programs 


four state area of 
Cincinnati, hear 
weekly programs which present the 
problems of electrical dealers in ob- 
taining and supplying electrical appli- 
The program is 
sponsored jointly by the station and 
leagues in Kentucky, Indiana, West 
Virginia, and Ohio. Continuity of the 
rogram appeals to prospective appli- 
ance buyers to place only one 
tor an item 


Listeners in the 


station WLW, 


ances to consumers. 


( yrder 


vith only one dealer 


Fond du Lac Appliance 
Association Revived 


( Wis.) 


inactive 


Phe Fond du Lac Apphance 
Dealers Association, during 
the war, was recently reorganized and 
t] officers were elected: 
Harold Pinck, Hills Brothers Depart- 
ment Store, president; Herman Ende- 
jahn, Linden Electric Co., vice-presi- 
lent; M. R. Norton, Wisconsin Power 


& Light Co., secretary-treasurer. 


Seattle Association 
Drives for Members 


The Seatth 


ance Deal 


Association of Appli 
rs is actively adding to its 
list of major 


bers 


appliance dealer mem- 
Recently announced aims of the 
sroup include: 


lependable 


stabilization of values, 
service, establishment and 
constructive relations 
with all branches of the electrical in- 
dustry, and promotion of fair trade 
The association handles 
labor relations problems for its mem- 
bers and carries out an educational 
program during monthly meetings. 
President is Herbert C. Poole of Poole 


Electric Co 


maintenance ol 


igreements 


SEPTEMBER 1, 


Rochester League 
Announces Officers 

The Electrical Association of Roch- 
ester, N. Y., has announced the follow- 
ing list of officers for the year ending 


April 1, 1947: president, Ralph A. 
Whitford, ReQua Electrical Supply 
Co.; Ist vice-president, Ernest J. 


Howe, Rochester Gas & Electric Co.; 
2nd vice-president, George J. Spillane, 


G-E Supply Corp.; executive vice- 
president, Edward J. Kramer; treas- 
urer, Hugh C. Ward, G-E Supply 


Corp. 


Northwest Ass'n. Elects 
Officers at Annual Meeting 


The Northwest Electric Light and 
Power Association, which met in 
Seattle, Wash., on July 17 for its 39th 
annual meeting, reviewed its activities 
in bringing together various branches 
of the electrical industry and agreed 
to continue and strengthen this phase 
of its program during the coming year. 
James H. Polhemus, president of the 


Portland General Electric Co., was 
elected president of the association to 
replace retiring president Patrick 


Johnson, Puget Sound Power & Light 
Co. W. L. Thrailkill was named vice- 
president \ substantial representa- 
tion of manufacturers, distributors, 
contractors and dealers pledged con- 
tinued cooperation in the objectives of 
the association and elected the follow- 
ing men to represent these groups on 
the executive committee O. A. A 

derman, Bussman Mig. Co., Seattle; 
*. T. Brien, Graybar Electric C 

Seattle; R. D. Horning, Seattle Ele 

trical Contractors Ass’n.; G. Langtry 


Bell, Clarkson’s Ltd., Vancouver. 
B. C. Utility representatives selected 
for the committee include Patric 


Johnson; J. C. Boyle, California-Or« 
gon Power Co.; and J. A. Hale, Uta 
Power and Light Co. Henry Krusé 
was named head of the business devel 
opment section 
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More sales power with 
extra motor power—that’s 
KitchenAid! Why should 
customers fuss with “power- 
boosters” for undermuscled 
mixers? Just show ’em how 
KitchenAid does every job 
on its own—even freezes ice 
cream. 


‘There’s sales power in the 
exclusive Planetary Action, 
too-—a principle that does 
away with “whirligig” bowls 
and gives timed-to-a-second 


results. Likewise in the 10 
speeds with fingertip control 

in the sturdier, long-life 
construction. 

KitchenAid is a power- 
house this way, too: It gives 
vou a bigger initial sale 
openings forattachment sales 

and a full line to sell up to. 


*% Got it? See your distrib- 
utor. He’s getting limited 
deliveries now—at OPA- 
approved prices. 


KitchenAid | 


The Hobart Manufacturing Co., KitchenAid Division, \"*°°’'’ Troy, Ohio ¢ 


HOBART 
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¢ FAIRBANKs- -MoRSE 





DIESEL LOCOMOTIVES - DIESEL ENGINES - MAGNETOS - GENERATORS - MOTORS + PUMPS 
SCALES - 


And why not? 
The NEW 1947-All White 
FAIRBANKS-MORSE Stoker 





is now in production 


Although they may not be as expressive as this 
dealer, dealers all over the country are mighty 
happy that Fairbanks-Morse Stokers are now in 


production! 


Fairbanks, Morse & Co. 
Fairbanks-Morse Bldg. 
Chicago 5, Illinois 





A name worth remembering 













STOKERS RAILROAD MOTOR CARS and STANDPIPES - FARM EQUIPMENT 
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HOUSEWIVES WANT THESE FEATURES 
S< "STAGGERED" COOKING TOP 


~@.  "“SIMMER-SPEED" BURNERS 
S— LARGE "3-in-1"" OVEN 
@=— "GLO" BROILER 


"SCIENTIFIC" COOKING CHARTS 


vo AN OUTSTANDING JEWEL 


cy 
_ 


pe! ... THE “GLO” BROILER 


* 
% 
+ 
* 


me = WITH INFRA-RED RAYS 


SHSSSSSSSSSSSSSSSSSSSSSSSSSSSSSESSESSSSSSSSSSSESSESSSSSESESSSESSESSSESSEEEEEHEEEEEOEE 


HER FOODS COOK WHILE SHE'S AWAY 
Si Ceitomatic/ 
GEO. D. ROPER CORPORATION, ROCKFORD, ILLINOIS 
Offices and Warehouses in Principal Distribution Centers 
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SALVAGE OPERATION: Many thousand dozens of lingerie were washed out 


R & G Knitting Mills, Williamsport, Pa., in a recent flood. 
mercial laundries declined to handle the job of cleaning them. 


Q* 
In the emergency, €om- 
D. & H. Distributing 


Co., Inc., rushed to the rescue with the loan of three Bendix automatic washers 
Handling 36 pieces of lingerie to the load and working day and night, the washers 


salvaged most of the underwear for sale as “seconds.” 





DISTRIBUTOR NEWS 








ALABAMA 
Moore- Handley 


gham, recently 


the 1946 line 


Dealers of the 
Hardwa Ce Birmi 
attended a showi 
Zenith radios 1 was conducted by 
J. S. Shaw, L, S. Hart, and L. E. Gray, 


| all of the distributing concern 
ARKANSAS 


A new distributing gomcern, the 
| David White Radlo Supply Co., has 
| been formed in Little Rock by David 

White, Alice B. White and Flossie 
M. Hendrix. Authorized 
$25,000. 


capital is 


FLORIDA 


Completion of three new buildings in 
Jacksonville, Tampa and Miami is part 
of the tenth anniversary celebration of 
Major Appliances, Inc., distributors 
with headquarters at 925 West Flagler 
St., Miami. Incorporated in the plans 
for the three new 


wuildings are audi- 


president 


SEPTEMBER 1, 








will display complete 
1 for monthly 
series sales and service training pro- 


toriums which 


kitchens and will be us 


grams. The Jacksonville branch will 
feature a large RCA Victor record de- 
partment. The new home for Miami 


was opened on June 14. The Tampa 
branch is directed by E. E. Bramer 
and the Jacksonville branch is headed 
by J.C. Ammons. David C. Cunning- 
ham is the firm’s general sales manager 
and Walter D. Rowlands is president 
and general manager. 


GEORGIA 


A regional meeting of all dealers in 
Western Electric hearing aids was held 
at Atlanta’s Henry Grady Hotel on 
June 11 by the Graybar Electric Co 
New marketing aids for the hearing 
device were presented by William E. 
Snodgrass, manager of Western Elec- 
tric’s hearing aid division 
Bryant, 


George T 
assistant merchandising sales 


manager of Graybar, was chairmar 


ON APPLIANCE ROW: This modern building in the heart of the wholesale ap- 
pliance district of Norfolk, Va., was recently occupied by the Allied Distributing 
Corp., which handles Admiral, Speed Queen, Beautycraft kitchen equipment, and 
International oil burners. A sales office and warehouse are maintained in Richmond, 
facilitating the serving of some 500 dealers in Virginia and North Carolina. The 
concern is headed by W. H. Webster, Jr., president, and George J. Hoyer, vice- 
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IDAHO 


Electronic Associates, Inc., has ac- 
quired the business of the Electronic 
Engineering Service, Boise. 
Don Oberbillig, president, announced 
that a complete line of radios, supplies 
and specialized equipment 
offered to the trade. 


MARYLAND 


also of 


electronic 


will be 


Leonard A. Weiller, manufacturer’s 
representative, has opened new offices 
at 32 West Biddle St., Baltimore. 


MASSACHUSETTS 


New headquarters have been opened 
at 37-39 Brighton Ave., Boston, by 
the J. H. Burke Co., New England ap- 
pliance distributor. The new home has 
a large parking space for visiting deal- 
ers and features a modernistic show- 
room. Said president J. H. Burke, 
“We are equipped with the sales per- 
sonnel and necessary space to take care 


of all future business 

The company distributes Philco 
rad and refrigerators, ABC laun- 
iry equipment, Universal appliances, 
and Estate ranges. 


NORTH CAROLINA 


Offices and warehouses in Columbia, 
S. C., have been opened by the Caro- 
lina Sales Corp. which has home offices 
in Greenville, N. C., according to an 
announcement by Edward E. Rawl, 
vice-president and sales manager. The 
company has been in the appliance dis- 
tributing business for 17 years. J. G. 
Dodd, formerly with the Carolina 
Power and Light Co., will act as man- 
ager of the Columbia branch. Products 
distributed include Kelvinator, Leon- 
ard, Duo-Therm, Thor, Koch and Vic- 
tory, K-M, Silex and Premier. 


TENNESSEE 


Mills-Morris Co., Memphis appli- 
ance distributor, has announced the ap- 
pointment of Sam Hubbard, Jr., and 
Jerome Brode as members of its elec- 
trical appliance and radio division. E. 
C. Tucker has been added to the staff 
as representative in Tupelo, Miss 


TEXAS 


New quarters at 605 South Flores 
St., San Antonio, have been occupied 











ON THE LINE: Seven regional service and office managers of the Maytag South- 
eastern Co., distributor, who recently visited the Maytag plant in Newton, la., 


watch washers in the making. 


Left to right: R. W. Eatman, Val Woods, W. E. 


McGee, Dave McRae, John Jason, J. L. Cowherd, and Sam Jones. 





MICHIGAN 


The new quarters of the J. A. White 
Distributing Co. at 211-217 Ottawa 
Ave., N. W., Grand Rapids, contains 
two floors and a basement providing 
19,500 square feet of floor space, 4,000 
of which have been set aside for mer- 
chandise display. New Zenith radios 
were presented at one of the first show- 
ings held in the building, attracting 500 
dealers from 60 counties. Welcoming 
the dealers were owner J. A. White; 
C. J. Foster, sales manager; H. G. 
Kirkbridge, R. D. White and C. A 
Taylor of the sales department; Ken- 
neth Henry, service manager; and 
Newton Dukes, radio service manager. 


NEW YORK 
The Siroda Co., 47 West 56th St., 
New York, has been organized by 


David Kubrick, recently returned Army 
veteran, to 
{ radio, 
products in 


manufacturers 
and appliance 


the eastern portion of the 


represent 


electronic, 


country. Mr. Kubrick was formerl 
ssociated with Davega Stores, Ma 
estic Radio and Television Corp.., 


\mperite Co., Fort Monmouth Signal 
orps Development Laboratory, 
Army-Navy Electronics 
\gency. 


and 
Production 


ELECTRICAL MERCHANDISING—SEPTEMBER | 


by the South Texas Appliance Corp., 
according to a recent announcement by 
president J. B. Pollack. The firm 
handles Filter Queen, Bendix, Admiral, 
Domestic, and Duchess products. 


WEST VIRGINIA 


The Appalachian Electric Power 
Co., Bluefield, presented its new dealer 
cooperative program, the “5-Star 
Economy Plan,” to dealers of greater 
Bluefield at a recent meeting in the 
utility's assembly rooms. The new 
plan allows dealers to offer liberal 
trade-in allowances on the purchase 
of ranges and water heaters. Ralph 
R. Kahle, Bluefield-Clinch Valley dis- 
trict residential sales supervisor, stated 
that the trend is to electrical living. 
i. W. district manager, pre- 
sented a new merchandising policy. 


Jates, 


WISCONSIN 
Maytag 


incorporated in 


The Central 
\ 1as be en 
( laire 
gomery, and Imogene E. 
appliances. 


and other 


per share. 





. 1946 


Distributing 
Eau 
by Lester A. Senty, Roy Mont- 
Senty to deal 
washing machines, ironers, stoves, 
One-hundred 
shares of stock were authorized at $100 


















































' Appliance dealers everywhere are cashing 
in on the popular demand for Iron-Aids. 
Made of heat radiating alumoloid, fits 

between ironing board pad and any cover 
| — speeds ironing — saves labor —easy to 
put on—lasts indefinitely. 

























Every housewife wants an Iron-Aid 
because it saves her time, energy and 
electricity — produces smoother, better 
results on all types of ironing work from 
heavy sheets to delicate garments. 


RETAILS AT $1.00 


Packed in eye-catching window package 
that tells the big features; that forms a 
self-selling display in windows, on 
shelves or counters. Merchandising aids 
supplied for aggressive dealers. 


Iron-Aids, enthusiastically endorsed by 
thousands of housewives and many large 
laundries, are backed by the research 
and development facilities of Clarvan 
Corporation. Order today from your 
electrical wholesaler or direct. 


CLARVAN 


CORPORATION 
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” A Fast Moving 
PROFITABLE 


Year ’Round Item 


fire) 


lof" standard toasters. 
Nee 


Lustrous Plasticoid 
Cover designed to 
beautify and protect 
all types of electric 
roasters. Keeps 
roasters bright and 
shiny. Waterproof - 
greoseproof! 


Mode of crystal- 
clear Plasticoid to 
provide complete 
dust protection and 
utmost sanitation for 


Brilliant, transparent 
Plasticoid Cover to 
fit all food mixers. 
Keeps mixer clean 

and sanitary — 
prevents dust entering 
moving parts. 





3 Specially designed 
Plasticoid Covers to 
fit Bendix Deluxe 
Automatic, Maytag 
Squore Tub, and all 
round washers. Make 
every washer sell a 
cover for you. 
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SELL) THERMOSTATIC HEAT 
REGULATOR SETS....To Owners 
of OIL HEATERS Sold Since 1939 


You have a long list of ready prospects for this A-P Heat 
Regulator Set—all the owners of Oil Burning Space Heaters 
A-P Constant Level Oil Control sold and deliv | 





using any 


ered since 1939. 


Tell all these old friends how THERMOSTATIC TEM 
PERATURE REGULATION can be added to their heaters 
- with the A-P Model 240-ED Heat 
Regulator Set. They'll appreciate the convenience and luxury 


easily and at low cost - 


of steady room comfort at the touch of a thermostat dial, and 
the fuel-saving advantage that will practically pay for the set. 

Get ready for this EXTRA sale and profit now! Write 
for descriptive literature, prices, and samples of advertising 


and selling material. 








Easily Installed — Just mount 
Electric Conversion Top on 
present Manual Control and 
connect to Thermostat and 
Transformer 








(Be sure your zew Heater Lines are 
equipped with A-P DEPENDABLE OIL Controls - 


sales, greater customer satisfaction. ) 


AUTOMATIC PRODUCS COMPANY 


2400 NORTH THIRTY-SECOND STREET, MILWAUKEE 10, WISCONSIN 


DEPENDABLE | 
Ok Coutrols 
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ONE SECTION OF MANY: This is part of a model “Admiral Kitchen,” which in 


turn is part of a new model display room shown to the press recently by Appliance 


Distributors, Inc., 444 Lake Shore Drive, Chicago. 


Other displays feature Knapp. 


Monarch, Everhot, Hill-Shaw, Cadillac and Vornado products. 








DISTRIBUTORS APPOINTED 








Iceberg Refrigerated Locker 
Systems, Inc. 


The manufacturers of Iceberg frozen 
food storage units, Iceberg Refriger- 
ated Locker Systems, Inc., have an- 
nounced the appointment of the follow- 
ing distributors: 


Morrison Sales Co., Birmingham, Ala. 
Mutual Appliance Distributors, Buffalo, 
Y 


N. Y. 
Cumberland Sales Co., Inc., 
Tenn. 
Refrigeration & Equipment Co., Erie, Pa. 
Evald Distributing Co., Louisville, Ky. 
D. W. May Corp., New York, N. Y. 
Advanced Refrigeration & Appliance 
Corp., Pittsburgh, Pa. 
Goddard-Hottel Corp., 


Nashville, 


Washington, 


D. C. 
H. D. Smith Sales Co., Bluefield, W. Va. 
Johnson Furniture Co., Mitchell, S. D. 
D'Elia Electric Co., Inc., Bridgeport, 
Conn. 
G. B. Covits & Co., Inc., Wichita, Kan. 
Alford's Supplies, Albuquerque, N. M. 
Major Appliance Dept., Northwestern 
Auto Supply Co., Billings, Mont. 
Maintain Store Engineering Service, Bos- 
ton, Mass. 
H. D. Smith Sales Co., Bluefield, W. Va. 
Central Electric Co., Davenport, lowa. 
New England Sales Corp., Providence, 
R. 1 


A. F. Stubenberg, Honolulu, Hawaii. 

L. R. Snyder Co., Dallas, Texas 

Rhoads Refrigeration & Store Equipment, 
Fort Wayne, Ind. 

Whitehall, Inc., Knoxville, Tenn. 

Genera! Sales Co., Phoenix, Ariz. 

Western Refrigeration Co., Oakland, 
Calif. 


Pressed Steel Car Co., Inc. 


A. Raysson, general sales manager 
if the domestic appliance division of 
Pressed Steel Car Co., Inc., recently 
announced the following distributor 
appointments : 


Edwards-Harris Co., Atlanta, Ga. 

Williams & Shelton Co., Inc., Charlotte, 
N. C. 

David Kauffmann's Sons, Baltimore, Md. 

The Shield Co., Fort Worth, Texas. 

The Corpus Christi Hardware Co., Cor- 
pus Christi, Texas. 


SEPTEMBER 1, 


Coroaire Heater Corp. 


A. W. vice-president and 
general manager of the Coroaire 
Heater Corp., Cleveland, Ohio, has an- 
nounced the appointment of the follow 
ing distributors : 


Conley, 


Georgia Appliance Co., Atlanta, Ga. 
House-Hasson Hardware Co., Knoxville 
Tenn. 


Irwin, Flick & Co., Cincinnati, Ohio 


Young Corp. 


M. A. Aasgaard, sales manager of 
the Young Corp., washing machine 
manufacturer, has announced the fol 
lowing distributor appointments : 


Alfred Distributing Co., Albany, N. Y. 

Alfco Products Co., St. Louis, Mo. 

Atlantic Coast Distributors, Inc., Wash- 
ington, D. C., N. Y.; N. Y.; and Miami, 
Fla. 

Branch Sales Corp., Worcester, Mass. 

Emerton Wholesale Distributors, St. 
Louis, Mo. 

Forston Distributing Co., Houston, Texas, 
and Oklahoma City, Okla. 

Jones & Gowing, Inc., Los Angeles, Calif. 

Schuyler Co., San Francisco, Calif. 

Steckman's Hollis, Long Island, New York 

|. & M. Sufrin, Pittsburgh, Pa. 

Mr. Henri Trumbull, Mexico, D.F. 

Williams & Shelton Co., Inc., Charlette, 
N. C. 


Stromberg-Carlson Co. 


\. R. Royle, sales manager of the 
sound equipment division of Strom- 
berg-Carlson Co., has announced that 
the firm's nationwide distribution 
system has been completed by the 
signing of the following firm: 


Royal Amusement Co., Auburn, Maine 


Walter L. Schott Co. 


The Walter L. Schott Co., Beverly 
Hills, Calif., recently announced the 
appointment of the following new dis- 
tributors for Walsco products: 


Anderson Sales Co., Boston, Mass. 
R. W. Farris Co., Kansas City, Mo. 
R. W. Moulthrop, San Francisco, Calif. 
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When they’re in— 
YOU'RE in! 


me lEyS . 


\\ 
(Dayton ) Every time you make a 
ps TMT Th sale or an installation, 
you either win or lose a 
prospect for other business. When you install 
a Life-Long DAYTON Water System, you 
win—its dependable service is good will for 
you every time. Remember—it’s good business 
to select Life-Long DAYTON Water Systems. 


THE DAYTON PUMP & MFG. CO. 
Dayton, Ohio 
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j EXHAUST FANS 




















VENT FANS 











Designed and 
DRILLS 











Built for 
Long Life 


SIGNAL ELECTRIC MFG. CO. 


MENOMINEE, MICHIGAR 


Offices in Principal Cities 























Sold \@nly through reliable distributors and dealers . . . 


and if\you’re one of them you're set to meet all compe- 


tition.\ You're on a team with more than 35 years of 


experithce in building championship vacuum cleaning 


equipment. Backed by a modern sales and national ad- 


vertisin 





\program you're sure to score — BIG. Get the 


facts NQW about Cadillac cylinder type and motor- 


driven-btdsh models. 
1 | 


o 








6666 S. NARRAGANSETT AVE. 


CLEMENTS MFG. CO. 


CHICAGO 38, ILL. 
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DIVERSIFICATION IS THE KEYNOTE in the Thomas B. Neff Home and Auto 
Supply Co. store located in Murray, Utah. 








DEALER 








ALABAMA 


The Grimes-Hudson Furniture Co., 
Montgomery, which is going to handle 
appliances, has a one-story building 
under construction, and will occupy it 
about October 1, 


ARKANSAS 


Walter M. Hale has been named 
nanager of the Jefferson Electric Co.’s 
Pine Bluff store 

Isaac E. Jenkins of Paragould and 
Carl A. Jenkins of Kennett, Mo., have 
hought the Chamberlin Appliance Co. 

Blytheville. 


COLORADO 


The Paonia Implement Co., Paonia, 
»wned by Vance Thornberg, has a new 

ighbor in a recently opened appliance 

ire, also owned by Vance Thornberg. 
The new venture, in charge of Keith 
LL. Lehigh, will carry a complete Philco 
line, Easy washers, Premier vacuum 
cleaners, and small appliances. 

Roy Reber, formerly assistant appli- 
ance buyer at the May Co.’s downtown 
Denver store, has been appointed 
manager of the same firm’s branch 
appliance store at 63 Broadway, South 
Denver. 


FLORIDA 


Ramm’s Radio Shop—“There Is No 
Substitute for a Satisfied Customer”— 
is shifting to new quarters at 213 W. 
College Ave., Tallahassee, according 
to C. H. Ramm, the owner, and S. 
Ramm. 

The Ledger building on Third St. 
in Leesburg has been taken over by 
George Nash, who has remodeled it 
to accommodate the heating and air 
conditioning branch of his Nash Elec- 
tric Co 

Mr. and Mrs. Sam Plisco, co-own- 

rs, have moved their Fair Store, 
vhich features appliances, home equip- 

ent, etc. from 52 W. Church to 
irger quarters at 10 W. Church St., 
Orlando. 

Phe Floridan Appliance Co. of 
Tampa, owned by C. F. Henry, has 
opened with a partial stock of items. 
Charles E. Henry is general manager 
and W. H. Rackham is sales manager. 


Skaggs Electric Co., Fort Pierce, has 
moved from 206 Avenue A, Fee build- 
ing, temporarily so that the old quar- 
ters can be reconditioned. 


GEORGIA 


The six-month-old Delta Air ( 
ditioning & Heating Co., Ltd 
Atlanta, has taken over the lines 
the refrigeration and equipment divi- 
sion of Moore, Inc. The firm, located 
at 240 Peachtree St., features bot 
commercial and domestic air conditior 
ing and refrigeration. General part 
ners are Burton B. Goldstein and May 
N. Kroloff. 

The Bobo Appliance Co. is enlarging 
its warehouse, located at 650 Second 
St., Macon. 

The Atlanta firm of West End Ay 
pliances Service, located at 1495 
Gordon St., has been bought by C. E 
Richardson and renamed West End 
Appliances. A pick-up delivery service 
will be instituted. 


IDAHO 


E. Dean Clark, owner of Clark’s 
Appliance Store in St. Anthony, has 
enlarged his business in order to take 
in his two sons, Wesley L. and Fd- 
land D. The store is the agency for 
Maytag washers, Zenith radios, Iron- 
rite ironers, and a complete Kelvinator 
line 

St. Anthony also has another elt 
trical business—contracting and appli 
ances—in the store opened by Lloyd 
Wilkins, the sales end being managed 
by Mrs. Wilkins. Hotpoint appliances 
3endix radios, Royal cleaners an 
Stokol stokers will be featured lines 
and when appliances come through i 
quantity, floor space will be doubled 

D. A. Cunningham, who has beet 
handling farm implements in Downt 
for a number of years, has taken 
a line of Philco radios and Unive 
sal appliances. His son-in-law, Glad 
Owen, will handle service. 


INDIANA 


After having gone through a blaz« 
which caused about $25,000 damage t 
his store and stock, Carl Thacker of 
Rochester has “a better store than 
before the fire.” The display room has 
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improved, and stock has been 
ished. Some of the lines carried 
\rvin, Sparton, Lear, Majestic 
rator, Monitor, Tyler and Uni- 


» 3 


) repair departments are featured 

I new quarters of Rush Radio 

Sales and Service at 1624 E. Main St., 
La ette. 

Two stores in Terre Haute, the 

General Furniture and Stove Co. and 

the Court House Furniture Co., have 


been purchased by Sterling, Inc., 


through its subsidiary, the Pearson 
( This brings the Pearson chain of 
; furniture and appliance stores to 
13 | located in Indiana. 

e Superior Electric Co. of Muncie 
has a home of its own now Lew 
E h, proprietor, has moved it to 


2 y Site, 


ld 
Lice 


at Mulberry & Fifth Sts 
» M. Lehman, who has been 
tag agent for the A. J. Moser Co 


Vi 
rtland for many years, has bought 
gency and is moving into a new 

tion in the near future 


KANSAS 


Wichita’s Mid-town Appliance C 
has announced that M. L., 


b 


Porter has 
een named as manager. 


KENTUCKY 

The old location wasn’t big enough 
the Robertson Electric Co. of 
Lebanon, so Virgil Robertson has 
moved it from the Arista Theater 
Building to a Main Street site. Ar- 
rival of new appliances and increased 
ectrical work necessitated the shift 











Mr. and Mrs. Lloyd Wilkins, who will 
handle electrical contracting and the 
selling of appliances in their new St. 
Anthony, Idaho, store, are shown above; 
and below, also of St. Anthony, are 
E. Dean Clark with his sons Wesley L. 
and Edland D., whom he has taken into 
his business. 


- 
| 
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(1) TAP-O-MATIC DOOR HANDLES 
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(4) SHELVES ADJUSTABLE BY HAND ON 2-INCH CENTERS 


Are Any Dealer’s Best Bet 


e Strong sales appeal is, of course, the out- 
standing reason why so many dealers are 
lining up to push Lyon Kitchen Cabinets. 

In addition, this completely packaged 
line provides new simplicity in layout and 
installation that cuts planning time and cost. 
The {finish — white baked enamel over bond- 
erized metal—assures Jasting customer sat- 
isfaction. And a minimum stock provides 







LYON METAL PRODUCTS, 
General Offices 921 Monroe Street, Aurora, Iilinois 
Branches and Dealers in All Principal Cities 


everything needed to meet a wide range of 
buyer tastes, kitchen sizes, and building 
or remodeling budgets. 

To insure your success with LYON 
KITCHEN CABINETS, Lyon's nation-wide 
organization gives you close, enthusiastic, 
personal cooperation—backed by effective 
advertising helps concentrated right in 
your selling area. 


s~ CORPORATE D Varcnoven by 


PPROVED BY / 


QUALI 
TESTED 





new LYON 


IRONING TABLE 


Finished, attractive appearance of steel leg struc- 

ture makes a hit with housewife. Opens and 

closes in one easy motion. Combines unusual 
strength and rigidity with light weight 
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money for what you have to sell 


to farm homes. 


You can’t afford to leave a “Two Billion 


Dollar Hole” in your Farm Magazine 


Poultry and Eggs was $2,577,000,000. 


ONE OF AMERICA’S 


Her “spending income” averages 
better than seven million dollars 
a day. Every day is pay day for 
Better get into Poultry 
Tribune and see for yourself how 


freely this “gal” will spend her 


1945 cash farm income from 


, «>- 


S.D.A 




























LLIONAIRE 
BIDDY” 


BEST FARM CUSTOMERS f 


* 
— 


Farm Journal f <f g i 


<a 
TRIBUNE 


| America’s Leaing Sguciaoed FARM MAGAZING | 


Your FARM Magazine List Is Not Complete Without Poaltry TRIBUNE 
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500,000 Circulation 


Member: 

AGRICULTURAL PUBLISHERS’ ASSOCIATION 
AUDIT BUREAU OF CIRCULATIONS 
HOME OFFICE: Mount Morris, Illinois 

Representatives — New York: Billingslea and Ficke. 

Chicago: Peck and Billingslea. 
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SHE'S IN A WHIRL over her new 
Whirlbeater electric mixer. The new 
device, made by the A. C. Gilbert Co. 
is constructed of ethyl cellulose plastic 
and can be used, the manufacturer says, 
in any type of bowl or glass. An eight 
foot extension cord permits ample move- 
ment around the kitchen. 





DEALER DOINGS 





James V. Duncan of Cadiz has re- 
linquished his interest in the Cadiz 
Furniture & Appliance Co. The pur- 
chaser is Homer Holt. 


LOUISIANA 


George E. Marcuse and Loris K. 
Levy have finished construction on 
their appliance store, The Radio 
Center, at 2601 S. Claiborne Ave., New 
Orleans, and it has been opened to the 
public. A model kitchen and a model 
laundry are featured. 


MASSACHUSETTS 


According to Milton Friedman, the 
Westfield Appliance Co. is giving up 
its location at 47 School St. and will 
have its headquarters in a newly pur- 
chased building and warehouse at 
275-81 Elm St., Westfield. 


NEW HAMPSHIRE 


Pennock’s Electric Supply, formerly 
Pennock’s Electrical Repairing of E. 
Mason St., is to be located in a newly 
purchased building at 567 Main St, 
Berlin, according to Leon Pennock, 
owner, 

Joseph H. Johnson of 243 Gilsum 
St., a 20-year veteran in the radio busi- 
ness, has opened a new radio and appli- 
ance store at 11 Lamson St., Keene. 
Some of the lines handled are Univer- 
sal, Sparton, Philco, ABC, Whirl- 
pool, Stewart-Warner and Estate. 


NEW JERSEY 


Nat Spirt has been appointed as 
buyer of appliances and furniture for 
Borok Furniture & Radio Co. of 
Newark. 


NEW YORK 


A $10,000 modernization program is 
underway at Harper’s Music Store, 
123-125 N. Pearl St., Albany, with a 
recording booth as a main feature. 

On Mondays, Wednesdays - and 
Thursdays, about 50 people jam the 
doorway and front of Kuperberg’s 
Home Appliances, 59 S. Pearl St. 
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Albany, to view television screenings. 
To accommodate them, Arthur Kuper- 


. . . . 
sere, proprietor, plans to enlarge the | The Electrical Appliance Store with EYE-APPEAL—inside and out— 
screen from nine inches to a foot. x . . 
jperation County” finds the County | brings in more customers increases your profits 
Hardware Corp. changing its quarters 
o 161 Gramatan Ave., Mount Ver- 
non, ™ scent ong oo TURN FOOTSTEPS YOUR WAY wm Today, it’s the store with the greatest attrac 
“no ares aod hoon are the tion-power that gets the most business. It’s the 
firm's excuse for existence. store with the strongest eye-appeal—inside and out 
BY MODERNIZING YOUR that has the jurap on competition. That is why 
electrical merchants all over the country turn to 
“Pittsburgh” for the kind of modern store person- 


Page Air Conditioning formerly ; sae 
Page Air Conditioning Co., formerly FRONT AND INTERI N wi ality that stops passers-by and invites them to 
known as Page & Co., will henceforth } 4 ‘ 


+ 
U 


NORTH CAROLINA 





i allan shemeenn enh corcie enter. Fronts by “Pittsburgh” have that kind of 

have its oO *, showroom a service : é ’ , , 

Dane ae bane eileen Se © magnetism, and Pittsburgh Interiors make it easy 
jepartment at < address, 220 S. — oe , B! 

College St., Charlotte. and pleasant for shoppers to buy, linger longer 
Because of enlarged activities of the | and buy some more. 


music and appliance departments of the Give your store extra drawing power—increase 
Stephenson Appliance Co., Raleigh, | your sales and profits—by modernizing NOW- 
the old location at 121 Fayetteville | inside and out—with Pittsburgh Glass and Pittco 
St. has been found wanting, an entire Store Front Metal. Consult your architect to assure 


store devoted to appliances has been a well-planned, economical design. Our staff will 


ypened at 225 S. Wilmington St., under 


be glad to cooperate with you and with him. And, 

the supervision of C. H. Stephenson, ‘ : - 

“% if you desire, convenient terms can be arranged 

through the Pittsburgh Time Payment Plan. 
ome FOOTSTEPS DON’T pass you by when you modernize your Meanwhile, send this convenient coupon for 


front with Pittsburgh Glass and Pittco Store Front Metal. 
An attractive exterior, like this one of an electrical appliance 
store in Kenton, Ohio, draws passers-by . . . induces them 


your free copy of our recently published booklet 


Appliances haven't been overlooked containing data and photographs of Pittsburgh 


nm the re ling of the iter sic . ' ‘ . >; a EF "~~ : ? ’ 
Bu remode ing of the t meet 1 Music to enter. And a smart interior arrangement sells more Glass and Pittco Store Front Metal jobs. You'll 
Store, Inc., 422 Superior St., Toledo. merchandise—increases your profits. find it a great help in your remodeling plans. 

The department has been enlarged, and 


records are getting a lot more atten- 
tion than before. Harry Wasserman 
; manager and owner. 

Marion & Johnnie's Washer Re- 
pair Co., Canton, is no more. It has 
nlarged and become the M. & J 


Appliance Co The firm, located at Ebchrical 
2018 9th St. SW, will expand to gen- = 
eral electrical appliance sales, service 


and repair. 

The new $10,500 building of Sherer 
Electric Co., was opened recently in 
East Canton. The owner and operator 
is Arthur N. Sherer of 1233 Perkins 
Ave. 











OREGON 


Palmer’s Appliance Store, a new 
init on the Portland appliance scene, 
is done well enough at 8lst and 
Sandy Blvd. so that Deo Palmer, who 
runs things, plans to double his floor 
area, adding space for a separate radio 
lepartment. 


CLOVER DOUGHMAN 
letra! Krobapces 























Pittsburgh Plate Glass Company 
2358-6 Grant Building, Pittsburgh 19, Pa. 


I'm interested in your new, illustrated brochure, “How Eye-Appeal 


| 
| 
HIGH POINT FOR HITCHCOCK: Al- 4 T Oo go = F ms Oo N T 4 | Inside and Out——-Increases Retail Sales.’’ Please send my FREE copy. 
| 
| 
| 











was presented with a Motorola Playboy AN D i N T & 9 4 Oo = y Address 
portable radio for his entertainment while 

flying from the U. S. to England recently. j rata setae 

As reflected by his expression, Mr. Hitch- | ——, Li J 
cock was skeptical about the ability of 

the set to receive at high altitudes. Ac- 
cording to the Galvin Mfg. Corp., how- 


ever, his doubts were dispelled when the Bne «  «'B. GH te ya - = = e 


tiny receiver began to play. 


| 

| 

| 

I 

fred Hitchcock, famous movie director, Name 
| 

| 
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Small series universal 
motor parts specially 
designed for food-mixers 
and sewing machines. 


ys 





Compactly designed tur- 
bine . .. driven by a high- 
speed series motor... 
particularly adaptable to 
cannister type vacuum 
cleaner. 


Lamb Electic 


BY THE 


MOTORS | 





Backed by 31 years’ experience, 
Lamb Electric motors have won a 
reputation for trouble-free opera- 
tion and good performance. This is 
one important reason why dealers 
have found that appliances equipped 
with these motors are easier to sell. 


Another advantage that comes with 
handling Lamb Electric motor-driven 
appliances is the customer good will 
resulting from outstanding perform- 
ance of the product itself. (Lamb 
Electric motors assure top product 
performance because they are spe- 
cially designed for each application.) 


Keep in mind these advantages of 
Lamb Electric motors as you con- 
sider the makes of appliances you 
are going to handle. 


THE LAMB ELECTRIC COMPANY 
KENT, OHIO 





NEW TO THE FIELD: Here's what happened when some ambitious people in 
Utah decided to crash the appliance field. Above, involved in Ogden's M.G.M, 
Appliance & Music Co., are, left to right: Frank Swallow, Franklin Hart, Howard A. 


Green, Barbara Singleton, Eldon Burgess. 


Below is part of Oleson's Firestone Store at 


Roy, with Mr. and Mrs. Golden Oleson looking things over—the things being Firestone 
and Westinghouse products. 
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Lamb Electric 


SPECIAL APPLICATION 
FRACTIONAL HORSEPOWER MOTORS 











Keeping their location about eleven 
from the center of 
Thompson's of 


another store 


blocks town, 
have opened 
right in the heart of 
things. Three brothers, R. B., T. F 
and C. R. Thompson, specialize in 
technical sound and electronic instal 
lations, but handle appliances too 
Yeater Appliance Co. of Salem— 
Douglas R. Yeater, owner—wants to 
expand, but doesn’t want to lose its 
strategic location next door to the 
power company office ; 
basement is 


Eugene 


so a next door 
being put into use, and 


whole store is undergoing a 
ideling job. The firm specializes in 
yme heaters 

PENNSYLVANIA 


rhe town of Dormont found itself 
month, 

en the M ASS€ y-Bryan Appliance Co 
pened at 2895 W. Liberty Ave., with 
loseph 


vith a new appliance store last 


Bryan, partner-manager, in 
harge. The other partner is H. B 
Massey. Hotpoint and G-E appliances 
ire due to be featured. 

Haas Sales and Service, Etna’s new- 
est enterprise, provides this community 
vith a commercial and domestic re- 
(rigeration service. Robert Haas 
veads the concern, and Mrs. H. H 


Eisenbeis is sales manager. 


SEPTEMBER 1, 


SOUTH CAROLINA 
118 Montague Avenue, North 


Charleston, is the new site of Schwerin 
Electrical Appliances, Inc. The firm 
of which Clarence W. Piner is sales 





manager, carries a complete line 
radios and appliances. 

City Tire & Recapping Co. 
Greenville has become Thornton Tir 
Service. The firm, in enlarged quar 
ers, continues under the same manage 
ment, and handles refrigerators, rang¢ 
ind radios. 
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TENNESSEE 

























o Gerber Co. has occupied 
ters at 24-26 Front St., sout 
( und advertises a long list 
f fa unces which it has or hopes t 
r ave soon, Charles R. MeNicol 
nan Appliance 
TEXAS 
~ fhe Edwards Appliance Co., 115 
2 Austin St., Kermit, has announced the 
\ const tion of a new $20,000 home 
vhich will include 2,750 square feet of 
pace L. G. Edwards, pro- 
leclared that a complete line 
; and small appliances would 
. he ed 
The modern, streamlined new home 
Lavaca St., Austin, of the H. M. 
Oecting Ce vas opened to the pub 
lic recently with an open house 
in gh no merchandise was sold on 
A. » day, visitors expressed inter 
A the appliances carried by the 
at 
e 
I 
FT 
FAMILY PORTRAIT: Two top execu- 
tives of the Barlow & Seelig Manufac- 
turing Co. pose proudly with their new- 
est brain child, the Speed Queen auto- 
matic washer which is described as con- 
taining less than 30 moving parts and 
being absolutely vibrationless. Left is 
Horace Bumby, president, and on the 
right stands general sales manager Paul 
J. Daniels. Mr. Daniels said that the 
washer will sell for $169 in zone one. 
furniture firm. Among lines carried 
are Bendix radio, Sunbeam Ironmaster, 
Hotpoint, Premier, Zenith, Thor, Easy, 
; Proctor, and Blackstone. 


The W. M. Smith Electric Co., 3024 
nmerce St., Dallas, was purchased 
ntly by J. G. Hailey and asso- 
es. Mr. Smith, the founder and 
tormer owner, will remain with the 
in a managerial position. The old 
name will be retained. Mr. Hailey 
resident of the new corporation 
while Mr. Smith is vice-president and 
A. K. Kollhoff is secretary-treasurer. 
UTAH 

he Thomas B. Neff Home & Auto 
ply Co. has been opened recently 


in Murray, in new and enlarged quar- 
ters Electric ranges, refrigerators, 


c, 


radios and small appliances are among 
the lines carried. 

The atom bomb has engaged the 
attention of Lewis A. Dahl in the 
Pacific Northwest in the recent past, 
but he is back in Midvale now and 

reopened an electric store there. 

[he George A. Lowe Co., which 
handles Westinghouse products in 
Ogden, turned over its display room to 
ther Westinghouse dealers of the 
vicinity for a meeting addressed by 
Elbert Kramer, Pacific Coast super- 
visor of Westinghouse’s Better Homes 
I Jepartment. 
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COFFEE FILTER 


Women love this sparkling china filter 
that locks in place and can't fall out; 
that's virtually unbreakable, and makes 
better, clearer coffee. The DUTCH Cloth- 
less Filter is just one of many VACULATOR 
innovations that spell P-R-O-F-I-T-S for 
you: gorgeous styling; PYREX brand 
glass; MAGIC-SEAL bushing. You find 
them all ONLY in VACULATOR, the cof- 
fee maker that hits a high spot in traffic 


appliance sales and profits. 


VACULATOR + CHICAGO 6 


FREE! Beautiful DUTCH 
Filter Counter Display- 





Dispenser. Sef it up 
near the cash register 
and watch the DUTCH 
Filter ring up new 
profits. The DUTCH 
Filter fits all standard glass coffee makers 


— replaces old style filters. Retails 50c. 
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Soon there will be 
a TIME-SAVER 


in most kitchens ! 


fome oe: ~ CoO 


If it's seen... 
of the Time-Saver. 


equally 


with each cooker. 


4 QT. SIZE 





Manufactured by 


TRAUBEE PRODUCTS, Inc. 
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praise the Time-Saver 


e Aluminum cooking grid 


@ Highly polished surface 













_ it’s sold! That's the sales record 


Buyers and consumers 


Pressure 


Cooker for its beauty of design, utility and me- 


chanical perfection. It's an outstanding value. 


TIME-SAVER FEATURES 


e 3-way pressure gauge 5-10-15 Ibs. 


®@ Precision-cast of virgin aluminum alloy 


e Easy to operate. No gadgets. 


e Guarantee certificate and 24 page time-chart 


Packed individually 6 to 
a carton, weight 37 Ibs 


NEWSPAPER MATS AVAILABLE 


924 BERGEN STREET, BROOKLYN 16, N. Y. 








AWAKE AND SING—or, if you prefer, the General Electric clock-radio receive; 


will do your singing for you. 


alarm too, if you think you need it. 


Before retiring, tune the radio to the station and 
volume you want, then turn it off with the alarm selector control. 
to operate, and turns on the radio at the hour you have chosen. 


The clock continues 
There's a resonator 


The sets are getting their final test here. 














DEALER DOINGS 








VIRGINIA 


Radio-phonographs and organs are 
being displayed in a salon showroom 
since Hobbie Brothers, dealers in musi- 
cal supplies, took over additional 
quarters at 11 W. Church Ave. 


WASHINGTON 


1500 friends and customers turned 
ut for the grand opening of the recon- 
structed Wolfe Radio & Electric Co., 
operated by Morris Wolfe in Van- 
couver 

H. C. Poole has plans for the en- 
larging of his Poole Electric Co. in 
Seattle. They include a major appli- 
ance display on the second floor of 
the building with three model kitchens, 
radio on the mezzanine, and other 
changes. Mr. Poole is president of 
the Appliance Dealers Assn. of Seattle. 

Col. Fred R. Mast of Seattle, back 
from the wars, realized that his appli- 
than that, with a number of new lines 
ance store had become much more 
crowding things considerably. The 
answer, he figures, is a concentration of 
electrical goods in the basement, where 
he'll give them more room than they've 
ever had before. 

Standard Radio & Electric Service 
is moving across the street into a 
$27,000 building at 1028 E. 65th St., 
Seattle. The store, owned by Millard 
Smith, handles radios, refrigerators 
and ranges. 


WISCONSIN 


Don Puerling, founder of the Sparta 
Radio Shop in Sparta, took on Fred- 
eric Rahr as a partner last spring. 
Now, as a result of Mr. Puerling’s 
ill health, Mr. Rahr becomes the re- 
cipient of his interest in the firm, and 
will conduct the business from now on. 

The Dooley Appliance Shop which 
has operated in Fond du Lac since 
1931 has purchased a building next 
door to its present home and doubled 
the size of its showroom. Operators of 
the business are Emmett Dooley, Carl 
Richter, Daniel Meritz, and Mrs. 
Dooley. 

After six months of patient waiting, 
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owners Joseph Grab and C. Willard 

Kreuger of the Advanced Electric Co., 
West Allis, have a remodeled store 
Floor space was increased more than 
150 percent by the action. The firm 
carries G-E appliances. 

The Deist Sales & Service Store 
has been purchased by Paul Archem- 
bault, formerly with the Wisconsin 
Electric Power Co., who plans t 
change the name of the Watertown 
concern to Paul’s Heating and Appli- 
ance Service. He will continue, how- 
ever, to retail the same appliance lines 
that were previously carried and will 
maintain the business in air conditior 
ing and heating equipment. 


CANADA 


Range specialists of Vancouver 
B. C.—Wosk’s, Ltd.—cut down from 
five stores to two during the war 
Now the tide has turned and five 
branches will again be the order of the 
day. Changes are under the super- 
vision of Ben Wosk, company man- 
ager. 








NERVOUS, DOT? Miss Henke! can't be 
blamed if she is. It's no simple task to 
assemble the delicate parts of an elec 
tric fan motor with Art Linkletter, star of 
the ''G-E House Party,"’ gazing over your 
shoulder. Smiling behind them is Mar 
shall B. Ross, manager of G-E's heating 
device and fan division. 
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New York Dealers See 
New Jacobs Launderall 


Some 800 product-hungry appliance 
dealers crowded into the Florentine 
Room of New York’s Park Central 
Hotel last month to see and hear about 
the Launderall, F. L. Jacobs Co’s. first 
home appliance, an automatic washer. 

Following a short speech of intro- 
duction by Harold A. Glasser, vice- 
president of Colen-Gruhn Co., New 
York area distributor which sponsored 
the meeting, the dealers saw a descrip- 
tive slide-sound film, ““No More Wash- 
day,” and then listened intently as 
Clyde G. Remmo, assistant sales man- 
ager of Jacobs’ appliance division, 
described the product. Mr. Remmo 
said the 51 distributors selected for the 
product have each received at least 
two sample units. He predicted that 
consumer deliveries would start by 
September 1 and that 50,000 units 
would be manufactured by the end of 
the year. In a previous announcement, 
the company had stated that 500 units 
were turned out in June, 3,000 in July, 
and 7,000 were scheduled for August. 
Production for 1947, Mr. Remmo said, 
calls for 20,000 units per month. He 
revealed that his company also plans 
to manufacture a room heater, a garb- 
age disposer, and a dishwasher. The 
Launderall, he said, will retail for 
about $272. 

Mr. Glasser described his firm’s 
policy toward dealers as not prohibit- 
ing any dealer from merchandising 
other lines of washing machines and 
declared that Colen-Gruhn would make 
no sales to commercial users until 
consumer demand is satisfied. 

The F. L. Jacobs Co. has long been 
known as a manufacturer of automo- 
tive parts and accessories. 


Utah, Colorado Dealers 
Report Appliance Sales 


During the first three months of 
1946, 164 electrical dealers of Utah 
and Colorado report having sold an 
average of 11 radios each at an average 
price of $52. An average of 7 refriger- 
ators, somewhat less than 5 ranges, 
and 7 water heaters were reported 
by 118, 125 and 113 dealers respectively. 
Refrigerators averaged $178 in price, 
ranges $144 and water heaters $92. 
About 7% washers at $75 each were 
sold per dealer reporting. The total 
sales volume reported was $900,680. 











LOBBYING FOR ATTIC VENTILA- 
TION: R. A. Shive and Betty Watson 
of the Dallas Power & Light Co., Dallas, 
Texasinspect the utility's lobby display 
of an attic fan installation. Officials 
said that the display was of consider- 
able assistance in explaining correct in- 
stallation. 
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Duo-Therm Moves Around the Country 


APPLIANCES 
PROVEN IN 


PERFORMANCE! 


Distinctive matched design of White Cross appliances, 
coupled with proven dependability of this quality line, in- 
sures complete customer satisfaction, profitable repeat , 
sales. The appliances shown below embody features and COMULSSIIS HE 
styling that identify White Cross as the appliance line that 


MAb, tL rt tbedd 
»pular imagination 


FAMOUS | 

New York | 

with a G-E 

by Dr. W. 

oe ALL-OVER OPTIMISM was displayed by Duo-Therm distributors at the company's nt _ 
AUTOMATIC three big meetings in Chicago, New York and Atlanta where sales plans were pre- pred tes 
POP-UP sented and expanding production promised. These West Coast distributors at the eras ee 

Chicago meeting include H. E. Sherman, Jr., Sherman-Swenson & Associates, Los sia tana 
TOASTER Angeles; A. M. Cronin, Jr., Electrical Distributing, Inc., Portland, Oregon; C. Sharrah, apa 
Fully Automatic Pop- | Thompson & Homes, Ltd., San Francisco; S. A. Crysler, Seattle Hardware Co., Seattle: pre 
Up Toaster. This and J. O. Herron, M & M Co., Cleveland, Ohio. co 


make them 
silent, automatic pop- . 
up toaster, an entirely } 


new development, 

has no clock mecha- é ; 

nism to cause trouble : “ 3 , 

Thermostatic timing F : Ernest Ec 

, . - : - +4 ® 

fully governs the r Dies in F 

toasting temperature 

at all times, regard- 

s 

less of fluctuating Ernest 

voltages. Toasts bread evenly to any color selected with ; = : was empl 

color dial. Equipped with convenient crumb remover. Fin- ‘ Edison C 

ished in lustrous chrome with massive bakelite base and Coral 
at Cora 

handles to match. Heavy cord attached. A. C. only. 


came 11 
as manag 
electric s] 


Matched Design 


Matched Design 


FIRST-HAND STORY: These members of Igoe Brothers, Inc., distributors in Brooklyn 
Bakes two individual waffles at the same time on stickproof and Newark, got a description of the new Duo-Therm Chippendale space heater 
aluminum grids, each 5 x 534’ size. aapeosinn enclosed straight from M. F. Cotes (center), vice-president of Motor Wheel Corp. in charge 
hinges. Heat indicator announces baking temperature 


Finished in lustrous chrome with matched lifting and side of Duo-Therm, at the meeting in New York. 
handles. Detachable cord set. A. C. or D. C. 
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Matched Design 


Fully Automatic Waffle Iron Requires no watching. Jewel : one 
signal light announces baking temperature. Waffles are : Florida 
baked everytime as set by color selector. No-stick grids, 

74 size, with batter groove. Finished in high lustrous 


chrome with matched walnut-color lift and side handles. 
Detachable cord set A. ¢ only 


Stewar 
Home 


NATIONAL STAMPING & ELECTRIC WORKS : or 


craft 
, : ey. Stewar 
Subsidiary of Eureka Williams Corporation £ 


heating 
duced 
3214 W. LAKE STREET CHICAGO 24, ILLINOIS 


the fall 
S 
SOUTHERN DISTRIBUTORS got their look at the new Duo-Therm products at the 
meeting in Atlanta. Here members of Horne-Wilson, Inc., distributors in Georgie 
and Florida, gather around for a close inspection. 
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FAMOUS SMILE: Governor Dewey of 
New York (left) had just been presented 
with a G-E self-charging portable radio 
by Dr. W. R. G. Baker, vice-president in 
charge of G-E's electronics department, 
when he flashed his famous smile. Gov- 
ernor Dewey was on hand to inspect 
progress on the company's $20,000,000 
Electronics Park where the radio and 
similar products will be produced under 
conditions as nearly ideal as G-E can 
make them. 















Ernest Edkins, 78, 
Dies in Florida 


Ernest A. Edkins, who for 42 years 
was employed by the Commonwealth 
Edison Co., died Wednesday, July 3, 
at Coral Gables Florida. His death 
came 11 years after he had retired 
as manager of the Chicago utility’s 
electric shops. He was 78 years old. 





ERNEST A. EOKINS 


A former reporter for the New York 
Sun and a past president of the Na- 
tional Amateur Press Association, Mr. 
Edkins entered the employ of Com- 
monwealth in 1893. Before his ap- 
pointment as general manager of the 
electric shops in 1915, he served as 
chief clerk, head of the employment 
bureau and secretary of the advisory 
committee. He has made his home in 
Florida since retiring. 


Stewart-Warner Plans 
Home Heating Units 


Patterned after the South Wind air- 
craft heating equipment built by 
Stewart-Warner Corp., a new small 
heating unit for homes will be pro- 
duced by the company beginning in 
the fall, James S. Knowlson, president, 
has announced. He said that the unit 
has been advanced through all phases 
of engineering and field testing and 
will be marketed in limited numbers 
in the latter part of the year 






























COME IN 38 SIZE AND COLOR COMBINATIONS 
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CAMFIELD Serving Trays are new, 
refreshingly smart—and come ina wide, 
range of sizes, color combinations and 
prices. From rich Walnut, smart Leath- 
erette, and unique Cork, to the De Luxe 
Natural Leather models—Camfield 
variety and styling set a new high in 
customer-appeal! Priced to retail from 
$2.95 to $12.50. 

GRAND SLAM INTRODUCTORY ASSORTMENT OF 

16 TRAYS PLUS FREE COUNTER MERCHANDISER 
Includes 3 large, 3 medium and 5 small Leatherette 
Trays in full range of color combinations; 1 each large. 
medium and small Walnut tray; and 1 each large and 
small Cork surface tray—and attractive counter rack to 
display 4 trays. Packed as a unit in one shipping carton. 
Retail value, $86.20. Order from your distributor or 


write direct. 


* 
CAMFIELD 


GRAND HAVEN, MICH 
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Te customers have a list, too, these 
days — a list of WHAT THEY WANT 
TO BUY — and TOP-LINE with its new 
line of beautiful, work-saving, com- 
fort-giving appliances is right at the 
top of the list. 







































































TRAINING ROOM: 











Significant of the increased emphasis which the Cory Glas; 
Coffee Brewer Co. is placing on sales training is this new training room at the execu- 
tive offices in Chicago. Management and the sales force are undergoing preliminary 
training which will be followed by intensive instruction for home economists. 





Cosgrove Sees Full 
| Production in '48 


R. C. Cosgrove, vice-president and 
general manager of the Crosley Corp., 
speaking at the recent Western Merch- 
andise Mart, stated that he did not 

believe the radio and major appliance 
industries would reach full production 
before late 1947 or early 1948. “Capac- 
ity for manufacturing radio sets, 
refrigerators and other appliances, 
broadly, is double that of pre-war,” 
he asserted. 


Distributor's Job 


Consequences of the tremendously in- 
creased productive capacity, Mr. Cos- 
grove asserted, include a growing 
necessity for the distributor to “do a 
very selective and aggressive selling 
ind promotion type of work. I think 
the distributor must concentrate on 
fewer lines; do a more penetrating 
type job than ever before; have a very 
effective and capable selling organiza- 
ion and really develop a territory with 
etail distribution that can satisfy 
manufacturers who, with double the 
pre-war Capacity, will put tremendous 
pressure on him to take a very large 
volume of business in an area that 
previously absorbed much less.” 














Mr. Cosgrove foresaw a growing 
trade-in problem for the retailer, with 
a possibility that appliances might be 
owned by four or five persons before 


being scrapped. He urged that retail- 
ers get their time payment programs 
in workable shape. 

Speaking of the radio industry, Mr 
Cosgrove said that television will be- 
come “the greatest unit in the radio 
business.” 


Detrola Buys 
Andrews Steel 


International Detrola Corp. has pur- 
chased all the steel-making, rolling 
mill and fabricating plants and coal 
mining interests of the Andrews Steel 
Co., it was recently announced. The 
purchase price was not disclosed 
specialty steel facilities will 
continue to serve many fabricating and 
manufacturing industries as they have 
done for more than half a century,” 
said C. Russell Feldmann, Interna- 
tional Detrola’s president. 

Among other things, the firm manu- 
factures home radio receivers and 
automatic phonographs, refrigerating 
and air conditioning equipment, and 
radio speakers and cabinets. 


“These 








TOP SS)LINE 


TOYS APPLIANCES 


TENNESSEE VALLEY 


ASSOCIATED MARKETERS 


GAMBILL BUILDING, NASHVILLE, TENNESSEE 
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100 A DAY is the rate at which domestic coal stokers are coming out of the factory 
of the A. O. Smith Corp., Milwaukee, Wis. 
materials come through. Meanwhile, these are ready for shipment. 


It'll go up, says the company, when raw 
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F, L. Jacobs Merge 
With Heater Firm 





The Infraelectric Radiant Heater 
Corp. has been formed by the Radi- 
ant Heater Corp. of New York and 
the F. L. Jacobs Co. of Detroit, ac- 





Easily demonstrated advantages 








cording to Rex C. Jacobs, president of | 
the latter firm. The two companies are 
joint owners of the new corporatior f ° i 

Jo vne oO Ww rporation fe) FIBERGLAS insulation 





The new firm will handle sales of 
“permanent, electric home-heating 
units” which will use glass as the 
basic element. In addition, a portable 
heating unit and tray will be marketed 
by distributors of Launderall, the 
Jacobs automatic washer. Mr. Jacobs 
stated that both units will be manu- 
factured by his firm only, and that pro- 
duction of Infraelectric heaters is ex- 
pected by the first of next year. 

Infraelectric’s home office will be in 
the main plant of the F. L. Jacobs 
Co., 1043 Spruce St., Detroit, Mich. 
Basil Needham is president of the new Bes 
concern in addition to holding the same 


position with the Radiant Heater Corp. 
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= Cuban Flatirons 

- Not So Hot 

be From Havana, Cuba, the Mc- 

ore Graw-Hill World News Bureau has 

ail- reported that electric flatirons be- 

ms ing produced in that country are not 
going to provide serious competi- 

Mr tion for United States makes. The I 

be- Cuban product is a §-Ib., non-auto- 

lio matic model, nickel-plated, and SS 
priced considerably higher than 
pre-war prices for imported Ameri- 
can models. Resistances, sockets SS 
ind cords are imported. Produc- SS 
tion there has reached a total of © 
2,000 units a month 

ing 


= 


Kentucky Utilities Co. | 
Boosts Dealer Sales 








ind Kentucky Utilities Company, Inc., No question about it, you're selling the best when 
promotion on electric ranges, water you stress Fiberglas Insulation in home appliances. 
y; heaters and home lighting will be : : m : 
1a- through dealer sales. Dealers are being And your customers know this—know Fiberglas, in 
m= ae. > : . 4 . , 
offered the Edison Electric Institute | most instances, as an old and dependable friend. 
\u- sales training course and additional ; ie is 
nd assistance is being given by homeecon- | Yes, millions of homemakers know Fiberglas to be WATCH FOR THIS SEAL! 
ng omists. Booklets giving the cost of : : — ae “ . — 9 ipa iin ’ 2 
. -‘AegealP an outstanding insulating material, proved through lie eile a 
nd operation of electric equipment, and : g B ; >i ; & You I find it on quality ranges, re¢ 
manuals on the selection of proper exceptional performance in their pre-war appliances, fr — meting nga — 
sized water heaters are made available : : : eat — rs : other appliances. ese seals Make 
— > sands of diffic ar applications. . 
in ae alee weaned. | not to mention thousan is of difficult war applications it easy for you to cash in on the 
= To expedite the sale of water heat- Such “acceptance of Fiberglas means not only Fiberglas feature. Look for them 


ers a special program has been planned easier selling in the store; it means greater customer on the products you re handling ack 
and make the most of them in your 


rected to impress the plumbers with the satisfaction with their purchases (and more future selling! 
benefits they will reap from recom- business for you) 
mending and installing electric water : = ° , : \ yy, 
heaters. Owens-Corning Fiberglas Corporation, Dept. 853, 
The utility company’s commercial Toledo 1. Ohio 
program is expanded to give special : ; 


In Canada, Fiberglas Canada Ltd., Toronto, Ontario. 


Pass 


for the plumbing trade, which is di- 











attention to fluorescent lighting, elec- 
tric cooking, refrigeration and ventila- 
tion. 


os 






G-E Credit Corp. 
Opens Richmond Office 


The Richmond, Va., office of the 
General Electric Credit Corp. has been 
opened, according to L. E. Williams, 
eastern district manager of the GECC. 
The office is located at 1106 E. Main 
St. Arthur Parker, Jr., has been ap- 
pointed manager. 


OWENS-CORNING 


|OSPOPSRESDANCIE THERMAL INSULATION 
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THE NEW BEAUTY of the remodeled W. and J. Sloane Co. store in San Francisco 
is evidenced by these two photographs. The appliance department also features a 
complete electrical kitchen and a utility room and demonstration kitchen. The radio 


department includes nine audition rooms. 
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DEPARTMENT STORES | 








Moser New Buyer for 
Grossman's, Muskegon 


Andrew Moser, who recently joined 
Grossman’s department store in Mus- 
kegon, Mich., from Sam’s, Inc., De- 
troit, has been appointed buyer and 
merchandiser of appliances, toys, china, 
housewares, and glass. Previously, 
Mr. Moser worked for Wise-Smith 
Co., Hartford, Conn. In his new posi- 
tion he replaces Howard E. Reyff. 


Rose Joins Perman 
to Buy Appliances 


Martin Rose, furniture buyer for 
Kellner Bros., New York, for ten 
years, has affiliated himself with Per- 
man Brothers, Inc., Hempstead, L. L., 
as buyer of radios, appliances, furni- 
ture, and rugs. 


Hale Stores Shift 
Appliance Heads 


New manager of the appliance de- 
partment in the Sacramento store of 
Hale Bros., California firm, is E. C. 
Berick, formerly connected with the 
appliance department in the San Fran- 
cisco outlet. O. E. Barnes, former 
manager in Sacramento, has been 
shifted to the same position in San 
Francisco. 
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Marshall Field Names 
Merchandise Managers 


Harold J. Nutting, general merchan- 
dise manager of Marshall Field & Co., 
Chicago, has announced the promotions 
of two former group section managers 
to group merchandise managers. 
Charles C. Holloway’s new duties in- 
clude supervision of radios and phono- 
graphs as well as of floor coverings, 
beds, draperies, interior decorating and 
home planning. Harry D. Perkins 
now merchandises major appliances, 
vacuum cleaners, sewing machines, 
small appliances, linens, bedspreads, 
kitchen furniture, and other items. 


White House Appliances 
Get Own Department 


The White House in San Francisco, 
Calif., has carried electrical appliances 
for a number of years as part of the 
stock of the housewares department, 
but now they have a department of 
their own where H. A. Chase, buyer 
and manager of appliances, says “all 
electrical appliances will be sold.” 
Mr. Chase said that the store already 
has $5,000 worth of major appliance 
samples on the floor. The new depart- 
ment covers 2,400 square feet. Gen- 
eral Electric, Westinghouse, and 
Frigidaire refrigerators are stocked. 































































Spirt ¢ 
for Bor 


Nat | 
the Ar 
of furt 
Borok 
Ne warl 
Cheen. 


Halle 
Dept. 


Halle 
ment § 
radio a 
ton, O 
floor i: 
ment. 
the ma 
depart 
soundp 
install 


Hens 
Basen 


Hen 
partme 
chandi 
has re 
depart 
be fe 
under 


R. Ca 


Frank 
for V 
Lyl 
applia 
Wolb: 
Neb. 





WH. 
ance 
indic 
seem 
75 b 


circu 











Spirt to Buy Appliances 
for Borok Furniture 


at Spirt, recently discharged from 
Army, has been appointed buyer 
furniture and appliances for the 
‘k Furniture and Radio Co., 

N. J., to succeed Harry 
en. 


Halle Opens Anpliance 
Dept. in Canton Branch 


falle Brothers, Cleveland depart- 
it store, has inaugurated a new 
o and appliance section in its Can- 
, Ohio, branch. Half of the main 
floor is occupied by the new depart- 
ment. James Moran is manager. In 
he main store in Cleveland the radio 
lepartment has been renovated and 
soundproof listening rooms have been 
talled. 


Hens & Kelly Re-Opens 
Basement Appliance Dept. 


Hens & Kelly, Buffalo, N. Y., de- 
partment store which stopped mer- 
chandising appliances during the war, 
has re-opened its basement appliance 
department. Major appliances will 
be featured and the department is 
under the management of buyer Harry 


1 


R. Cary. 


Franklin Buys 
for Wolbach Sons 


Lyle W. Franklin has been appointed 
appliance and furniture buyer for S. N. 


Wolbach Sons, Inc., Grand Ireland, 
\ D 


Hackett Directs Appliances 
at Crescent Store, Spokane 


A newcomer to the ranks of elec- 
trical men in Spokane, Wash., is 
George O. Hackett, former Army 
colonel who has taken over the direc- 
tion of the electrical appliance depart- 
ment of the Crescent department store. 
Prior to the war he was with Chrys- 
ler Corp. 


Saunders Buys Radios 
For May Co., Cleveland 


William Saunders, former Army 
major, has been appointed radio buyer 
for the May Co., Cleveland, according 
to William Dixon, divisional merchan- 
dise manager. Mr. Saunders was with 
Gimbel’s for 12 years prior to the war 
in their New York and Philadelphia 
stores and before that served as a dis- 
trict radio manager for General Elec- 


tric. 


Gordon Made Radio Buyer 


for Davison-Paxon Store 


Melvin T. Gordon, former assistant 
radio and record buyer for Davison- 
Paxon Co., Atlanta, has been promoted 
to buyer, according to an announce- 
ment by Paul Loeb, merchandise man- 
ager. Prior to Army service, Mr. 
Gordon had been with the firm for 13 
years, working in charge of the 
drapery workroom and as assistant 
in charge of systems and controls. 
Judson R. Draper, who has been buy- 
ing radios and records as well as major 
appliances, now devotes his efforts to 
the last. 





WHAT APPLIANCE SHORTAGE? These two pictures of the new downstairs appli- 
ance department recently opened by Lammert Furniture Co., St. Louis, give no 
indication of any shortage of appliances. John P. Hart, appliance buyer for the firm, 
seems to have done Lammert's proud. Total appliance display area is. approximately 
75 by 200 feet. Not shown in these photos are the small appliance displays and the 


circular bar office enclosure. 
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“So far, madam, that pie is perfect. Do you trust your oven?” 


Her answer is, “Yes, absolutely!’‘—if it’s an Electromaster. 


Over the past 18 years, user surveys have revealed a 


high percent of enthusiasm for the Electromaster Oven— 


| 











FOR THE BEST IN COOKING -Llecdricély 
FOR THE BEST IN ELECTRIC COOKING — 


a gratifying tribute to Elec- 


tromaster engineers. 


Electromaster owners trust 
their ovens. They have the 
finest oven-cooking that 


money can buy. 


Pictured Above, the 
Banquet Model. 

At left is the history- 

making ‘‘Space -Saver“’ 

—a full-capacity range 
for small kitchens. 


DETROIT 31, MICHIGA 





Air Express shortens your distribu- 
tion time, earns increased customer 
satisfaction, gives you faster turn- 
over. With appliances and replace- 
ment parts becoming more avail- 
able, speed of shipment is of vital 
importance to you. Add wings to 
your orders — specify Air Express. 


For Business 


EFFICIENCY 


cash in on the money-making 


speed of Al 


R EXPRESS 


When you need something now to keep 
your business going, machinery running, 


men at work, o 


r to plug up holes in your 


inventory — specify Air Express and get 
it the fastest way. 


No supplier 
from your door 
hours 

Cost? Rates 
aside from this 


in the country is far away 
— by air. A matter of flying 


overnight at the most. 


are drastically down. But 
new economy, Air Express 


is a money-making tool used by thousands 
of firms for increased business efficiency. 


Specify Air Express-a Good Business Buy 


Shipments go everywhere at the speed of 
flight between principal U. 5S. towns and 
cities, with cost including special pick-up 
and delivery. Same-day delivery between 
many airport towns and cities. Fastest 
air-rail service to and from 23,000 off- 
airline communities in the United States. 
Service direct by air to and from scores 
of foreign countries in the world’s best 
planes, giving the world’s best service. 
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DEPARTMENT STORES 








Franklin in Buying 
Post at Wolbach's 


Lyle W. Franklin has been ap- 
pointed buyer of furniture and appli- 
ances for S. N. Wolbach Sons, Inc., 
Grand Island, Neb. He was formerly 
assistant buyer of furniture at J. L. 
Brandeis & Sons in Omaha and earlier 
associations included Rudge and 
Guenzel Co., Lincoln, and the George 
Innes Co. of Wichita, Kan. 


Kaufman's Opens New 
Appliance Department 


A complete appliance, furniture and 
drapery department has been opened 
on the second floor of the Charles A. 
Kaufman Co. department store, New 
Orleans, La. The new department, 
which is under the management of 
C. P. Edmundson, occupies some 14,000 
square feet of floor space. 


Carlisle-Allen to 
Launch Third Store 


The Carlisle-Allen department store, 
with units in Ashtabula and Warren, 
Ohio, plans to open a third outlet in 
Painesville where a_ three-story 
building with 30,000 square feet of 
floor space is nearing completion. Co- 
managers of the new store are George 
P. Haskell and Charles M. Winer, 
both of whom are now in the Ash- 
tabula store. Mr. Haskell will mer- 
chandise homefurnishings, including 
appliances. 


Saunders Radio Buyer 
for May Co., Cleveland 


William P. Saunders has been ap- 
pointed buyer of radios, records and 
phonographs for the May Co. store in 
Cleveland, according to a recent an- 
nouncement by Samuel Rosenberg, 
general merchandise manager. Mr. 
Saunders was buyer of radios at Gim- 
bel Brothers, N. Y., for many years. 
In 1935 he became a district radio 
specialist for General Electric and 
later was appointed a district manager 
of radio sales. During the war he 
served in the Army Signal Corps. 


Gijemre Joins Hudson's 
as Housewares Buyer 


New assistant housewares buyer for 
small electrical appliances, paint and 
wallpaper at Hudson’s depart: 
store, Detroit, is Kenneth K. Gjemre, 
who succeeds J. V. Darby. Mr. Darby 
left the firm to take charge of traffic 
appliances and housewares for the 
Peninsular Distributing Co. 


Fire-Ruined Firm Reopens 
Two Departments 


W. D. Hardy & Co., Muskegon, 
Mich., department store which was 
recently destroyed by fire, has reopened 
its appliance and floor covering de- 
partments in space leased in the Ter- 
minal Arcade Building. The new 
location provides 2,000 square feet of 
floor space on a main floor and base- 
ment. 


Roanoke Store Spends 
$175,000 to Remodel 


The N. W. Pugh, Co., Roanoke, 
Va., has announced the commencement 
of a remodeling program to cost ap- 
proximately $175,000. The completely 
redesigned fourth floor of the store will 
be devoted to electrical appliances and 
housewares and will feature a built-in 
kitchen, radio and record department, 
and four listening booths. Lines car- 
ried include Hotpoint, Kelvinator, 
Philco, G-E, and others. 


Gocdyear Executives 
Open Department Store 


D. R. Mackenroth, former general 
manager of retail store operations for 
the Goodyear Tire and Rubber Co., 
is head of the recently opened Mack- 
enroth Co., a limited department store 
in Cuyahoga Falls, Ohio. Associated 
with him are Paul H. Leslie, former 
buyer of radios and appliances for 
Goodyear; James H. Bush, recently 
of the Firestone Tire and Rubber Co.; 
and E. Alfred Herberich. The store 
will handle radios, electrical home ap- 
pliances, sporting goods, toys, hard- 
ware, paints, and farm supplies. 











INTERNATIONAL RATES ALSO REDUCED 





GETS THERE FIRST ——— 


Write Today for the Time and Rate 
Schedule on Air Express. It contains 
illuminating facts to help you solve 
many a shipping problem. 

Division, Railway Express Agency 


Marshal 
Bressert 

Walter 
manager 
record s 
Co.'s ma 
formerly 
Evanstor 


Holmes 
Appliar 

Frank 
to Frank 
ance dep 
Co., Ne\ 
Manager 


Don Fu 
Two Ay 


Harry 


230 Park Avenue, New York 17. Or ask 


THE CANADIAN WAY: ‘America's neighbors north of the border are just as 
for it at any Airline or Railway Express anxious to buy new appliances as we, as evidenced by this picture of the throngs been ap 
office. in the newly opened housewares and appliance department of Henry Morgan and ance dey 


Co., Ltd., Montreal department store. The new department provides 10,000 feet Co., 18 
of floor space. Ohio. 


Sales mz 


Phone AIR EXPRESS DIVISION, RAILWAY EXPRESS AGENCY 
Representing the AIRLINES of the United States 
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DEMAND PERFORMANCE: Just be- 


fore the Wolff & Marx Department | 


Store of San Antonio, Texas, opened 


up its new 6th floor appliance depart- 


ment, the displays looked the way 
they do in the first two photos. Then 
came the mob, so big and so de- 
manding that it was necessary to close 
the floor to the public within a few 
minutes after the opening. 
A. Macneal is buyer and merchandise 
manager for the department. 
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Marshall Field Names 
Bressert Appliance Manager 


Walter Bressert has been appointed 
manager of the electric appliance and 
record sections of Marshall Field & 
Co.’s main store in Chicago. He was 
formerly a salesman in the firm’s 
Evanston store. 


Holmes Names Blue 
Appliance Manager 


Frank H. Blue, formerly assistant 
to Frank Aime, manager of the appli- 
ance department at the D. H. Holmes 
Co., New Orleans, has been appointed 
Manager of the department 


Don Furniture Appoints 
Two Appliance Men 


Harry M. Leach has been named 
sales manager and C. L. Dawson has 
been appointed manager of the appli- 
ance department of the Don Furniture 


Co., 186 East Main St., Columbus, 
Ohio. 


Bon Marche Establishes 
“Home Appliance Center" 


Under the management of Harold 
D. Soden, major appliance buyer, the 
Bon Marche store of Seattle, Wash.. 
has established a fourth floor “Home 
Appliance Center.” The department 
includes an auditorium for demonstra 
tions and classes. 


Frederick & Nelson Builds 
Model Kitchen, Sells Radios 


Piping and electrical connections 
have been installed for the model 
kitchen and home laundry displays 
which will be featured in the Frederick 
& Nelson department store, Seattle, 
Wash. A. J. Kohler, manager of the 
company’s appliance department for 
the past 12 years, expects to make the 
kitchen a focus of activity for the sell- 
ing of dishwashers. The store is re- 
ported to be selling home freezers of 
the walk-in type in carload lots to 
home owners. Floyd O. Giles has 
been appointed buyer of the new radio 
department while Hopper Kelly is 
manager. 
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of KORDI TE Clothesline 


Enough to reach from the North Pole 
to the South Pole 


Women all over America see, buy, and rave about KorpitE 


CLoTHESLINE, the new plastic wonder! They like its smooth, 


“wipes-clean-with-a-damp-cloth” plastic surface. The all- 


weather, no stretch, less sag features intrigue them. And 


“Wears five times longer” is a sales clincher that’s hard to beat. 


Fair traded ... merchandised to a fare-thee-well.. . . attrac- 


tively packaged... 


interestingly displayed ... priced to in- 


crease your unit sale, $2.95 per 100 teet-—KorpbiTE means 


quick, easy, cash-on-the-barrelhead sales and profits to you. 


Sell Korpite and you sell the finest—from Pole to Pole the 


world’s best clothesline! 


Four 50-foot hanks form one continuous 200-foot length. 


RETAIL PRICE—50 Feet, $1.49—100 Feet, $2.95 





NO STREAKY CLOTHES! 
Wipes gleaming white 
clean with damp cloth. 


NO SAG! LESS STRETCH! 


Hang it once. That's 


all. Clothes will not 
drag on ground. 


WITHSTANDS ALL 

WEATHER! Will not rot 
or rust. This means 
five times longer life. 


THESE DEALER HELPS BUILD YOUR SALES! 
Display. 3-color, easel-back display tells 
the KORDITE story—briefly, attractively. 
Fact Tag. A silent salesman explaining 
KORDITE features. 

Leaflet. Attractively illustrated leaflets 
available for distribution 


FROM POLE TO POLE THE WORLD'S BEST CLOTHESLINE 


Ask Your Jobber or 
Mail This Coupon 


KORDITE 


CORPORATION 
Victor, N. Y., U.S.A. 


KORDITE CORPORATION 

Victor, New York; Dept. E 
Please send me, free, complete information and 
descriptive material telling the Kordite story. 


Store Name 
Buyer's Name 
Street.and No 
City and State 
Our Distributor is 


Address 
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A powerful fan when the 
weather’s hot . . . and an 
efficient forced air heater 
when it’s chilly. Surf 
SEASON-AIR is either at 
a moment’s notice. Here at 
last is a room-conditioning 
appliance with DOUBLE 
sales appeal that means 
steady profits all year ’round! 


Production of Surf 


Season-AIrr still is being 
slowed by material shortages. 
But keep after your jobber 
and make sure you'll be first 
in your neighborhood to 
feature this great new appli- 
ance when deliveries begin. 
G-M Laboratories Inc., 4292 


N. Knox Ave.,Chicago 41, Il. 
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From heater to fan 





... simply remove heater housing 


BEAUTY... Handsome crackle finish 
e Chrome heater grill e Modern-de 


sign fan blades e Separate fan guard 


STABILITY... Sturdy all-metal con 
truction e inch base e Finest 


materials and workmanship 


UTILITY... For summer, powerful 10 
inch fan with air displacement of 
00 cu. ft. per minute e For winter 


0-watt forced air heater 


SILENCE. .. Incredibly quiet — nearest 
thing to r seles you ve ever seen 


n motor-driven applance 


ECONOMY... Heater and fan COM 


BINED for one low price 













in 29 seconds 





FROM NOW ON, IT'S UP TO YOU said these General Mills executives to Roscoe 
E. Imhoff, fourth from left, appliance sales manager, at a recent three day sales confer. 
ence in Minneapolis. Seventeen appliance district managers attended the parley 
held prior to initiating distribution of the Tru-Heat Iron. Left to right, A. D. Hyde 
president of the mechanical division; Harry A. Bullis, president of the corporation: 
Maurice Graham, head of appliance research; Mr. Imhoff; S. C. Gale, vice-president 
and director of advertising; and James R. Logan, vice-president of the mechanical 
division. The company will soon hold meetings with distributors. 


General Mills Iron 
Distribution Begun 


Ready to roll to market on a district 
by-district basis until full national 
yerage is achieved shortly after the 
first of next year, distribution and sales 
the General Mills Tru-Heat iron 
vil start this fall, supported by a 
tent advertising campaign, it was 
aled at a press luncheon at the 
Waldorf-Astoria, Friday, July 26th, 
in connection with the release of Gen- 
eral Mills 18th annual financial state- 
ment by Harry A. Bul 
According to Mr. Bullis, the initial 
presentation of the new iron will be 
made in the north central Minneapolis 
irea the first week in September and 


1 
veait 


is, president 
ull 


11 


will extend to other territories as fast 
is production permits other terriories 
to be opened—in about the following 
rder: Rocky Mountain, Mid-West 
und Central West areas the later part 
September; South Central and 
Eastern Great Lakes in October, with 
a heavy barrage of advertising for the 
opening of the Metropolitan New York 
rea early in November. 
Other items soon to go into produc- 
on in the Appliance Division are a 
emi-automatic pressure cooker for use 
n gas ranges, and an electric, com- 
pletely automatic pressure cooker with 
its own heating unit. Production on 
the semi-automatic cooker will start 
the first of September, but the electric 
pressure cooker will not be available 
until the latter part of next year. 
Distribution of these appliances, it 
was pointed out, will go through regu- 
larly established appliance outlets and 
not through grocery chains—that is, 
Mr. Bullis said, “not unless grocery 
chains decide to go into the appliance 


business.” 


"Electric Hour" 
to Be Continued 


The Electric Companies Advertising 
Program has renewed its contract for 
sponsorship of the “Electric Hour,” 
1 radio program heard Sundays from 
4:30 to 5:00 P. M., for another 52 
weeks over the CBS network. “Sum- 
mer Electric Hour” fills in from June 
16 to September 8 for the regular pro- 
gram 
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Sams Releases First 
Radio Servicing Folder 


Set No. 1 of Howard Sams & Co's 
Photofact Folders is off the press and 
on its way to subscribers. The new 
service, which was organized a few 
months ago, will eventually include 
servicing instructions and data on every 
make and model of home radio receiy- 
ers made in America. 

Mr. Sams’ first set includes photo- 
graphs, parts lists and descriptions, 
schematic diagrams, voltage and re- 
sistance analysis charts, and alignment 
instructions for 50 receivers made by a 
variety of manufacturers including 
Admiral, Arvin, Fada, Bendix, 
Howard, Lear, Majestic, Meck, Mo- 
torola, Philco, RCA Victor, Sentinel 
Sparton, Stewart-Warner, Telctone, 
Zenith, and others. 7 

Basis for the formation of the com- 
pany, as described by Mr. Sams, was 
the tremendous increase of radio manu- 
facturers and the number of models 
produced which created a necessity for 
complete and simple servicing data for 
all makes. 

The Photofact Folders sell for $1.50 
a set and are obtainable from Howard 
W. Sams & Co., Inc., 2924 East Wash- 


ington St., Indianapolis 6, Indiana 


Duo-Therm Schedules Fall 
Oil Furnace Production 


Eleven fuel oil furnace models have 
tentatively been scheduled for fall pro- 
duction by the Duo-Therm Division of 
the Motor Wheel Corp., M. F. Cotes, 
vice-president, revealed recently. “We 
are making this announcement in 
answer to the many inquiries we are 
receiving every day about Duo-Therm 
furnaces,” he said. “While we are 
not making a single unit today, we 
expect to start production some time 
this fall, barring further difficulties 
with our sources of supply.” 

Present plans call for the manu- 
facturing of furnaces in three sizes, 
50,000, 75,000 and 104,000 BTU capac- 
ity. The 11 models to be offered 
will range from manually or ther- 
mostatically operated units for gavity 
warm air installation to de luxe model 
equipped with blowers for forced wart 
air installation. 
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G-E Plans Opening of 
Lighting linstitute 


Materials shortages and labor diffi- 
culties which held up the opening of 
General Electric’s Lighting Institute 
at Nela Park, Cleveland, have been 
overcome and the official, formal re- 
yening of the institute has been 

luled for the week of September 


e Institute was closed during the 
and has been extensively rebuilt. 
Sweeping changes incorporated in the 
designs include new educational 
lays and demonstrations. In its 
1 it has been designed, says G-E, 
erve as a fountainhead of lighting 
knowledge and information on lamps 
ill kinds for every purpose. 


Features 


Visitors will find a luminous dio 
1 exhibit depicting the history and 
wress of lighting. Among othe: 
lays, demonstrations, and facili 
s built into the revamped institut: 
re a color quality room to show the 
effects of light on merchandise, a patio 
Sun Deck” capable of furnishing 
from 3,000 to 5,000 footcandles of 
infra-red and ultraviolet, an office 
lighting room, an ideal schoolroom, a 
G-E lamp gallery, “Q and Q” rooms 
for fitting quantity of light to quality 
of light, home lighting demonstration 
rooms, an ideally lighted shopping 
center, demonstrating lighting for 
various types of stores, an electrical 
wholesalers display lighting room, and 
thers. 
Immediately after the grand opening 
week, the Institute will resume its 
series of lighting schools 
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NEW NELA ERA: Here in the glass 
enclosed observation promenade of the 
re-built G-E Nela Park Lighting Institute 
are Ward Harrison (left), director of 
engineering, and M. L. Sloan, vice-presi- 
dent and general manager of the Lamp 
Department. The new Nela opens to the 
public the week of September 9 with ap- 
propriate rededication ceremonies. 
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Toastmaster Holds First 
Peacetime Sales Meeting 


Sales representatives and district 
managers from principal cities met at 
Max McGraw’s Clearbrook Farm, 
Elgin, Ill., during the week of August 
18 for the Toastmaster Products Di- 
vision of the McGraw Electric Co’s. 
first post-war sales conference. Ac- 
cording to William E. O’Brien, general 
sales manager, sales plans for 1947 
were presented together with national 
advertising and merchandising pro- 
grams for that year 


The EBCO Manufacturing C0., 401 West Town Street, Columbus 8, Ohio 
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when you equip with 


Flamenol | 
Cords 


Those who buy your radios, clocks, fans, and 
similar electric appliances are more and more 
concerned about what's behind the products 
they choose, in these days of quality-skimping. 








When a smooth, clean Flamenol cord set 
backs up your product, buyers are quickly re- 
assured. The strong molded-on plug construc- 
tion — the straight, sturdy prongs with the G-E 
monogram — create a conviction of quality car- 
ried through to the last detail. 


Years of use will back up this conviction. The 
cord jacket remains pliable, and free from fail- 
ures caused by abrasion, oil, or moisture. 


G-E Flamenol cords are furnished now in 
ivory and brown (later in other colors) in 6-, 8-, 
and 11l-foot lengths. For sample and prices, 
write on your letterhead to Section Q6-928, 
Appliance and Merchandise Department, 


General Electric Company, Bridgeport, Conn. 


*Trade-mark Reg. U. S. Pat. Off. 





GENERAL {) ELECTRIC 
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DEEP WELL 
Compact skillfully noted for 
engineered . . . top 7 5 
serformance. Als« j 
Ad = on dependability 


SHALLOW WELL offers you a great 


Simple accessible 
dependable. A leader 
in the Woter System 


field. 
ae 


opportunity. McDon 
ald, known for more 
thon 90 years, is 
nationally advertised 
Get 
today 


and accepted. 


the facts 
Write. 





























with ND Lorelle 


Use Filterette 1214 with popular, universal-motored appliances 
cleaners, hair dryers, drink mixers 


vacuum 


Use Filterette 1220 to stop 
of appliances. . 
And for the “toughies" use Filterette 1218 

unit for broadcast, short-wave, and television. 
For electric shavers of any make, Filterette 
annoyance of the “‘static’’ they normally create. 
For every known source of man-made static there's a Tobe Filterette that 
quells the radio noise . . . swiftly and surely. Write today for your copy of 
Tobe Catalog M-469 listing 82 common radio noise sources and recommended 
cure for each 


TOBE DEUTSCHMANN CORP., CANTON, MASS. 


short-wave disturbances from the same types 


it's the most efficient plug-in 
1215 


gives relief from the 
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EN FLAME 


20LLS THIT 


SHIELDS SHOWS ‘EM: A. W. Shields, general sales manager, Evans Heating and 


—_” 
<—o 


Appliance Div., is stirring up his listeners more than somewhat with an explanation 
of what's in the 1946 Super DeLuxe home heater made by Evans Products Co., De- 


troit. 


Listening are: Sam Shapiro, Good Housekeeping Shops, Milwaukee; R. B. 


Evans, vice-president in charge of this Evans division; Mr. Shields; and Steve Lukina, 


Peoples Outfitting Co., Detroit. 
Markets. 


The scene is the Furniture Mart during the July 





In the Women's 
Magazines— 
“My Kitchen Changes Its Tune,” is 


the title of an 
kitchen by 


article on her own 
Ann Batchelder, which ap- 
pears in the September Ladies Home 
Miss Batchelder lives in a 
rambling old suburban house—the sort 
Van Winkle might have 
found to his taste, with a kitchen to 
match. It has been 


Journal 
1 » 
Tt place Rip 


completely redone 
with garbage disposal-sink, dishwasher, 


refrigerator and planning desk. This 
the first of a series of articles on 
kitchens planned by Ladies Home 
Journal, 
Charlotte Eaton Conway, in House 


Beautiful’s August issue reports a sur- 


vey of all the ways to get expert help 
better-looking, better- 
vorking kitchen in an article entitled 
“How to Get From This ... To 
This.” 

Imerican Home’s 
Donald K. 


Pointers on 


1 
plamning a 


August issue pic 


torializes Tressler’s “Pro 


fessional 
Poultry.” 

Myrna Johnston of ‘Better Homes 
and Gardens’ has a lot of new ideas for 


Freezing 


kitchen efficiency which she describes 
in the August issue, in an article en- 
titled “New Kitchens—They Come in 
One Piece, in Sections, or by the 
Foot.” ; 


Parts Jobbers Promote 
"Service Clinic Plan" 


Further steps to promote the “Serv- 
ice Clinic Plan” promulgated by the 
Appliance Parts Jobbers Association 
last April were taken at the recent 
meeting of the association’s executive 
board. 

As described by 


tier, 


Wilfred L. Clou- 
secretary of the organization, 
the plan will include an invitation to all 
dealers and service men in a given 
locality to attend a service clinic where 
factory representatives from the 
machine manufacturers will 
explain and give a thorough demon- 
stration on all parts of the washing 
machine to be serviced and how it can 
be serviced in an efficient and economic 
manner. Mr. Cloutier said that some 


washing 


SEPTEMBER 1, 


manufacturers had already expressed 
approval of the plan. 

The executive board also accepted 
two firms as members: Gopher Appli- 
ance Co., Minneapolis, Minn., and 
Cooper Washer Parts, Inc., 
City, Iowa. 

The regular fall meeting of the asso- 
ciation is scheduled for the Gibson 
Hotel, Cincinnati, Ohio, October 24 


through 26. 


Sioux 





City Aids Fixture Firm 
—And Makes Money 


knocking 
And 
just aS many more are trying t 
justify it. That latter group’ may 
find inspiration in the story of the 
Moe Brothers Manufacturing Co. of 
Fort Atkinson, Wis., 
paid off the last of a twenty year in- 
debtedness to the city in the record 


Quite a tew people are 


free enterprise these days. 


which recently 


time of eight years. 
The 


tures 


which manufac- 
cookers and fluor- 
escent lamp fixtures, moved to Fort 
Atkinson in 1938, after citizens of 
the community raised $60,000 by 
selling bonds and stock in the In- 
dustrial Realty Co., a civic corpo 
ration, to bring the company from 
Milwaukee. The firm had 20 years 
under the contract to pay off its 
debt, but paid it all in only eight 
years. } investors, 


company, 
pressure 


Moreover, the 
who hadn’t expected any real finan- 
cial return, get three 
annually on their money. 

When Moe Brothers—there are 
four of them—moved to “The 
Fort”, they employed 100 people in 
the city-built plant. Since then 
they have built three additions, em- 
ploy 660 people, and pay out one 
million dollars in pay rolls annually. 
With the completion of a new addi- 
tion under 


percent 


now construction, the 
roster of employees will shoot up to 
1,000, according to 


O. E. Moe. 
In two newspaper ads the com- 


vice-president 





pany and the city congratulated 
each other on their trust, enter- 
prise and cooperation. 
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Julien Heads New Foster 
& Davies Promotion Dept. 


e industry relations department 


§ Foster & Davies, Inc., Cleveland 
ad tising firm, has been changed to 
the industries promotion department 


and has been placed under the control 
Jon Julien, newly appointed vice- 
ident. The department was organ- 
| five years 


ago to keep members 
ts client-industries abreast of gov- 
ental orders and regulations, but 
with the removal of war-time re- 
strictions the function has become one 
romotion. 





DON JULIEN 


It will be Mr. Julies 


to render a 


i's responsibility 
‘ment 
organized 
products 
f their indus- 
Typical clients are the Decora- 
tive Lighting Guild of America; the 
Certified Lamp Makers O-Lier 
nd the Certified Bal 


sales and manage 
service to groups of clients 
ooperatively to 
and expand the markets « 
tries. 


promote the 


- Fleur 
manufacturers; a 


last and Starter manufacturers. Mr 
lien has been with the firm for ten 
irs, prior to whi € was advertis 


lectric Co 


ing manager for Graybar FE 


Norris, Regina Head, 
Dies at Summer Home 
Alfred E Norris, 


‘sident of the 


Regina Corp., Rahway, 'N J., manu- 
tacturers of vacuum Cc leane rs. and vice- 
resident and member of the execu- 


tive committee of the Vacuum Cleaner 
Manufacturers Asociation, died of a 
eart attack at his summer home in 
Mantoloking, N. J., on July 27. He 
vas 50 years old 
Mr. Norris became 
Regina Corp. 


associated with 
26 years ago, serving as 
e-president and secretary before be- 
1933. He was 


Westfield 


ming president in 


lso a vice-president of the 


N.J.) Trust Co., a director of the 
Rahway Memorial Hospital, and a 
member of the Princeton Club of New 
Y wrk 
G-E Credit Corp. 

Reopens Offices 

Seven city offices of the General 
‘lectric Credit Corp. have been re- 
pened as part of G-E’s program of 


stablishing additional 
) serve dealers selling G-E 
oint appliances. 

The offices opened and their 
gers are 


representation 
and Hot- 


man- 
as follows: Indianapolis, R. 
A. Cox; Pittsburgh, J. M. Wilson; 
Kansas City, W. D. McKinley; 
Minneapolis, P. F. Manthey; Albany, 
W. Olesen; Cincinnati, M. E. Davis; 
and New Orleans, E. S. Rockett. 
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of two percent was 


Philco Figures 2° Return 
on Gimbels Video 
Programs 


Two percent, in itself, 
large figure, but 


is not a very 
Gimbel Brothers, 
Philadelphia department store, is 
pretty ibout it, says Ernest B 
Loveman, head of television broadcast- 
ing for Philco Corp. The store made 
an average sales re 


happy 


turn of two percent 
a week for its first six video programs 


over Philco’s WPTZ. 


Mr. Loveman said that the figure 
possible to deter- 


mine only because the number of tele- 


vision sets in the area was accurately 
known. 

An official at Gimbels remarked that 
“if the effectiveness of any form of 


advertising is to be judged by sales, 
Gimbels television programs 


have been highly successful,” with the 


then the 


only limiting factor at present the small 


number of video receivers in the Phila- 
delphia area. 

Format of the half-hour 
“All Eyes on Gimbels,” presented 
every Wednesday at 8 p. m. from the 
Philco studios in downtown Philadel- 
phia, consists of two parts, a commer- 
cial and a _ variety show. The 
commercial presents only those prod- 
ucts or services which can be demon- 
strated interestingly and realistically. 
\ new vacuum cleaner, for instance, 
is ideal for television. Measurement 
of audience response has been based 
entirely on sales returns. These sales 
recorded, Philco claims, 
customers have actually 
mentioned seeing the product or serv- 
ice on television. 


program, 


have been 
only where 


Commercials of the six 
featured the 


programs 
store’s hairdressing salon, 
post-war kitchen gadgets, housewares 
for a vacation cottage, gardening tools 
and techniques, and the Gimbels sew- 
ing center course. 


Calkins Occupies 
New Niles Plant 


\ new plant at 
St., Niles, Mich., 
by the Calkins 
ufacturer of the 
electric table 

The new plant is described as con- 
taining over 12,000 square feet of 
floor space. Output is currently at the 
rate of 1,000 units per day and, the 
company avers, 40,000 units per month 
is its present goal 


1103-1117 Sheffield 
has been occupied 
Appliance Co., man- 
sreakfaster, a new 
stove. 








CORY'S CORNER: The Cory Glass Cof- 


fee Brewer Co. shot the works with the 
design and construction of its recently 
opened Los Angeles sales office, 3711 
Wilshire Blvd. 
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PEOPLE BUY WHAT THEY SEE... 





Model PJ-13 








7 
ae 





.-.and they see ELECTROMODE 
PORTABLE ROOM HEATERS 


in these national magazines regularly 


You can tie in with this national ten-million-circulation adver- 
tising and build up your sales and profits by keeping Electromode 
Portables on display in window and store. 


This attractive all-electric heater is a natural eye-catcher and 
the sales story behind it assures quick profits. Absolutely safe 
for children and pets, through elimination of all fire, shock, or 





recognize. 








ELECTROMODE 
WALL MODEL WJ-13 
Easily and quickly installed. 
1320 watts. Connects to home 
lighting service. Needed in 
the bathroom of every home. 


facturing locations. 


They 


heating Element. 


explosion hazards, the Electromode Port- 
able is a plus value that parents quickly 


And everyone is a prospect for the wall 
model Electromode WJ-13. This unusual 
heater connects to the regular home light- 
ing service and is a big favorite for bath- 
rooms. Takes up no floor space, gives 
quick heat at any time of day or night. 


The Down-FLO 


PORTABLE 


| These larger capacity Heaters (2000 and 
3000 watts) can be used as complete heat- 
ing units in many homes, offices, and manu- 
operate on the 
Down-Flo principle of warm air delivery 
which assures thorough, uniform heat dis- 
tribution. The Down-Flo Portable also in- 
corporates the Electromode patented safety 





Approved by Underwriters’ Laboratories. 


ELECTROMODE 


Portable ROOM HEATERS 


If you do not already have these 
two fast-turnover heaters in stock, 
contact your Electrical Wholesaler 
now or write for illustrated bro- 
chure 46-D to ELECTROMODE 
CORP., Rochester 3, New York. 





EXCLUSIVE 


This patented Heating Element, 


Electromodes for the heating of U. 


fire, explosion or shock hazards. 





a feature of all 
Electromode Heaters, is the same as that used in 
S. Submarines. 
The nichrome resistor wire is enclosed in a tubular 
metal sheath totally embedded in a one-piece finned 
aluminum casting for absolute protection against all 


SAFETY HEATING aad ad 
Makes Sales Easy to Get 
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SUSPENDED 
UNIT GAS HEATER 


When immediate 
delivery counts most 


FOR PROFITS 


TODAY 





When customer satisfaction 
will count even more 


FOR PROFITS 


TOMORROW 





The Palmaire suspended unit heater solves the require- 
ments of small store and factory owners for an efficient, 
fully automatic heater which will not take up valuable 
floor space. This heater hangs from the ceiling, requir- 
ing no duct work. Quietness of operation, plus maxi- 
mum heat delivery, is assured by either the propeller fan 
type or the blower type unit. The rugged, handsome 
case is attractively finished in brown crackle enamel. 


Every heater pretested be- 
fore delivery. American 
Gas Association approved. 
55,000 to 200,000 BTU. 


For natural or Butane gas. 
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1 CASH IN on 1H: 


DEMAND FOR 


— emer 
HARDER 7c 
HOME LOCKERS 


COMPARE HARDER-Freez with any other home or farm 
freezer, and you'll see why it’s so easy to sell. Large capacity—up 
to 18 cubic feet. Convenient. Appealing design. Nationally adver- 
tised. Amazing low price. Experienced manufacturer. Dealerships 
available. Write today! 

UPRIGHT AND CHEST MODELS AVAILABLE 


_——_—_— SS i lc 
[ TYLER FIXTURE CORP., Dept. EM-9, Miles, Mich. 
Rush data on Harder-Freez Home Locser line and deal- 
| ership agreement | 
NAME . —— 
ADDRESS - —E 
———— | | TT 


TYLER FIXTURE CORPORATION, NILES, MICHIGAN 
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NO ONE GOT SICK when Florida 
Power Corp. residential sales repre- 
sentatives ate the food they prepared 
as part of the utility's first post-war 
sales training conference. In the 
smaller picture Kathryn M. Holy, 
home service director, helps educate 
Sam Whittaker, R. B. Schroeder and 
C. W. Ailstock. The course, which 
lasted for one week, included the 
LaSalle Extension Course and EEI 
training films. R. H. Giedd and Mr. 
Ailstock originated and conducted 
the course. 








te. 












HAVE YOU HEARD... 













CHANDELIER MONOPOLY 


Crystal chandeliers are something 
that a dealer can specialize in and hold 
his own against any kind of competi- 
tion, Howard Bragg of the Electric 
Construction Co., Little Rock, Ark., 
maintains. When Electrical Merchan- 
dising called at his Main St. shop it 
contained chandeliers ordered by people 
as far away as Wausau, Wis., and 
Oklahoma City. One chandelier is 
priced at $1,000 and another one, over 
100 years old and wired for electricity, 
bears a $650 tag. 


NO ACCIDENT 


The Moe Brothers Manufacturing 
Co., the fluorescent fixture concern 
which was partially financed by the 
city of Fort Atkinson, Wis., and paid 
back its 20 year debt in eight years, 
has set another type of record. In 
1944 the firm had 59 lost-time acci- 
dents among its employees, a total of 
2,591 man-days lost because of acci- 
dents. Then the company went to 
work, installed safety devices, inaugu- 
rated safety campaigns, and made 
safety rules. Result: Moe Brothers 
has completed 710,000 injury-free man 
hours of work since July 24, 1945. 
That, we believe, proves that safety 
is no accident. 


CURRENT EVENT 


It cost us fifty cents to discover 
this one. Down on Foley Square in 
New York where the Edison elec- 
tric power sub-station used to be, a 
chap named M. T. Watts now runs a 
parking lot. We found Mr. Watts 
sitting comfortably by the parking 
shack stove, totally unaware of the 
coincidence of the connection between 
his name and the former sub-station’s 
function. He said he had never 
thought of it. Anyway, we parked 
there and he was happy to get our 
half dollar. 


SEPTEMBER 1, 


CARTWHEEL COMPLIMENT 


Gerald W. Davis, Sandall and Davis 
Co., Las Vegas, Nev., paid his bill to 
the Hoffman Radio Corp., Los An- 
geles, the hard way. The radio com- 
pany received an express shipment of 
423 silver dollars from Mr. Davis to- 
gether with a note which read, “Solid 
silver for solid gold merchandise.” 


LA FOND 


Richard D. La Fond, who formerly 
held advertising positions with G-E, 
Sperry, Edison G-E, Roche, and Wil- 
liams and Cleary, has hung up his own 
agency shingle as Richard La Fond 
and Co. in the Salmon Towers Build- 
ing, Fifth Ave., and 42nd St., New 
York City. 





1946—ELECTRICAL 





THE MARX SYSTEM of housecleaning 
with a Universal cleaner is demonstrated 
by Groucho, Chico and Harpo. Their 
method: Use your head and figure out 
a way to make an easy job difficult. 
The way they do it it's easy to make a 
hard job out of a simple one. Next 
step is to sweep up the dirt with a broom 
and pour it into the vacuum cleaner 
nozzle. 
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pAYCHECK PAPER 







rrreaee 


pays off to distribute company 
booklets with the monthly paychecks. 
Most anybody who gets a check is in 
a good enough mood to read what 


ee 


; comes with it. You and I and RCA 
| Victor, which is the folksy title of 
: RCA’s house organ, recently won a 
-ertificate of award in the First Inter- 
be nal Industrial Publications Con- 


test sponsored by the International 
Council of Industrial Editors—which 
| is quite a mouthful. The Council said 
the RCA publication got the award 
in recognition of its effectiveness of 
i jesign, excellence of editorial content, 
and achievement of purpose.” 


ACORN PALM 


Grant Layng, former colonel in the 
87th (Golden Acorn) Infantry Di- 
vision, and present manager of the 
builders and apartment house division 
f Bendix Home Appliances, recently 

eived a Croix de Guerre with palm 
awarded by General de Gaulle some 
eight months ago. Mr. Layng was 
ited for exceptional service in the lib- 


mn of France 


DEVICER 


Charles E. Willet’s official new title 
is sales manager. He went on the 





Cc. E. WILLET 


salary roll of Burton & Rodgers, Inc., 
Cincinnati display, exhibit and special 
devices designers and producers, in 
1935, working up through various 
positions in both sales and production. 
Most recently he has been active in de- 
veloping point-of-sale display material 
for appliances 














SIMMONS OPENS NEW SHOW ROOMS: The Simmons electronic blanket was 
featured in a colorful display of the five pastel shades in the new showrooms occupy- 
ing the entire second floor of One Park Ave., New York. In the center the model 
is adjusting the control cabinet of a blanket for a pre-selected warmth. At right a 
blanket is getting the “refrigerator test" to demonstrate how it maintains the amount 
of selected warmth despite the zero temperature of the refrigerator. 





JUNK—$16 EACH 


One western dealer who found it 
hard to obtain well-known appliances 
bought 100 nameless double hotplates, 

a lesigned to retail for $16 each. He 
Id five or six before he began to 
get any kick-backs. But then he got 
ick-backs from all purchasers. Curi- 
sity impelled him to turn one of the 
idgets over and see how it was made. 
ey were made, if we can abuse the 

| with heating elements no 
vier than ordinary lamp cord. It 
curred to this dealer, who wants 
stay in business, that both he and 
customers were on the receiving 

nd of a gyp. So he had the units 
ewired and new switches installed at 
i cost of $5 each. That, of course, ate 
ip all his profit. The moral is not 
hat this dealer was honest, but rather 
iat dealers should look before they 
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POOLED 


When the atom bomb exploded off 
Bikini Atoll in the Pacific, motion pic- 
tures were made of the blast by 
LeRoy G. Phelps, who is a veteran 
cameraman selected by six television 
companies, These were flown to the 
states where DuMont Laboratories, 
American Broadcasting Co., Balaban & 
Katz Corp., CBS, NBC, and Philco 
will air them for television audiences. 
Four ‘days will elapse between the 
filming and the reproduction on the air 
ways. Remember when you see it 
it’s only pictures 


WIRELESS COOKERY 


One-household in the city of Baton 
Rouge, La., was slightly upset when 
an electric stove burner in the kitchen 
doubled as a radio and frightened the 
home owners with mysterious voices 
and music from a nearby radio station. 
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Slingabouts 


Production line perfection is delivered with the use of Slingabouts. 
That is why these leading appliance manufacturers are among those 
approving the Webb Slingabout. Over and over again, for all appli- 
ance models, this sturdy flannel lined canvas jacket has proven the 
safest, fastest, most economical protection against damage from 
handling and transportation. Messy uncrating is eliminated. Sling- 
abouts are slipped on and off in a matter of minutes. Convenient 
handholds make easy piloting through doors, up stairs, on and off 
trucks, without damage to the appliance or customer's property. 
Slingabouts pay for themselves through repeated use. For lower de- 
livery costs, better protection, use this coupon today. 






















— 
| WEBB MANUFACTURING COMPANY, 2918 N. 4th St., Philadelphia 33, Pa. ! 
| Send Slingabout prices for Model No. Make —— | 
l NAME_ Refrigerator | 
l Check Range 

| ADDRESS — appliance )\ Freezer 
.o STATE l Washer 


PREPARE FOR PROTECTED DELIVERY— MAIL THIS TODAY 


NATIONALLY ADVERTISED IN LEADING MAGAZINES | 


WIRING TERMINALS FOR EASY INSTALLATION 


WNCONDITIONAL RENEWAL GUARANTEE 


An automatic safety and conhvenience item with exclusive 
features that pack a big sales punch. Sparked by national advertising in leading 
magazines, there’s a lively demand for LumiNite /ighted wall switch plates in 
homes, apartments, hotels, hospitals, offices — wherever wall switches are used 
The tiny shielded electric light is always on when the room is dark — always off 
when the room lights are on. Ends fumbling for switches. No more smudged walls 
Single-gang, two-gang, and multi-gang assemblies available. Operates for less than 
2c per year. Works also on 3- and 4-way switches. Guaranteed. For steady profits, 
sell the original LumiNite. List price $1.00. Write for details 


ASSOCIATED PROJECTS CO., 80 E. Long St., Columbus 15, Ohio 


reuother LUMINITE Droduct 





REG U S PAT. OFF 
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THERE’S A WORLD OF PROFIT 
IN HANDLING 


Talk-A-Phone 


The World's Most Complete 
Line of Inter-Communication 


Are your “palms itching” for bigger profits, easier sales, 
faster turnovers? Then look into what Talk-A-Phone has 
to offer. Chances are you never saw a better-business 
getting, profit-yielding proposition in all your born days. 
Talk-A-Phone is tops in value. Tops in the very latest 
inter-ccommuncation advancements. “Has Everything”. 
Backed by National advertising. Out in front in demand. 


Ask Your Jobber! 


Cut yourself in on a world of profit by handling the 





world’s most complete line of inter-communication. Cata- 
log listing a unit for every requirement upon request. 
Address Dept. MS. 


Talk-A-Phone Co. 


1512 S. Pulaski Road Chicago 23, I[]l. 








GENUINE ORIGINAL 


STRUCTURAL Benps 


REGISTERED TRADE MARK 


OF TEMPERED MASONITE PRESDWOOD 


Create a Modern 
APPLIANCE STORE 


Made of strong tempered Mason- 
ite presdwood, Structural Bends 
are a practical, inexpensive ma- 
terial for creating streamlined, 
dramatic merchandise settings. 
Whole departments can be mod- 
ernized . . . new window back- 
grounds installed . . . outstanding 
effects created at little cost. There 


are seventeen basic shapes avail- 





able in 8’ and 12’ lengths. Flexi- 
ble... easy to cut...comstruct... 
finish and install... durable... 


modern... practical to 





hundreds of differ- 









Modern Post Treatment features 
small appliances. Trock Appliance 
Store, Chicago. Harry Meyers, 
Display Mer. 


ent treatments. 
In stock. 


WRITE FOR FREE CATALOG « PLAN YOUR NEEDS « PLACE ORDER NOW 


Designed and Distributed Exclusively by 





W. L. STENSGAARD AND ASSOCIATES, NC. eerie 
355 NORTH JUSTINE STREET + CHICAGO 7, ILLINOIS Only $2.9 








EUREKA SALESMEN are learning “How to Sell the Eureka Complete Home Clean- 
ing System’ from the slide film from which this frame is reproduced. The film is part 
of the company’s visual sales training kit that contains slide films, sound recordings 
retail sales album and manual, meeting guide, ad reprints, and pamphlets. The kits 
are used by branch-office sales managers and distributors to train dealers salesmen. 








NEW LITERATURE 
AND SALES HELPS 








Automatic Washer Co. 


Prepared for dealer and distributor, 
a new catalog has been published by 
the Automatic Washer Co., Newton, 
lowa The eight page booklet illus- 


trates the invertible Duo-Disc agitator 


ind the “Stokes” patented ball-bearing 
transmission, as well as other 


ical parts, to 


mechan 
serve as reminders to 
salesmen what to stress in their work 


Tr 
Selling the msumer 


Duo-Therm Div. 
Motor Wheel Corp. 


Iwo new, profusely illustrated con 
imer catalogs have been announced by 
Duo-Therm Div., Motor Wheel Corp., 
Lansing, Mich The fuel oil space 
heater italog reproduces the com- 
lete line from full-color photography, 
ith special attention to the new de 
igns inspired by period furniture 
styles. Equally colorful and informa 
tive is the catalog on the full line of 
fuel oil automatic water heaters. Duo 
Therm has also announced a new list 


f dealer promotion helps including 
' 


envelope stuffers, mailing broadsides, 


newspaper mats, radio spot announce 
ments, dealet and = distributor sales 
rtfolios and window and showroom 
isplay " 


National Adequate Wiring Bureau 


\ new leaflet has just been prepared 
National Adequate Wiring 
Bureau, 155 East 44th Street, New 
York 17, N. Y., entitled “Principles 
I Adequate Wiring Made Easy”. It 


lescribes training material now avail- 


hy thr 


ible for new home service employees 
customer-contact representatives, sales 
personnel, home demonstration agents 
and consumer groups Prices 


tor the 
various training plans are also in- 


SEPTEMBER 1, 
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National Retail Furniture Assn. 


Publication of the second edition 
“Modern Stores”, trade manual 
modernization of retail store design 
layout, display values and equipment 
has been announced by the National 
Xetail Furniture Assn. Basic ideas 
for store modernization, even under 
restricted building construction regu 
lations, are outlined in detail by th 
170-page manual, primarily intended 
for furniture stores but fully applica- 
ble to any kind of retail mercantil 
establishment. 

Subjects discussed include the prope: 
use in modernization work of plywood 
porcelain, steel, bronze, glass and 
tile, as well as other less commonly 
used material, illustrated with 195 
pictures and 58 line drawings and 
blueprints. The manual is not on 
general sale but copies may be obtained 
from the National Retail Furnitur« 
Assn., 666 Lake Shore Drive, Chicago, 


Ill. 


A. F. Myers & Bro. Co. 


An example of postwar planning fo 
retail selling is illustrated by the new 
Myers store display and sign program 
which climaxes a chain of progressiv 
steps in factory-dealer cooperation 


“It’s the biggest step we have taken 


in this direction, but our dealers aré 
ready for it,” says Mr. C. D. Leiter 
sales manager of the Myers organiza 


tion. The main objective is to get 


increased traffic to the water systen 
department and make it easy for pros 
pects to inspect and buy the pump o 


water system or parts they need and 


want. Tied into this objective is the 
leadership idea—the importance to th« 
dealer of having his store look like 
“Pump Headquarters” if he is to play 
the part successfully and represent the 


Myers line properly in his community 
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General Electric Co. 


e General Electric Co. is now 
fering to people who are thinking 
building or remodeling a house a 
work on planning your home for better 
electrically. A 64-page, pro- 
illustrated, full-color publica- 

t covering kitchens, laundries, 
ng, wiring, electronics, heating 

air conditioning, it will soon be 


wwailable through G-E appliance re- 
tailers at 25¢ a copy The booklet 
takes a room-by-room tour of the 
average house—showing what should 
be done to insure most efficient use 
und complete enjoyment of electricity 


kitchen, laundry, bedroom, bath 
living room, basement, garage 

and outside. A typical section—on the 
electric kitchen—gives full-color ex 
amples (with plans) of the four best 
lavouts for kitchens; illustrates all the 
new G-E kitchen appliances from re- 
frigerator to clock; shows how one 
basic kitchen layout can be incorpor- 
ated into any style of room; and gives 
ractical advice on how the home 
owner can easily afford an electric 
kitchen by step-by-step modernization. 
\ new booklet titled “Your Place 
the Sun”, featuring practical light- 
ideas for the home, has been pre- 
pared and made available for 10¢ at 
the Lamp Dept., General Electric Co., 
Nela Park, Cleveland, O Room 
room, with color portraits it illus 
tes ways in which modern lighting 
contribute beauty as it provides 


soothing “seeing” conditions for 
the entire family Practical applica- 
s of the new Circline and Slimline 
fluorescent lamps are featured along 
vith colorful uses for other types of 
t bulbs 


Radiant Lamp Corp. 


\ new bulletin entitled “Radiant 
imps for Educational Institutions” 
s just been published by Radiant 
Lamp Corp., 300 Jelliff Ave., Newark 
8, N. J. The bulletin describes and 
lustrates lamps required for various 
pes of projectors used in visual 
education, floodlights and _ spotlights 
photographic and stage lighting 
inits, and weatherproof lamps for out- 
or playgrounds and sports stadia. 
\lso shown are Radiant standard 
lamps for outdoor lighting in enclosed 
fixtures and for indoor illumination 
f gymnasiums or other areas with 
h bays 





FREE! . . . DISPLAY LAMP BASSET 
with every #123 Insecto lamp deal, 
which consists of a balanced assortment 
of all popular sizes for household and 
commercial uses. 
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12 PRECIOUS JEWELS: The Admiral 
Corp. is now releasing to dealers a new 
phonograph needle dispenser for wall or 
counter. Contains !2 Precious Jewel 


needles sealed in a lucite package, easily 
refilled. 





Philco Corp. 


A new line of auto radio service 
manuals has just been prepared for all 
auto radio members of the “Philco 
Service” organization in this country 
and abroad, it was announced today 
by Robert Herr, vice president in 
charge of the - rvice Division of 
Philco Corp., Philadelphia, Pa. “By 


dividing the receiver circuit into four 


sections with selected tests for each 
these manuals allow the serviceman 
rapidly and easily to isolate the point 


of repair as to section and component 
within the section,” said Mr. Herr. 


Pressed Steel Car Co., Inc. 


“Cooking with Imagination” is th 
title of the cook book and instruction 
manual just published by the Domesti 
Appliance Division of Pressed Steel 
Car Co., Inc. According to A. Rays- 
son, general sales manager, it strikes 
an entirely different note from the cook 
books put out by other range manufac 
turers. It has been designed, Mr. Rays 
son went on, to show the American 
homemaker that electrical living makes 
gracious living easy and in doing so it 
stresses the current trends towards 
speed cookery and gourmet cookery. 
The booklet will be distributed to 
Presteline range owners through their 
dealers 


Westinghouse Electric Corp. 


“Fluorescent Lamps”, a_ practical 
guide to Westinghouse fluorescent 
lamps and equipment, is the title of a 
new 23-page booklet just published by 
the Westinghouse Electric Corp., Lamp 
l)iv., Bloomfield, N. J. Illustrated by 
photographs, drawings and diagrams, 
it describes the use, manufacture and 
operating characteristics of fluorescent 
lights. 


United States Rubber Co. 


\ new chart showing changes in 
branch circuit wiring requirements in 
the 1946 National Electrical Code is 
being distributed by the wire and cable 
dept. of the United States Rubber Co., 
from their general offices, 1230 Avenue 
of the Americas, New York 20, N. Y. 
lhe chart indicates clearly the differ- 
ence between the 1940 and 1946 codes. 
It is printed in two colors and fur- 
nished with a wall hanger. 


1, 1946 





ELECTRO-SAFE WRINGER 
the world’s safest 


a sales clincher! 


—— L\ 
NES, 4k | 
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Yes, the patented Voss Electro-Safe 


Wringer guards housewives, children 
and clothes against serious wringer ac- 
cidents. This is the “World’s Safest 
Wringer”—and only Voss has it. 


Anyone can make the astounding tie vy ~ é 
test, hair test, sleeve test, with absolute 

safety — because immediately, when roll tension is released, 
rolls stop, motor stops — everything stops. 


This exclusive Voss feature alone will clinch a sale. Add to 
this the exclusive Voss Floating Agitator (Tops Suds Wash- 
ing) — Auto-Type Transmission (Only 4 Moving Parts) — 
and Voss Counter ‘“See-For-Yourself” Demonstrator — and 


SAFEST 

ws Way 

at} X46, 

yy OS s% 
Time Testeo 
Since 1876 


wa sHtet&< 


you have the greatest 4 star selling special 
in the washer industry. 


Voss BROS. MFG. of oF 


DAVENPORT, 


IOWA, 






































































































QUICFREZ Model No. 


Storage. 


1245 12.5 Cu. Ft. with 


Separate Freezing Compartment and Divided 








SINCE 1939 


With a long experience background in the building 
of Farm Locker Plants (Home Freezers), SANITARY's 


specialized skill and know-how in this field insure utmost 


customer satisfaction. 


SANITARY REFRIGERATOR CO. 


Fond du Lac, Wis. 


Refrigerator Manufacturers for Over 40 Years 
Farm Locker Plants Since 1939 


| peeeeoooooeooooooooeecosoosco 
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IF YOU WANT 


Net Profit 


..» NOT JUST 
CONVERSATION 


A full line of installed 


e 
HOME a 
2 gitias iG m 
EQUIPMENT o"..%* 
+ Nae th) 
(pee Raat aE 


THSRMATIC OIL 
BURNERS 


Wayne's complete line of water and 
heating systems builds essential busi- 
ness ... a sound idea because all units 
are essential parts of every home. 
Warren AR Wayne packaged units are easily in- 
CONDITIONERS stalled. Common sense engineering 
eliminates trick “gadgets” and off- 
standard parts. You can rely on Wayne 
for more sales with fewer service calls. 


Write for FULL DETAILS 
of the PLAN 


More NET profit because Wayne sup- 
plies so much of your sales program. 
More sales more easily obtained help 
you build a profitable, lasting business 
under the Wayne Partnership Plan. 
Wire or write today. A Wayne repre- 
sentative or your Wayne Wholesaler 
will call. You can rely on his informa- 
DEEP WELL JET tion. 

SvSTERS A FEW CHOICE FULL-LINE DEALER- 

SHIPS ARE STILL OPEN! 








MINIATURE ELECTRIC RANGE Reg. U.S. Pat. Off. 


Here's a Prouen Fast- Selling 
thhpliance Store Christmas ]tem 


Here's the | model Little Chef ® FOUR top aluminum burners 
® OVEN with individual element 
bakes and cooks accurately 
® Ser WARMING OVEN 
© SAFET' all elements en- 


enclose 


ment 


© R lial oven THERMOMETER 
JALITY Heavy gauge steel 
and INSULATED 

riormance 
J © TW ea witche that work] 
BEAUTIFUI te baked-enam 


letely rust 


insulated 
ngtn 


x7”. Individ- 


TACOMA METAL PRODUCTS COMPANY 


414 Puyallup Ave. — Tacoma 2. Washington 








The New /946 PHILCO 








JUST LIKE HOME! A new setting, accommodating |! models, is announced by 
Philco Corp. It simulates a large picture window in the home. 








NEW LITERATURE 
AND SALES HELPS 











Plumbing and Heating 
Industries Bureau 


Containing the latest and most com- 
plete data on domestic and farm pump 
and water systems ever compiled, a 
112-page “Manual of Water Supply 
Equipment” has just been published by 
the National Association of Domestic 
and Farm Pumping Equipment and 
Allied Products Manufacturers. The 
text, which is illustrated with 200 line 
drawings, covers every phase of the 
sale, selection, installation, and servic- 
ing of domestic and farm pumps and 
water systems. Dealers and distribu 
tors will be able to obtain copies of 
the manual from members of the Asso 
ciation, or from the secretary-director, 
Mr. Herbert C. Angster, 228 West 
Ontario St., Chicago 10, Ill The 
price is $1.50. Copies will be made 
available to the rural service repre 
sentatives of the power companies 
through the Edison Electric Institute 
and additional distribution will in- 
clude the land grant colleges, teachers 
of agriculture in vocational schools, 
and the Farm Security Administration 


F. W. Wakefield Brass Co. 
The F. W. Wakefield Brass Co., 


Vermilion, Ohio, has just published 
catalog No. 46, presenting engineering 
details of lighting equipment designed 
for offices, drafting rooms, stores and 
schools. Construction details with full 
dimensional data, light distribution 
curves, and tables for estimating light- 
ing results, are included in the new 
40-page book 


Emerson Electric Mfg. Co. 


“Emerson-Electric Fans for 1946”— 
a new catalog illustrating in color and 
describing in detail the complete line 
9f Emerson-Electric Fans for the first 
post-war season is offered by The Em- 
erson Electric Mfg. Co., St. Louis, Mo 
[his 28-page catalog illustrates and 
gives design and construction specifica- 
tions with complete performance data 
ym the various types of desk fans, air 
irculators, ceiling fans, kitchen venti- 
lators, exhaust and cooler fans. A copy 
of the catalog (Unit X 5549) will be 
mailed to those requesting it on their 


company stationery 


Electrical Manufacturers Public 
Information Center 


A new 20-page booklet on electrical 
porcelain, its history, uses and adapt- 
ability for different types of insulation, 
has been published through the Na- 
tional Electrical Manufacturers Asso- 
ciation by thirteen cooperating manu- 
facturers of electrical porcelain prod- 
ucts. ‘John C. Lebens, Jr., is the 
author. Copies may be had from the 
\ssociation at 155 East 44th St., New 
York 17, N. Y. 


Good Housekeeping Institute 


“How to Plan a Modern Kitchen” 
a new booklet published by the Good 
Housekeeping Institute, describes the 
essentials of a convenient kitchen and 
tells how to apply the basic principles 
of kitchen planning. Included in this 
29-page book are ideas for eating 
places, pantries, kitchen-laundry units, 
convenience features for cabinets, and 
color schemes. It is available from 
Good Housekeeping Bulletin Service at 
57th St., and 8th Ave., New York 19, 
N. Y 





5 MINUTE STORY: T. Norman “Tubby” 
Williams in action as he demonstrates 
the correct use of the new Cory Glass 
Coffee Brewer Co.'s easel-type sales pre- 
sentation designed to tell dealers and 
jobbers why they should handle the Cory 
line. Takes just 5 minutes—no more 
no less. 
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UNBREARABLE PLASTIC 
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THE RIGHT ANGLE for sales is demon- 
strated by this display of the Gits un- 
breakable plastic flashlight. The card 
points up the features of durability, color, 
transparency, and the 3-way switch. Deal- 
ers wishing complete details are invited 
by the maker to write the Gits Molding 
Corp., 4600 West Huron St., Chicago. 








NEW LITERATURE 
AND SALES HELPS 











Industry Committee on Interior 
Wiring Design 


If the farmer is to save labor, cut 
operating costs, improve his products 
and enjoy city conveniences with the 
new electric appliances soon to be 
available, the wiring system of his 
farm must be adequate, economical and 
easily expanded, states the “Handbook 
of Farmstead Wiring Design,” a 64 
page booklet just published by the In 
dustry Committee on Interior Wiring 
Design, room 2650, 420 Lexington 
Ave. New York 17, N. Y. This 
handbook, the first of its type to b 
published and containing entirely new 
nal material, represents over 
lanning and preparation by 

leading trade associa 


: ‘ - 
nical societies 


Plumbing and Heating 
Industries Bureau 


A new manual, ‘Manual of Water 
Supply Equipment”, has just been 
issued by the Plumbing and Heating 
Industries Bureau. This 112-page book, 
illustrated with 200 line drawings, is 
the most complete discussion of all 
phases of the selling, selection, installa- 
tion, and servicing of all types of 
domestic and farm water systems that 
has ever been issued. Participating 
manufacturers will place a copy of the 
manual in the hands of every dealer 
and distributor of water systems. Ad 
ditional distribution will include county 
agents, teachers of agriculture in voca 
tional schools, and land grant colleges 
The Edison Electric Institute will send 
copies to rural service men employed 
by member power companies who, in 
turn, will have the responsibility of ob 
taining further distribution. 


Stromberg-Carlson Co. 


A new folder, describing their sound 
systems has just been published by 
Stromberg-Carlson Co. It contains 
photographs and brief descriptions of 
all types of intercommunication equip- 
ment and may be obtained by writing 
the company at 100 Carlson Rd., 
Rochester, N. Y. 
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PEOPLE TALK 
AND YOU 
MAKE MONEY 


A dealer who sells BAR-BROOK 
Attic Fans sells a product that makes 
money ... . . because users soon 
learn that this fan is worth telling their 
friends about. 


BAR-BROOK Attic Fans offer you a 
neat profit, and selling-points that 
count: silence, economy. efficiency, 
overload protection, attractive appear- 
ance, aerodynamically correct orifice 
design, certified under ASHVE test 
code, capacities from 5500 to 21000 
CFM, and simple installation. 


Write or see our nearest representa- 
tive. He'll tell you how you can make 
money with dependable 


BAR-BROOK Attic Fans 


SHIELDS 
YOU 
FROM 
SUMMER 
HEAT 


Midwestern Representative: 
Earl Goetze Co. 
Merchandise Mart, Kansas City. Mo. 


Southeastern Representative: 
Fulwiller & Chapman Co. 
314 Luckie St., Atlanta, Ga. 


Southwestern Representative: 
Geo. E. Anderson Co. 
Santa Fe Bldg., Dallas, Texas. 


SHREVEPORT 


ENGINEERING CO. 
1553 Texas Ave. 


Shreveport, La. 


* 
FLUOR-O-SHIELD 
a 


Light Diffuser for Fluorescent Lamps! 


. +. means better lighting 
at lower cost! 


Fluor-O-Shields afford keener visibility 
— minimize stroboscopic effect, diffuse 
evenly and soften the light of fluorescent 
lamps. Fluor-O-Shields fit nearly all open- 
face fluorescent fixtures —20W and 40W, 
single and multiple lamp units. Snap-on 
clips permit instant mounting. Made of 
lightweight aluminum, finished in white 
baked enamel. If your distributor does 
not stock, ask him to write us. 


FLUOR-O-SHIELD BY CAMFIELD MFG. COMPANY - 


8195 rm 342 





20 watt 
227% in. 


SPECIFICATIONS 

Fits Units 
Lamp Per Pkg 
467g in 40 watt 12 
227 in. 20 watt 12 


Length 





* Trade Mark — Patent Pending 


GRAND HAVEN, MICH. 






















@ Sparkling with JUICE 
KING headlines home juicer design with the 
unique Single-Stroke Handle and these FIVE 


. 


“buy-appeal” 


additional sales features: Juice-All Strainer 
Interlocking Cup. Strainer and Base * Deep- 


well Cup * Open Design * Steel Handle. 





For the finest in home juicers 


eature JUICE KING! 


NATIONAL DIE CASTING CO. 
Touhy Ave. at Lawndale * Chicago 45, Ill. 





For Cottages, Small Homes, 


- Q 6% gal. capacity 
110 volt A.C 
$5750 fob 


Chicago 





110 volt A 
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Acme Clock Repair Service... .. 


Admiral Corp. 


Air Express Division, Railway Ex- 


press Agency 
Alabama Mfg. Co 
Altorfer Bros. Co 
American Blower Corp. 


American Electrical Heater 


American Lava Corp. 
American Magazine, The 


American Rolling Mill Co., The 
American Telephone & Telegraph 


Co. 
Ansley Radio Corp 
Apex Rotarex Corp. 


Inside Front Cover 


Armature Engineering Co 
Armstrong Electric Co 


52, 53 


207 
155 


190 
77 





128 
124 
149 


” FARM FENCE CONTROLLERS 


148 It doesn't take long for good news to 
get around. Customer demand for Elec. 
204 tro-Line Controllers is greater than ever 
before. Electro-Line Controllers are hon- 
estly and capably built — THEY DELIVER 
207 and they deliver RELIABLY. 
207 Electro-Line offers your customers five 
models—each model has its definite place 
















Associated Projects Co 197 and use. Moderately priced, modernly 

Automatic Products Co 70, 174 styled—Electro-Line has customer appeal, 

Automatic Washer Co. 88 . See your Jobber. 

ELECTRO-LINE PRODUCTS CORP. 
120 N. Broadway © Milwaukee 2, Wis, 

Baltimore News-Post 188 No. 4302 

Bendix Home Appliances, Inc 73 ae as. 

Bendix Radio Div. Bendix Avia- With 
tion Corp. 90, 91 qunies 

Bishop Publishing Co 119 

Blackstone Corp. 8I 

Briggs & Stratton Corp 72 

Camfield Mfg. Co 32, 185, 201 

Capitol Records 3 

Carrier Corp. 35 

Casco Products Corp 27, 162 

Champion Lamp Works 106 

Chanite Sales Co . 207 

Chicago Tribune 157 

Clarvan Corp. 173 

Clements Mfg. Co 176 

Coleman Co., Inc., The 103 

Collier's 138, 139 

Commercial Credit Co 9 for frozen foods 

Corosire Hester Corp. Hotboy WITH EVERY HOME FREEZER UNIT 

Cory Corp. “ 


Dayton Pump & Mfg. Co 


Deepfreeze Division, Motor Prod- 
68, 69 
Delco Products Division, General 


ucts Corp. 


60 TS ee ee 1 


175 








Trailers, Tourist Courts, 
Farms, Stores, etc. 





$425 cee 


This compact, attractive appliance a 
sells on sight. Made in 3-gallon and = 
6\-gallon sizes, it fits the require- f > -_— 
ments of thousands of users, who - 
need hot water quickly in moderate 
quantities 
Its stainless steel tank is rust-proof 
i} and long-lasting. Two 500 watt band- 
type elements give abundant heat for 
quick recovery. Automatic thermo- || 
stat Maintains temperature of water i 
at 170° with minimum current. Plugs | 
into regular 110 volt A. C. outlet 
Easily installed with standard plumb- | 
ing connections | 
\\ W rite for descriptive literature and 
dealer proposition. 


= 
3 gal. capacity (Hor 
izontal or Vertical) 


MURPHY 


MANUFACTURING CO. 


Dept. 6, 7405 Stony Island Ave. Chicago 49, Illinois 
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Motors Corp. 163 
Deutschmann Corporation, Tobe. 194 
Dominion Electrical Mfg., Inc 140 
Driver-Harris Co. 80 
Easy Washing Machine Corp 7 
Ebco Mfg. Co., The 193 


Eclipse Moulded Products Co 143 
Economaster Electric Appliances 186 


Emerson Radio and Phonograph 











Electric Steam Radiator Corp 170 

Electrical Merchandising 150, 151 -_ 

Electrical Specialists Inc 207 The “Paksure” kit contains all the packas 

Electro-Li Products C. ings necessary for either novice or experi- 
ecrro-Line Frocucts Vorp 202 enced home freezer owner. Build a steady, 

Electromaster, Inc. 189 repeat business with this correct, complete 

line. Guarantee the success of your home 

Electromode Corp. 195 freezers; supply your customers with ‘’Pak- 

Electronic Corp. of America 89 sure’, the best in frozen food packagings. 


ONE SOURCE OF SUPPLY FOR ALL FROZEN 


ae eee 130. 131 FOOD PACKAGINGS. 
Eureka Willi . See you in Cleveland—at the ery and 
“Di . illiams Corp., Eureka Air Conditioning Exposition Oct. to Nov. |. 
Iv. él 


(Continued on page 203) 





W. Twitchell incorporated 


788 Public Ledger Bidg., Philadelphia 6, Pc. 
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APPLIANCE DISTRIBUTORS 


AMERICA’S FASTEST GROWING 
APPLIANCE SOURCE 
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928 IRVING PARK RD., CHICAGO 13 


Here are the items selling fast: 
e REYNOLDS "400" PEN... 


Sample $7.50 ea. 
Retail $12.50 ea. 
REYNOLDS “PACKET” PEN. . 
Sample $3.51 ea. 
Retail $5.85 ea. 
SESSIONS CLOCK..... 
Sample $8.50 ea. 


e "GRILL MASTER" - Broils - 


WD 6 GN bab cssenansecs 
Sample $7.95 ea. 

NEW 2-SLICE TOASTER .. 
Sample $2.75 ea. 
PORTABLE HEATER AND FAN 
Sample $9.95 

KITCHEN UNIT 2/20w. Flu- 

crescent Lamp ..... e 
Sample $5.25 ea. 
AUTOMATIC ELECTRIC IRON 
Guaranteed.Sample $6.90 ea. 


e CORNWALL NICKEL SIL- 


VER SERVICE for 6... 
Sample $6.75 per set 
Send for free booklet on 
money making items 
Above Prices F.0.B. CHICAGO— 
25% with Order—Balance C.0.D. 
Rated accounts 10 days 


ONARCH 


APPLIANCE. DISTRIBUTORS 


AUTHORIZED DISTRIBUTORS FOR REYNOLDS 
INTERNATIONALLY FAMOUS BALL-PENS 





ILLINOIS 














ANOTHER FIRST! 


You sell more lampshades when 
you stock Letha-Grain .. . a new 
plastic material with the rich tex- 
ture of leather . . . the economy, 
washability, and color of plastic. 

You'll find Progressive lamp- 
shades in new materials and de- 
signs to suit the particular custo- 
mers ... at prices to suit the aver- 
age home budget. Write us today 
for full details about the Progres- 
sive line. 


PROGRESSIVE INDUSTRIES 


BENTON HARBOR, 


MICHIGAN 











(Continued from page 204) 


Sentinel Radio Corp 6 
Sessions Clock Co 113 
Seth Thomas 21 
Shreveport Engineering Co 201 
Siqnal Electric Mfg. Co 175 
Silex Company, The 135 
Smith Corporation, A. O 67, 84 
Smith Mfg. Co., Inc., F. A . 102 
Spencer Thermostat Company.. 161 
Standard Register Co., The.... 141 
Stensgaard & Associates, Inc., 
. » See 198 
Stokermatic 168 
Stromberq-Carlson 25 
Successful Farming 16 
Sunroc Refrigeration Co 99 
Sun-Kraft, Inc. 94, 95 
Swartzbaugh Mfg. Co., The 118 
Tacoma Metal Products Co 200 
Talk-A-Phone Co. 198 
Tennessee Valley Associated Mar- 
keters . 186 
Tepfer Appliance Co., Inc 123 
Textile Specialty Co 207 
Time 8 
Times-Picayune, The 183 
Traubee Products, Inc 182 
Trilmont Products Company 142 
Tuttle & Kift Inc 114, 115 
Twitchell, Inc., E. W, Packaging 
Div. 
Tyler Fixture Corp 196 
Union Pacific Railroad 158 
Vaculator 181 
Verd-A-Ray Corporation 78, 79 
Viking Mfg. Corp., The . 108 
Voss Bros. Mfg. Co 199 
Warwick Mfq. Corp a 
Washer Sales & Service Co 207 
Waugh & MacKeivn Ltd 207 
Wayne Home Equioment Co., 

Inc. 200 


Webb Manufacturing Company. 197 


Webster-Chicago 204 
Webster Electric Co 164 
Westinghouse Electric Corpora- 
tion 104, 105 
Where To Buy 207 
White Products Corp 97 
Wiegand Co., Edwin L 154 
Wilcox-Gay Corp. 28 
Wirebound Box Mfrs. Assn 122 
Woman's Home Companion 10 
Wynar Parts & Service Co, 207 
Zenith Radio Corp 85 
Zephyr Corp. 204 
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NEW 





leading 


Wholesolers 


lie Chine ay 


UTILITY MODEL ELECTRIC DOOR CHIME 


A new, happy note for kitchen, hall, 
study, or any room in the home. 
Expertly designed for beauty, com- 
pactness, utility—and moderately 
priced. Precision engineering as- 
sures fine tonal quality. 





The new MELODEON is self-con- 
tained. Sounds two musical notes 
for front door, one note for rear 
door. Graceful, fluted, metal cover, 
inrich Ivory Baked Enamel. Backed 
by Mell-o-Chime cooperation! 


Nation- Wide 
Distribution thre 
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AMERICA'S FINEST ELECTRIC DOOR CHIMES 


MELL-O-CHIME AND SIGNAL CORP. — 
Originators of All-Plastic Chime Design ' " 
119 SOUTH JEFFERSON ST. 
CHICAGO 6, ILLINOIS 
ye ' 
National Sales Representatives binetl 


Hatheway & Co., 75 Montgomery St., Jersey City, N. J. 
























~The Product Gaia Requested | 
SAFGARD 
HOME MILK 


PASTEURIZER 


Every Farm Home ospect 
Every Small Town Home } oP 





“mer PATS. p 
Statistics show that rural ENDING 
families want clean, safe, pasteurized 
milk, free of milk-bourne diseases. Now, milk can 
be pasteurized properly at home. The SAFGARD Home Pasteurizer 
is SO €asy to Operate, so economical to buy that no farm home can 
afford to be without it. 
Two-gallon capacity . . . automatic, electrically operated heat- 
ing and timing controls . . . agitator that keeps milk at uniform 
temperatures .. . simple, rugged construction. 


Rural families are going to buy it .. . are you going to sell it? 





The Product With A Profit Future OTHER SAFGARD 
Because It’s ; See 
Packed With Sales Appeal — 


© Electric Fence 
Controllers 
© Float Valves 


Dealer, Jobber Territory Still Open. 
Write for complete details. 


GUARD-IT manuracturine co. 


Dept. E, 615 N. Aberdeen, Chicago 22, Ill. 
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ADDRESS: 
Age P-949, Electrical Merchandising 
I e 42nd Street. New York 18. N. Y 
: cc: | MCMILLAN & COMPANY 
; ‘ MANUFACTURERS 
REPRESENTATIVE 
; vines 
' STATES 
© 
~ y orrice 
soeaneammaaias 
DEXTER HORTON 
FREE BULLETIN BUILDING 
~~ » PROPERTY ! Seattle 4, Wash. 

















FISHER BROWN 


"Fac r . . ” Distributor 
tory Executive Available Wholesale Only 


Recently released from wartime work Avail 


able to medium sized manufacturer interested in Serving Hardware, Furniture, Appliance 

Daa ulishing (or developing household appliance dealers and jobbers in TEXAS. 

pusiness «9 years experience in all phases of j . 

the industry from manufacturing to selling.”’ Your Selling and Distributing job solicited. 
PW -952 2101-9 South Ervay Street Dallas (1), Texas 














ATTENTION ony cuiansd Oot Sens cae am et 














DEALERS - AGENTS - DISTRIBUTORS subsidiary companies and live sales organization, 
Soundly engineered and efficiently manufactured manufacturing and distributing to the Auto and 
gas water heater contro! available for profitable Electrical trades, are desirous of contacting Ameri- 
sales AGA approved Excellent prbposition for can manufacturers interested in distributing their 
hard hitting individuals and organizations products throughout the British Isles 

Wire or write KA-955, | r M r 

SAFETY CONTROL COMPANY : ‘ St.. New York 18, N. ¥ 

2519 Wilson Bivd Arlington, Virginia 
ELECTRICAL FOR SALE 
SALES REPRESENTATIVES 


Has opening for manufacturer making items that 
will interest Wholesalers in Eastern Markets Soler ELECTRIC RANGE TOOLS 


did opportunity to enter and share in country’s 


largest market 
RA-oct,, AND DIES 























¥ Modern, up-to-date design valued at 
$200,000. Available now at very low 
P . 
Manufacturers’ Representative cost. Get your share of big pent-up 
desires line of specialties, parts, etc. to demand for ranges at small investment. 
sell to radio, electronics and appliance 
manufacturers and wholesalers. New WRITE 
England territory. FS-948. | trical Merchandising 
RA-947, Electr il Merchandising 2 North M iligan Ave., Cl ago 11, Ill 
West 42nd New York, N. } 
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They Rolled Their Own = 











John W. Floyd [(left) and John Farkas, 
two of three partners, built four sound 
booths, a model breakfast room and sev- 
eral display racks with their own tools, 
when they found themselves faced by a 
shortage of labor and materials. 


N electric saw, a few pieces of ply 
wood, some wall board and the 
ingenuity of three men has created 
ne of Lexington, Kentucky’s most 
ern and progressive electrical 
he partners were all employed by 
the Goodyear Aircraft Division in 
Akron, { Yhio, whe n they nrst projected 


ie formation of their business last 





Farkas knew something 
John W. Floyd 
' n periet electrician, and 
P. K. Wright had had managerial abil 
ty Why not combine the talents of 





Opened in Lexington 


\iter much discussion and planning, 
the trio pooled its resources and 


reated a partnership. They went down 
into the neighboring state of Kentucky 
to look over possible sites for a store, 
ind eventually found themselves in 
Lexington. Here was a city of good 
limate, still growing, with an excel- 
lent work payroll and room for an- 
ther appliance firt They decided to 
n shop there 

But labor and materials were scarce. 
1 the spot they had selected to open 
a store in, needed plenty of work on 


it. It was a sturdy brick building just 


inside the city limits and directly 
across the street from one of the main 
buildings of the University of Ken- 
tucky 

Che partners, all in their 30’s, rolled 


up their sleeves and pitched in. Fall 
ing plaster was patched, cracks in the 
walls were filled in, the floor was 
sanded, fresh paint was applied to the 
wooden borders and the ceiling was 

led 


Acad 


with wall board. 
Built Displays, Too 


With the actual store space, meas- 
uring 60 by 24, repaired and renovated, 
the partners appraised the store to 
determine the best arrangement for 
display cases, shelves, racks, etc. which 
they knew they must build themselves. 

“The electric saw was the most 


With labor and materia!s | 


. . 1 
scarce, these Lexington, — 
Ky. partners built their =. 

re 

own appliance-radio store a * 

W: 

valuable asset we had,” Floyd recalls AN an 

“It was practically the fourth member ‘< 
of the firm. If there was something ; 

we wanted which could not be mad Ek 

with the help of that saw, we knew = 

have to do without it.” Dealer 

The saw buzzed constantly. Four at. AC 


sound booths for record playing 
constructed. A three-tier display stand 
for radio models came into being \ 
wood and glass rack capable of | 





simple anyo 
or burnt-ou' 


ing 200 records was made. Shelves ‘nm eer. s 
7 : ws ¢ “E> we & . inth package. $7 
for minor appliances were fitted i 7 


the walls. Best of all, a 10 by 12 model 
breakfast room was built into one 





corner of the shop. —$ 

Ingeniously, strips of plywood wer Ww 
soaked in water and curved to desired Fl 
shapes, then fitted into an artistic but a 


practical border on the display shel 
The partners worked hard and 
but the finished result was a thin 
beauty. Paint, wallpaper and rugs 
transformed the place into one of the 
most modern and attractive shops on 
the street. 


The mact 
| One piece— 
noise. Isola 
insulates be 





Avai 
Stage Grand Opening | PLEXIE 
| 6220 So. 
In November, 1945, the store stage eee 

a grand opening. Nothing was so 
that day but the entire city was invited ELEC 
to come in, hear the music, inspect tl | Fit-All 7 
store and receive a plastic calend | in large 
holder as a souvenir. More than 5 | Sam; 
residents of Lexington attended H. & 

The store serves an area ot appr 


mately 7,000 population. The ,th: 


. 


partners handle all sales and service 





VACUU 
themselves, employing only one st 
attendant. Farkas is sales manager 
Floyd is service manager and Wright 
runs the executive end. 

It is a profitable arrangement a1 
the shop is one of Lexington’s best 


bets for future growth and expansio1 


Qualit 
will 

5,000 
minal 
hetti ; 
bons | 
knobs. 
ber m; 
generc 
for lis 


KE 
172 V 








O 


We sp 
for all 
Si 

se 
SAK 
2877 S 





[All A 


Univers 





A four-sided glass and plywood rack 
which holds and displays more than 200 
records was one of the many store fix- 
tures built by three partners in Lexington, 
Ky. The rack enables a potential customer 26 Fe 


to select his record with minimum ease. 
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—— 
UNDISPLAYED RATE: DISPLAYED RATE: 
Eee HERE TO Buy re 
line small black face type. Contract rates on request. (An 
| Discount 10% full payment in ° ™ advertising inch is 4” on one 
| — for 4 consecutive in- Parts, Services & Accessories ae inches 
SPECIALTIES 
WASHING MACHINE REPLACEMENT PARTS & SUPPLIES 
Electric — Monet ae mee ee Cee : 
a a Co OW. s4th Cleveland, ¢ ), 5) 


Washing Machine Parts 


\ DA, The ( op” sour f Sur 
Waugh & om Ke wn Lim ted, war 
ited in London, Ontario, and Mont- 
P.Q 
Electric Clock Repairing 
) TRADE. Fast and reliable service 
neral Electrie Hammond, Seth 
Sessions, Westclox Work guaran- 
Dealers cost price list mailed upon re 
\ e Clock Repair Service, 4611 Clir 
Los Angeles 4, Calif. 





—_—— 


CHANITE SELF-WELDING ee Alas 
ALL ELECTRIC HEATING ELEMENTS. So 
simple anyone can make repairs in anr broken 
or burnt-out electrical appliances—irons, toast- 
ers, stoves & etc. Guaranteed nothing like it. 
From our mines to your appliances. $1.00 per 
package. $7.50 per doz. Stick form 25c. $2.00 
per doz 
CHANITE SALES COMPANY 

914 South Main Fort Worth 4, Texas 









with New Haven Quilt & Pad Co’s 


PADDED REFRIGERATOR 
COVERS 


Provides safer, easier 
handling. Adjustable for 
4 to 10 Cu. Ft. boxes, 
has adjustable harness 
with buckles. All parts 
are completely covered. 
Waterproof canvas ovt- 
side, moleskin lined. 


Write for catalog of 
all pads and prices. 


new HAVEN QUILT & PAD CO. 


ica’s Largest Pad Manutacturers 


86- 88 frankie St., New Haven ll, Conn. 











WASHING MACHINE 
FLEXIBLE COUPLINGS 








| 

| The machined brass bushing F-L-O-A-T-S 
| One piece—no loosely connected parts. 
| noise. Isolates vibration 
| insulates between shafts 


Dampens 
Cushions starting torque. 


Available now in: 1'2” to 9” lengths. 
Phone Dorchester 2350 


FLEXIBLE COUPLING MFG. ©O 
| 6220 So. Ellis Ave. Chicago 37, Ill. 





ARMATURES REBUILT 


For vacuum cleaner, tool, and drill 
motors. 


RUBBER BELTS 


For all sweepers. NO SYNTHETICS. 


Write for free parts catalog today 


PENN APPLIANCE DISTRIBUTORS 


126 S. 2nd. Harrisburg, Pa. 








ELECTRIC IRON ELEMENTS 
| Fit-All Type, can furnish to distributors 
in large quantities. 
Sample and prices on request. 
| H. & H. ELECTRIC MFG. CO. 
= 


Bessemer, Ala. 








VACUUM CLEANERS AND VACUUM 
CLEANER MOTORS—REBUILT OR 
REPAIRED. ALL MAKES & MODELS 


We Sell Rebuilt ~~» 5 Cleaners and Buy Your 
Trade-tns. Fast Service. Wholesale. 
HESSON VACUUM CLEANER CO. 

4748 Grand River Detroit 8, Mich 

Phone: Ty. 7-2207 


APPLIANCE REPAIR 
PART BARGAINS 


Quality Items, brass, stainless, etc. $1.00 








will buy 1000 asst machine screws, 
5,000 ass't lock washers, 250 B/w Ter- 
minal Lugs to .082 wire, 300 ft spag- 


hetti 25 sheets 6x6 5 ply Mica, 50 car- 
bons brushes w springs or 100 handle 
knobs. Rivets, nuts, stainless screen, rub- 
ber material, canvass etc. Send $1.00 for 
generous samples above items, Write 
for list of bargains. Quantities limited. 


KELLY JOHNSON TOOL CO. 
172 Washington St. Newark 2, N. J. 








OIL BURNER PARTS 


We specialize in a complete line of parts 
for all makes of space oil heaters. 


Send for our price list featuring 
safety float valves, fittings, etc. 
SARN-OIL BURNER SUPPLY CO. 
2877 S. ARCHER AVE. CHICAGO, 8, ILL. 


WASHING MACHINE PARTS 
“For any and all makes" 


Most complete stock in N. W. 
Prompt Service 


Minnesota Appliance Parts Co. 
191 W. 7th St. St. Paul 2, Minn. 








NOW AVAILABLE 


Vacuum Cleaner Bags 
All Heavy Material 
Any Quantity 
65c eath 


Mid-West Vacuum Part Supply Co. 
4060 W. Fort Street, 
Detroit 9, Mich. 








BOSS + LAUNDRY QUEEN » WOODROW 
plus THIRTY-THREE OTHER MAKES! 


S) 





Agitators V -Belts 


Nolu Wood Bearings 


“AKRON” Wringer Rolls 


Fibre Grease 


Transmission Oils 


HIGH POST CHANGE OVER 
FOR EASY AND G. E. WASHERS 





WE HAVE 93 PARTS JOBBERS—A NATIONWIDE SERVICE 
ADDRESS ON REQUEST 


3650 


Frantz 


MANUFACTURING CO. 


EAST 
Ge evetet Aw 


93rd STREET 


OHIO 





Refrigerator 


and Appliance 


TRUCK 


HANDEE All Steel 

Trucks, extra wide 

nose, 13 ft. web 
strap. 


$] 9-95 


Rubber Tires: 600 Ib 
Cap.: Height 44”; 














5x2” wheels; 1” tube 
steel frame: Roller 
Bearings; Easy roll- 


ing. For medium size 
appliances and refrig- 
erators and general 
purposes. Not padded 
Shipped same day or- 
der received. Return 
express collect if not 
highly useful to you 
10 days. Order 


HANDEES CO. 
Dept. R-25 


Bloomington, Illinois 
Order Monday—Get it Friday 





RUBBER UPHOLSTERED ¥ 
§, 

HAND 5 \\\\\ 

TRUCKS ©” °\3 


SAFEGUARD 
Your Profits! 


Use ORANGEVILLE 
TRUCKS for han 





dling refrigerators, ranges, radios, kitchen cabi- 
nets, ete. Only truck with patented quick change 
ratchet nose Completely rubber upholstered 
throughout. Several convenient sizes. Descriptive 
cireular and prices on request. 


ORANGEVILLE MFG. CO. 
Manufactures complete line of Floor Trucks 
Orangeville (Col. Co.) Penna. 

















RUBBER PLUG CAP 
WITH FINGER GRIP 


Immediate Delivery 


Hard Rubber 
Color—Black 
Non-slip Finger Grip 
Brass Electrical Contacts 
Cord Openings—.312 
LIST PRICE 18c 
Dealers Price 
$11. 50 PER 100 
0. B. Los Angeles 
Shipping Weight 
Stock No. P310 62 Lbs. in 100 Lots 


ELECTRICAL SPECIALISTS, Inc. 
P. O. Box 213 Los Angeles 25, Calif. 
JOBBERS WANTED 





WASHING MACHINE PARTS 


“Any Part For Any Washer” 
Distributor for All 
Leading Manufacturers 


Write In 
For Complete Catalog 


WASHER SALES & SERVICE CO. 


10 Federal Street 
PITTSBURGH 12 


PENNA. 

















All Aluminum Refrigerator Trays 


with Aluminum Inserts 
Universal size, fits old and new refriaerators 


Size: 4\e x 11%e Retails $1.98 
IMMEDIATE DELIVERY 


A. J. KASTEN, Sates 
286 Fifth Ave. ¥Y.¢. 1 











A FRANTZ PARTS JOBBER 


WRINGER ROLLS AND WASH- 
ER PARTS FOR ALL MAKES 


GENERAL WASHING MACHINE SERVICE 
758 South Ave., Rochester 7, N. Y. 








Our 132-page 
FREE Catalog of FREE 
Washing Machine & Vacuum Cleaner Parts. 
Save money by ordering all your supplies 
from one dependable source. 
uality, Service, Low Prices 


MIDWEST APPLIANCE PARTS CO. 
2720-22 W. Division St. Chicago 22, Ill. 











THE GROVE 
WRINGER ROLL 
DUPLICATOR 


© DUPLICATES ROLLS OR 
WRINGER SHAFTS 


CUTS OFF SHAFTS 
TANGS SHAFTS * 
SQUARES SHAFTS 
CUTS KEYWAYS 
CHAMFERS ENDS 


SEE THIS ON DISPLAY AT 
YOUR PARTS JOBBER OR 
WRITE US. 


THE GROVE MFG. CO. 


2314 W. THIRD ST., 
DAYTON 7, O. 











SMALL ARMATURES 


DRILLS, VACUUM CLEANERS, 
HANDTOOLS, FANS, ETC. 


REWOUND 


WITH FACTORY METHODS, 
BY MACHINE 


Quick Service on 
One or One Thousand 


ONE YEAR GUARANTEE 


ARMATURE ENGINEERING CO. 


60 Bergen Turnpike, Ridgefield Park, WN. J. 
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"OUR ENGINEERS FEEL THAT THIS IS THE ANSWER TO THE PORTABLE RADIO PROBLEM.” 











LETTERS 


Sees Tough Competition 


lo the Editor 
In one of your previous issues you 
ad an article on the dealer situation 


You pointed out the 


normous rease in the number < 
eal n « yar 1 with those 
ess bef the w t V 
ime f busine wh Ss al 
ticipated a t tl 4 in 
yf b isine t} WwW 1 ex 
Iw to point out to you that th 
tuat exist ver y but 
‘ ‘ the Ne \ metro 
i rea inyw re eis Wes 
A W t ] i 1 i? ble 
x ple > e the Var t e were 
tw ‘ of which 
pe 1 | \t tne 
¢ e are rte leale 
t t of several 
re be fo ¢ 
] t ear 
Westw ha i p ulation of six 
thousand [he present ratio 
ler to ev ur indre xt 
| ] It true that Westwood 
ti g cente irea \ 
ill of the smaller surrounding tow 
have dealers 
l I ler tl es t co litions t 
np ble f y pany to operate 
ita pront! i length of t e The 
volume walk-in busine is begin- 
ning to taper off at the present tims 
There was a tremendous pent-up de 
ind for merchandise. This has 
largely been taken care of or has been 


us ways. Many peo- 


nla } * } n 1; + } , 
pi lave ecome aisgusted waiting 
strikes with r prices have ruined 
any potential sale The people just 
not hav ney to b the 
ti ind ive anvthing left f 
ppliances War bond savings a 
1 | } . y 
11CU { A a 4 
ft he 
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Most of the 


distributors in this area 


have gone out of their way to double 


in some cases quadruple the deal 
While loudly proclaiming that 


ere wasn’t enough merchandise to 


supply the dealers formerly in busi- 


thev have greatly increased the 


umber of new dealers. 
The beginning of this year we had 
1 tremendous demand for vacuum 
le iners. N wv, there does not appe iT 
be any. Radio sales have fallen off 
lly. Only the demand for refrigera 
s and washers remains consistent 
[t is the « pini n most dealers 


area that the saturation point on 
ppliances will be reached in the 
: | 


spring of 1947 and from that time on 


will be the old case of dog eat dog 
vith discounts and cut-throat competi 
yn worse than anything that existed 
pre-war days. It is the most fan- 
tastic situation that I have seen in 

venty-five yea business 
M. L. Meyers 


Veyers Electric Supply Co., 
Westwood, N. J. 
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Taken at Mallary, New Rochelle, 


Prices & Washers 
Farm Market Specialist ... 


— By Dave Rosenfeld 
N. Y. 
By L. E. Moffatt 


By Lansdell Anderson 36 


John M. Saums, Flemington, N. J., after 14 years in the appliance 
business is expanding his specialty operation. 


Selling Without Merchandise 


By Clotilde Grunsky 39 


Poor handling of prospects during shortages loses many future sales 


according to Gilbert Noonan of 
Ore. 


Jennings Furniture Store, Portland, 


"World's Largest" Appliance Store 40 
10,000 people visited the May Company's giant new Los Angeles 


store on opening day. 


Record Layout 


By Howard Emerson 42 


Sherman, Clay & Co., San Francisco appliance-music concern, opens 


remodeled department. 


The Modern Hardware Store 


Coast Hardware Co., Long Branch, N. J., proves that appliances, 


radios and records fit nicely into 


Standing, Back of the Dealer 
Bud Walther, New Orleans distri 
bilities in the days ahead. 


"555" Has Fun As It Works 


Dealer eyebrows go up when th 


Servicing Handyhot Portable Washers 


Clothing Plus 


44 
a modern hardware store. 
46 
butor, discusses distributor responsi- 
47 


ey visit this Little Rock distributor. 
By Tom F. Blackburn 48 


54 


The Continental, men's furnishing store in Boston, blossoms out with 


an appliance and radio center. 


Some Don't Like It Hot! 


56 


J. T. Davie, San Mateo, Calif., has built up a profitable record de- 
partment featuring classical records. 


Individual Showrooms for Appliances 


Advantages of small showrooms 


B. Silva of San Jose, Calif. 
News 


Electrical Appliance News 





Pre er ret <a 
for each appliance discussed by R. 


By Anna A. Noone 137 
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THE EAST 
By Lansdell Anderson 





A \ST majority of the appliance 
4 ers from Maine to the Dis 
} welcomed 


st OPA increases m retail 


| r reaction to boosted prices 
y continue to yell, “When do w 
| t e appliances?” Nevertheless, 
rease admittedly reduces th 
Q erating costs forced on then 

rch 1 absorption schedules 
dealers now are extremely 
| appy that they voluntarily held the 
line when OPA temporarily was 
business. That built immense 
mer confidence and these dealers 
} feel that the average consumer 
not resent the latest increase 
has been imposed legally and 
istin ly The fact that they now do 
| t have to turn 24 times their pre 
lume—which OPA asserted they 
| do—in order to break even 
ith the 1941 net, is a great relief to 
l. lt was obvious that manufactur- 
| s uuld not produce to the 23 tune, 
lealer could not sell that volume 
\side from a modest improvement in 
ries of repair parts, there has 
een little change in the total volume of 
ents of new merchandise to deal 
iring the past 30 days As one 
ifacturer steps up to carry the 
another slacks off at the produc- 
line Many distributors continue 
tive selling, also answering the 
e all day long explaining that they 
simply haven’t any more merchandise 
ind to deliver. Same old reasons : 
lactory stockpiles of metals dwindling 
y; fractional h.p. motors coming, 
it here yet. Service is off slightly, 
arily due to seasonal reasons, but 
dealers believe the higher price 
on new appliances now will stimu 
ite their service business. Terms to 
lealers remain “on the line” for heavy 

easier on smaller items 

irket tests confirm that the sellers’ 
et is giving way to a buyers’ 
n et on more and more products 
change-over, definite on small 
ss and records, now is catching up 
number of small appliances, par 
arly in the heating line. Plenty 


+ 


indow signs these days read: “For 
ediate delivery.” Customers re- 
choosy, increasingly more selec- 
In table radios, some dealers now 
advertise top brands Television, 
(CONTINUED ON PAGE 4) 





THE NATIONAL APPLIANCE AND RADIO PICTURE 


Reports of Business From 


ELECTRICAL MERCHANDISING'S Regional Editors 








THE MIDWEST 
By Tom F. Blackburn 





THE SOUTH 
By A. B. Windham 





W HEN the news came throug! 
the ther day that the OPA 
had allowed a 3 percent price increase 
mn radio; 4 on small appliances, 7 on 
cleaners and washers, and 9 on ranges n 
it didn’t create much of a rumble in the 
midwest 

Says a Grand Rapids, Mich, dis- 
tributor: “I do not believe those small on 


purchases 


percentage increases affect | 


On today’s markets consumers want 


the goods and these small percentages to 
are inconsequential.” 

Where the rub comes is in the busi thu 
ness of pricing $39. 


\. D. Lasker, the advertising man, is 


has a million dollars, he has to be re- 
spectable. It is the appliance brass 
hats who study every little leaflet that 
flutters from the OPA table 
(CONTINUED ON PAGE 4) 


lajé 


crease a 


greater 


sumer goes his way blithely. Few, if 
(CONTINUED ON PAGE 4) 


HROUGHOUT the South, gen 


disappointment greeted the 


(OPA announcement of price mark-ups 
electrical appliances. While the 
of retailers felt that the in 
lowed on small appliances was 
icceptable, most of them believe a 
percentage should be allowed 
washing machines, ranges, radios 
and larger equipment. 
One dealer in New Orleans pointed 
stock of radios, still small, 
ind summed it up in scornful words 


sold that make of radio for 
just as soon as the manu- 


facturers start shipping them out with 
credited with the saying that when one the 


price tags on them, I can 


sell it for $40. It’s a good thing I’m 
making money on my repair business!” 


the dealer kicks, the con- 








THE FAR WEST 
By Clotilde Grunsky 








a 


SALES CLINIC 


ELEcTRICAL DEALERS ASS! 

































“4 
fi 


“THE FIRST EXERCISE IS TO MOVE YOUR HEAD SLOWLY FROM SIDE TO SIDE, WEARING 
A SAD BUT HOPEFUL SMILE —" 








by y ease deal- 
ers, as restoration of 
langerously nargi Fac 
tory shipments whi vill permit a 
plicatio f the new figures on larger 
items had, however, not reached the 


Pacific Coast at time of writing. The 
public’s reaction to small price changes 
and to the news of an approaching 
change seems to have been that of 
weary acceptance—they are getting 
used to 
acknowledge some justice in the move 


price increases. Most of them 
They want the appliances at any price 
During the OPA recess, in fact, while 
dealers held the price line very well, 
experience in various western centers 
showed that the public was willing to 
offer all kinds of monetary inducements 
to secure delivery. 


Hoarding Charged 


One dealer from a medium sized 
California city reports that his cus 
tomers are fed up with waiting—par- 
ticularly do returned service men blame 
government and manufacturers for the 
fact that they cannot get essential 
equipment for new homes. This dealer 
has bona fide orders for washers un- 
filled since last September and for 
refrigerators since January. Accusa 
tions of “hoarding” are not uncom- 
mon. Both manufacturers and jobbers, 
of course, refute this charge, pointing 
out that deliveries have on the whole 





lessened rather than increased since 
price raises have been allowed, the 
trouble being due to unpublicized 
strikes in auxiliary plants supplying 
raw materials and parts. The delivery 
picture over the Coast is spotty, in 
some cases better on large appliances, 
in some cases slightly improved in 
small appliances. In some cases worse 
The fact is that there is no marked 
change—deliveries are still inadequate 
One jobber suggests that the sooner 
dealers accept the fact that they can- 
not expect much in deliveries before 
the first of next year, the happier they 
will be. California jobbers and deal- 
ers feel that they are missing out be- 
cause the present active demand for 
electric ranges cannot be met, and 
these customers are being lost perma- 


nently to natural gas competition. 

Buyers are definitely becoming 
choosy about off-brand merchandise. 
Several firms in California report that 


(CONTINUED ON PAGE 4) 





























icts Distrib Will 7 
Cosgrove Predicts Distributors Wi aren 
" ‘ Western Fall Mart 
Choose Dealers With Increasing Care atendance was hea 
volume of buying was less 1 
spring Mart lealers 
lling to buv anvthine that 
Stresses dealer salesmanship in speech to record throng at Western Fall be delivered, preferred to 
better goods, mort ileabl 
Market; G. H. Smith calls for consumer, dealer education in home freezers vider variety 
ince leale sh 
ntere 
C4; Bsosurte ; 
il ict ( 
: = . - i time 
é ( Ver n 
\ mpa ) the 
t 1 abl d I tha 
I i est , g 
N ta ter 
I t A t rhe i | ( | ti 
‘ to becon selective ( iy, but distributo 
eb Cle 1 about ce 
tive right vy on radios, and there is shortag 
i 1 deal of advertising of so-called ¢ 
: ’ ' ‘ ‘ nos i 
“ ' “re — a me | vs i 
i it the present t ‘ en j | ms 
C ava able 4 i] ible : 
ed al still n } 
Freezers Have To Be Sold unde rtor ; 
grousing” ab dist 
I ver-fran i 
The president tries out his latest achieve The long-heralded Quality electric range, ' : ; so the 
ent. H Hoffman, left, president of made by the Roberts & Mander Corp 
Hoffman R Company, Los Angele was put on display for dealers by Rogers 
ws dea Lloyd A. Wolimer of L. A Porter, along with steel kitchen cabinets 
* y, Burlingarn Calif and several models of gas ranges. Visi 
~w easily and how well the new Hof tor Morris Parker of Doernbecher Mfg 
nan model A-1000 rad phonograph Co., Portland, Ore., is seen above, left 
t H n, which owns its own with Marvin Ross, Southern California 
t wed sar binet factory representative for the Quality 


\f | 
i ile 
t Only ironer on regular demonstration throughout the Western Fall Mart Week wa 
the lronite at the exhibit of Gordon Wilkins Company, Oakland. Miss Fay Young 
t leale is the lronrite advisor handling the demonstration above before Miss Barbara Foo! 
Ml lucts he and Phyllis Van Holten. The last is home economist for Pacific Gas and Electr 
he have Company in the East Bay Division, Oakland, Calif. 
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Picture Highlights at the Western Fall Market 





Celebrities and guest speakers at the Western Fall Market in San Francisco look over 
the picture of what the Western Merchandise Mart will look like when the $2,000,000 
addition is completed. Left to right: seated, Raymond C. Cosgrove, vice-president 
and general manager of The Crosley Corporation; standing, left to right, Louis J. 
Breuner, chairman of the board, The John Breuner Company, Oakland; George H. 
Rock’ Smith, vice-president and general manager, Deepfreeze Division, Motor 
Products Corp.; Frank K. Runyan, president, Western Merchandise Mart. 
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The new Presteline range was introduced 
to western appliance dealers at the ex- 
tibit of the Edward F. Hale Company, 
tlong with Horton washers and ironers, 
Stewart Warner radios. Showing the 
new range to dealer E. F. Brush of Mod- 
ttn Appliance Shoppe, Oakland, Callif., 
are Mrs, Evelyn McCooke, left, and T. N. 
liglieri, center, of the Edward F. Hale 
organization. 





Distributor Kaemper-Barrett believed in 
demonstrating the new Admiral Dual- 
Temp which was the feature of its exhibit. 
With thermostat showing, food in all com- 
partments, the refrigerator was kept on 
open-door test for all dealers to see. 
Ed. Halliday, right, sales manager, shows 
the quality of food preservation to deal- 
ers W. C. Dickerson and F. A. Dickerson 
of San Jose, Calif. 


This Thor Automagic dishwasher-clothes 
washer spent the week in one constant 
demonstration. Looking over the action 
of the dishwasher are, left to right, 
dealer J. C. Armstrong, Housing Appli- 
ance Co. of Berkeley, Calif., B. H. Claw- 
son, district sales manager for Thor in 
San Francisco, Don M. Leonard of Thor, 
and J. M. Walker of Hale Brothers de- 
partment stores. This is the first washer 
to perform the double duties of washing 
both clothes and dishes. 
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At the Kelvinator complete kitchen, which 
features the newly added Morton steel 
cabinets and the Fowler water heater, 
left, C. J. Bachman, western regional 
manager of Kelvinator, and Fred Fowler, 
Fowler Water Heater Company, Port- 
land. Kelvinator featured three models 
of electric ranges, two sizes of water 
heaters, a freezer cabinet, and several re- 
frigerators. 





The new General Electric home freezer 
is inspected by Dick Henning, left, mer- 
chandise manager, G-E Supply Corp., 
San Francisco, and dealer Russell J. Franck 
of Franck Music and Appliance Company 
of Alameda, Calif., in the G-E Supply 
exhibit. The company showed its com- 
plete line of appliances, including sev- 
eral non-electrical products which dealers 
have used for fill-ins. The company's new 
electric sink attracted much attention 
from dealers and distributors. 





Proud of their product. With two mod- 
els of the new Los Angeles built electric 
ranges by Thermador, electric heating 
specialists, on display, Lloyd Sutton, left, 
sales manager for Frank Edwards Co., 
San Francisco distributor, Mr. Ballman, 
sales manager for Thermador, and Bill 
Gribble, Thermador factory representa- 
tive, seem pretty happy. Model shown 
has two ovens, each 1/8 inches wide. 





st—no matter how much they had to 
ffer—and there is no reason why 
me freezers should be an exception,” 
ice dealers heard from George 
1. “Rock” Smith, vice-president and 
il manager of the Deepfreeze Di- 
ion of Motor Products Corp. “It is 
ding to take an educational job and a 
ard hitting selling program to keep 
me freezers in the money.” 
Mr. Smith said in part: “Everyone 
talks about the tremendous amount of 
ivings in the hands of the masses in 
America, but don’t forget that, to a 
sto! families, their savings look good 


enough to buy a complete, new, post- 
war set of everything they want, a 
new automobile, a new radio, new 


houses, a real vacation. They think 
they have the money, but when the 
price situation and the cost of living 
settles down, the money they now have 
will not buy all the things they want. 
A home freezer may not head the list 
in the final shakedown.” 


Build Acceptance for Freezers 


Mr. Smith asked the retailers to 
examine for a moment some of the 
things that can be done right now to 
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build a solid acceptance of freezers. 

“The first thing we can do is to put 
the first freezer in your own home. 
Get first hand experience on what a 
home freezer provides in the way of use 
values in the home. Study all the liter- 
ature, “how to freeze” booklets that 
are published by the industry. Try 
every experiment that is recommended; 
only then will you get into the true 
spirit of selling home freezers. Noth- 
ing ever will take the place of en- 
thusiastic recommendation based on 
personal experience. Without this 
first step, no one can expect to be 


a real salesman of a new product. 

“The next step is to train your sales 
organization, utilize to the fullest ex- 
tent the sales training material avail- 
able to provide an adequate sales story 
for every person connected with the 
sale of a home freezer. At the present 
time the sales story that you receive 
in 99 out of a hundred dealers’ stores 
is pathetic. They not only know noth- 
ing about the product, but they under- 
stand less about its use in the home. 

“Today the home freezer is not being 
sold—it is being purchased by an edu- 
cated customer.” 
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The NATIONAL APPLIANCE AND RADIO PICTURE 
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(CONTINUED FROM PAGE 1) 


customers 
seem to be 
granting franchises to 


stations and the 





The general feeling of uncertainty 
expressed in June and July has given 


way to one of patience among ret 


ng a 
dealers. Most of them understand th« 
shortage ot box cars, Ste t 1. copper, et 


I 
and feel that these shortages will be 
remedied soon and that a better fl 

of appliances is due by October ot 


November. 


Retail Stores Increase 


I increase in new retail outlets 
luring the month is amazing. A care- 
ful survey in June and July indicated 
i sharp drop in new businesses during 


those months in almost all of the ten 
states of the deep South. But in 
August the parade of newcomers 
equalled those of last March and April 
Memphis has seen a dozen new retail 
outlets come into being in the past 
thirty days; Chattanooga has noted 
five or six; New Orleans about ten; 
and Richmond at least five. Observers 
are at a loss to understand this up- 
surge, which thirty days ago appeared 
to have leveled off. 

The big profit maker for dealers 
without side lines is still service and 
repair. Radio and record business also 
helps to keep many dealers going as 
does paint, china, hardware and hous« 
hold supplies. Few dealers plan to 
lrop these sidelines in the future, and 
the distributors are encouraging them 
in such course 

Not many firms are employing new 
personnel but more and more estab 
lished businesses are training ex-serv 

men under the GI Bill of Rights 


Shift to Name Brands 


Two of the largest dealers in At 
lanta have adopted the policy of sell- 
ing top name brands only. These firms 
sold whatever was available during 
the last two years and found a ready 

le for such equipment. They report 

istomer demand has changed to a 


standard appliances only and 














nknown equipment goes begging, de- 

ite tl shortage New Orleans, 
NK l and Jacks ville aiso re 
port this swing to demand for name 
merchandise. The makeshift 1 fl 
Vy I _ it gadget tl e Wa t 
“Cash on the barrel-head” payment 
ave dropped off and most buying is 
lone on a 30-60 or 90 days basis 
ndicating the start of a return to nor 
nal n spending, thot money is 
t tiful and employment at 

a 
THE MIDWEST 
wed ) 
These m are trying to price stuff 


i market that is filled with jokers 
Three Appliance Groups 


Right now you can classify appli 
ances in three groups 

1. Must haves 
2. Luxuries 
3. Money savers 


Anyone can see that as the pipe line 
fills up, the “gotta have” classification 
is going to disappear from the picture. 
People are going to stop saying, 
“gimme at any price.” 

In the second classification electric 
clocks present the best example of the 
ticklish job of pricing that sooner or 
later will confront every appliance 
item. You must have an alarm clock 
in your home, but additional clocks 
combine gift appeal and luxury along 
with convenience. 

The clock sellers right now are con- 
sidering what the public thinks rather 
than what the OPA orders. 


Mental Price Limit 


There is a mental price limit. John 
Q. Public has definite ideas of what he 
thinks he ought to be pay for a clock. 
Just as he feels 5¢ is right for a pack- 
age of chewing gum, he believes he 
ought to pay around $3.95 for an alarm. 
Add a 10 percent excise and a sales 
tax, and you have knocked a $5 bill to 
pieces. John Q. thinks he is paying 
more than he should right now. Fur- 
ther increases may turn him back to a 
spring-wound alarm. 

Or take a secondary clock. There’s 
a 20 percent tax here. The govern- 
ment has muscled in for all the extra 
mark-up the appliance will stand. 
Jump the price and John Q. will get 
ideas of buying Aunt Matilda a nice 
hand mirror instead of a clock. On the 
other hand, he can be interested in a 
clock that turns the radio on and off 
or that flips the switch on a window 
fan. 

Chicago’s Marshall Field & Com- 
pany recently ran a 4-col. 20-in. ad 
plugging clocks as a test. One firm 
supplied 1,000. When your reporter 
called four days after the advertise- 
ment appeared, alarm clocks were still 
to be had. The radio switcher was 
cleaned out and nearly all the com- 
bination clocks and radios were gone. 


Money Savers Steady 


S| n es by government 
decrees has made little difference in 
the money saver appliance: A washer 
enables a family to save money, to 
spare the little woman’s back. Mid- 
west dealers say that if you can mak 
delivery, that’s the main thing. 

One of the principal portable ironer 
makers is of the same opinion. The 
ironer is a specialty. The customer is 


so engrossed in what it is going to do 
for him that he does not split hairs over 
price. In fact, says this man, washers 
have always been greatly underpriced. 
\ family laundry sent out costs at least 
$3 a week. Save $2 of that, or $104 a 
year, and you can see a washer is a 
good investment at double the present 


price 
price. 


Watch Luxury Items 


However, the thing to watch is the 
luxury appliance item. It will be first 
to go through the vicissitudes that 
others will eventually face. 

No balk on the part of the public 
has been reported as rising from the 
recent OPA price rises in the midwest. 
But it has the brass hats watching like 
hawks for the first signs of sales re- 
sistance 





THE FAR WEST 


( Continued ) 





electric irons are very hard t 

less they carry familiar 
advertised labels. Small rad 
reached the “distress merchandj 
stage in some localities and there a; 
already cutprice sales of 
known brands. 





Dealers who have carried 
on which they could secure deliver 





in order to have some merchandise + 
sell are beginning to cut down on the 
less well-known names. This may re- 
sult in these manufacturers 
new outlets and in a fresh 
dealers. Some dumping is é 
before long. One Arizona dealer, | 
ever, expresses a typical vi 
He says, “We intend to keep multip! 
lines and independence. The t 
jobbers and manufacturers in opening 
up too many accounts has lost our 
confidence, even though they are n 
cutting down. They were, and are stil 
opportunists.” 

Two stories indicate the present 
market situation: In San 
woman walked into an appliar 
and told the dealer, “My old 
cleaner has finally worn out complete! 
so it looks like I'll have to buy a n 
one. I suppose it is a scarce item ar 
I'll have to wait on a long list befor 
being able to get one. Will you plea 
put my name on your list and let no 
know when they are available?” W! 
the dealer informed her that he cou! 
make delivery on a vacuum cleaner in 
mediately, she looked at him for an 
ment and then without saying a w 
turned around and walked out 





Spot Reports 


San Diego—Radio deliveries hay 
been so good that the Bureau of Rad) 
and Electrical Appliances is planning 
1 radio sales campaign for s 
this fall. But there is a sever« 
age of repair parts. Spokane—Ol 
price ceilings on electrical cont 
jobs are back in force and it ts 
that the San Francisco office 
paring rulings for applicatio 
entire Pacific Coast. Eugen 
Over 500 applications for rat 
water heater connections whi 
be accepted because of tra: 
shortages, but it is hoped rel 
sight. Los Angeles—Substantia 
ment of water heaters a brig! 
during recent weeks. Applianc« 
continue to fold up, but more o 
that the total number conti 
mount. Portland, Ore.—Shor 
transformers has forced one 
power companies to cut down « 
house heating orders, though the 
to take care of all business a 
signed up. Dealers, who have 
writing orders faster than the 
obtain heaters, hope this situati 
clear up with settlement of the « 
strike and that both heaters an 
necting equipment will be availab'e | G 
the time they catch up with the jobs 
already under way. 

In general it may be said that 
prisingly few dealers have gone 
business on the Pacific Coast, in 
of gloomy predictions to the con‘af) 
and those which have failed are th 
smaller and poorly financed 
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There goes the final gun . . . but the ball’s in motion! It’s a pass! The racing halfback cuts... 
scoops in the ball .. . side-steps a lunging tackle... and he’s over for the winning touchdown! 


But the championship was really won on the training field . . . long before you 
saw it happen. There were endless hours of calisthenics, footwork, ball handling 
. . . day after day of blocking, tackling, kicking, passing, scrimmage . . . giving 
everything they had ‘til they had everything it takes to win! 


PREMIER IS GETTING READY AHEAD OF TIME, TOO... with a triple-threat 
combination to get you ready for the competitive days ahead when vacuum 
cleaners will again have to be sold. Here’s the line-up: ONE—demonstration 
films, sales kits, and a novel, easy-to-take sales training manual that will 
qualify every Premier salesman as an expert in selling the full line of 
Premier cleaners. TWO-—a variety of effective sales helps, including 
brilliant neon-fluorescent signs, colorful folders, self-mailers, novel on- 
the-spot displays, etc. And THREE—hard-hitting national advertising that 
takes advantage of the growing trend to “brand-name” buying, with 
153,468,081 messages in 8 leading magazines that are read by practically 
every one of your customers! With this powerful One-Two-Three 
combination, you’re bound to have everything you need to get set to sell! 
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PREMIER VACUUM CLEANER DIVISION GENERAL@ELECTRIC 1734 IVANHOE ROAD CLEVELAND 10, OHIO 
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HOW TO BE POPULAR: An example of the interest shown in F. L. Jacob Co's. 
new Launderall washer is this picture of the crowds which jammed the R. H. Macy 
department store in New York for one of the first consumer premieres of the product. 
Enclosed in glass at left is the mechanical brain transmission of the unit. 


a 
= 
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FRESH START: Executives of Electromaster, Inc., greet the first electric range to 
roll of the assembly line in the company's new $750,000 plant in Mount Clemens 
Mich. This first range was completed within 116 hours after the closing of the 
assembly lines in the firm's old plant in Detroit. President R. B. Marshall described 
the new plant as containing approximately one-half mile of conveyor systems. 





NO QUIZ PROGRAM, although the set-up resembles that type of radio show, is 
this preview of the training for wholesale salesmen being conducted by Edward J. 
Hegarty, sales training manager of Westinghouse's electric appliance division. 
Mr. Hegarty describes details of the course to Westinghouse product specialists Gene 
Kelly, F. G. Truscott, John Davidson, John C. Fleming (all in the front row), Paul W. 
Horn, Earl P. Hartley, and Joseph R. Luken (in the rear). 
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Predicts 238,000 
Conditioners Yearly 


Sales of portable room air condition- 
ers will jump to 238.000 units annually, 
recently declared C. W. May, vice- 
president of the new Pacific Manufac- 
turing Corp., Cleveland, reporting a 
market analysis made for his firm. 
He said that the figure would be real- 
ized when materials become available 
in quantity. Previous highest sales 
of window and floor summer condi- 
tioners were made in 1941 with a total 
of 44,000. 

Mr. May said that the survey indi- 
cated that annual sales would eventu- 
ally level off at about 225,000 units, 
but that his firm believed that mass 
production would bring prices down 
to a point where lower income groups 
could afford to buy and that increased 
markets would thus be opened. 


Best Areas Named 


The survey weighed climatic condi- 
tions, purchasing power and population 
and past buying records and concluded 
that the 11 state area around the 
Mason-Dixon line provides the best 
market for conditioners. The District 
of Columbia is also included in this 
area which is estimated to have 56 
percent of the market potential. The 
next best market is said to be the area 
which includes Texas, Louisiana and 
Kansas. The five southeastern states 
of the nation have a climate which 
makes the use of conditioners desirable, 
but the analysis indicated that the buy- 
ing potential in the area is low and that 
only about 4.7 percent of the potential 
sales can be expected from it. Florida, 
rated as a good market area, is not 
included in the group. 

New York and Wisconsin are typical 
states with buying power which are 
relatively less attractive markets, Mr 
May said, because of their cooler 
summers. California was listed as a 
good market with 13 percent of the 
total potential. 

Mr. May declared that because of 
this large and unrealized market, 
Pacific is concentrating its production 
and sales efforts on air conditioners. 


Pearsol Issues Huge 
Washer Parts Catalog 


Washing machine parts for all makes 
from A.B.C. and Aerobell to Woodrow 
and Zenith, and miscellaneous items 
from agitator caps to wringer rolls 
have been listed in the recently issued 
614 page catalog of the Pearsol Appli- 
ance Corp., 2122 Euclid Ave., Cleve- 
land 15, Ohio. The book, which sells 
for $2.50, also contains listings of serv- 
icing tools and lubricants. 

Each part is pictured and numbered 
and the list price given. For example, 
on page 297 are drawings of about 35 
parts for the Sunnysuds washer. Item 
number A-504 is listed as an agitator 
drive torque and the price is given as 
$2.50. According to the foreword of 
the book, a dealer can send for that 
one item alone, because it is over the 
minimum purchase of $1. 

Modestly enough, Pearsol opens its 
gargantuan compilation with the 
words, “This catalog has been prepared 
for you as a Service Manual and Parts 
Counter Book. If used properly it will 
prove very valuable. We have endeav- 
ored to list all the washing machine 
repair items that you will need in your 
daily work, not only the popular items, 
but ALL parts necessary.” 



































Scheduled Meetings 
Illuminating Engineering Society 


Victory Convention 

Chateau Frontenac, ‘Quebec, Canad, 

September 18-20 

F. E. Rinfert, Chairman Convention 
Executive Committee, Solex Co, 
Montreal 


Indiana Electric Ass'n. 


French Lick Springs Hotel, French 
Lick, Ind. 

September 25-27 

E. F. Hauser, Secretary, 1414 Circle 
Tower, Indianapolis, Ind. 


San Antonio Chamber of 
Commerce 


Int'l. Housewares, Furniture and Major 
Appliance Show 

Municipal Auditorium, San Antonio, 
Texas 

Sept. 29—Oct. 2 

Luke Collins, National Director 


Int'l. Ass'n. of Electrical 
Leagues 
lith Annual Conference 
Astor Hotel, New York City 
October 2-4 


Electrical Ass'n. of New Orleans 


Electrical Show 

Municipal Auditorium, New Orleans, 
La. 

October 6-10 

E. N. Avego, Chairman of Show Com. 
mittee 


Retail Trade Board, Boston 
Chamber of Commerce 


Boston Conference on Distribution 

Hotel Statler, Boston, Mass. 

October 14-15 

Danie! Bloomfield, Conference Direc- 
tor 


National Electronics Exposition 


Grand Central Palace, New York City 
October 14-19 
Electronic Exhibitors, 50 Broad St., 
New York City : 
West Coast Electronics Mfr's. 
Ass'n. 


Electronics Show 


Elks Club, Los Angeles, Calif. 
October 18-20 


Appliance Parts Jobbers Ass'n. 


Fall Meeting 
Gibson Hotel, Cincinnati, Ohio 
October 24-26 


National Electrical Mfr's. Ass's. 


Annual Meeting 

Hotel Traymore, Atlantic City, N. J. 

Oct. 28—Nov. | 

W. J. Donald, Managing Director, 
155 East 44th St., New York City 


Refrigeration Equip. Mfr's. Ass'n. 
and Frozen Food Locker Mfr's. 
and Suppliers Ass‘n. 
4th All-Industry Refrigeration and Air 

Conditioning Exposition 
Public Auditorium, Cleveland, Ohio 
Oct. 29—Nov. | 
R. K. Hanson, Show Manager, Clark 
Bldg., Pitsburgh, Pa. 


Nat'l Farm Electrification 
Conference 
Chicago, Ill. 
November 7-8 
George Kable, Chairman, 155 East 
44th St., New York City 
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Government Prints 
Dealer Manual 


For the thousands of men both 
trained and untrained who are enter- 
ing the appliance retailing business, 
the new book, Establishing and Operat- 
ing m Electrical Appliance and Radio 
Shop, just published by the United 


States Department of Commerce 
should prove an aid of inestimable 
yalue. The 200 page volume was 


riginally prepared at the request of 
the War Department for use in educa- 
tional activities of the armed forces 
H. B. McCoy, of the Bureau of Foreign 
and Domestic Commerce, supervised its 
preparation by Donald S. Parris and 
sssociates in cooperation with such 
yell known groups as the Edison Elec- 
tric Institutepe NEMA, NEWA, the 
National Electrical Retailers Associa- 
tion, the RMA, and others. The book 
sale by the Superintendent of 
Documents, U. S. Government Printing 
Ofice, Washington 25, D. C., at 35 
cents per copy. 
Chapters include discussions of the 
and rewards in a _ self-owned 
business, selection of location, equip- 
ment and building, financing, buying, 
sources of supply, receiving and stock- 
ng, retail salesmanship, advertising 


and sales promotion, window and inter- 


jor display, repair service, major and 
minor appliance sales, the farm market, 
personnel, record keeping, credit man- 


agement, and development and growth. 


Also included are pertinent charts, 


graphs, tables, and photographs. 


Westinghouse Announces 
$120,000,000 Financing Plan 


In order to complete its expansion 
rogram and to increase working capi- 
tal the Westinghouse Electric Corp 
has announced a $120,000,000 financing 
jan which will involve the issuance of 
1,647,037 shares of common stock and 
f $30,000,000 in debentures. Some of 
the company’s new products which 
will be affected by stepped-up produc- 


tion as a result of the plan are color 
television broadcasting equipment, 
home radios, home freezers, home Pre- 
cipitrons, the Laundromat, a clothes 
dryer, a dishwasher, a garbage dis- 
poser, and a portable electric home 
heater. Some $45,000,000 of the funds 
to be acquired will be allocated to the 
appliance producing divisions. 


Parts Jobbers Launch 
Service System 


To the end that a complete parts and 
service organization for home laundry 
equipment will exist in every com- 
munity, the Appliance Parts Jobbers 
Association, Inc., embarked on a pro 
gram of educational service clinics for 
dealers and service fifms, at its recent 
7th Annual convention in Des Moines, 
Iowa. The association feels, in the 
words of David H. Goldfarb, policy 
committee chairman, that “some logical 
and adequate service program is neces- 
sary to acquaint all dealers of the va- 
rious manufacturers with the knowl- 
edge of how to properly service the 
washing machine that they are going 
to sell in the post-war era.” 

Part and parcel of the organization’s 
plan is to make “genuine” washer parts 
—those made by the manufacturers of 
washers—available throughout the 
country. The service clinic program 
will take the form of monthly meetings 
conducted by parts jobbers who will 
instruct dealers in servicing. Also 
available to dealers will be free use 
of testing equipment and actual servic- 
ing by the jobbers. Under preparation 
is a catalog of washer parts which in 
cludes all manufacturers 

Ray Jones, president of the Ray 
Jones Washing Machine Parts & Serv- 
ice Co. of Denver, was elected presi 
dent of the association. George H. 
Klinker, Cincinnati, became first vice- 
president; Wesley L. May, Portland, 
Ore., is second-vice-president, and Wil- 
frid L. Cloutier, Detroit. was named 
secretary-treasurer 


> 
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MatMatic Schedules 
2,000,000 Irons in '46 


A total of 2,000,000 electric irons 
is called for on the 1946 production 
schedule of the MatMatic Home Appli- 
ance Corp., Long Island City, N. Y., 
according to a recent announcement 
which included the names of officers. 
E. C. Mathis is chairman of the board; 
Raymond Duboc, president; J. J. Man- 
dryl, executive vice-president; and 
E. V. Seekamm, secretary-treasurer. 

Mr. Duboc revealed that reconver- 
sion from war production has been 
completed in the firm’s two Long 
Island plants and that design and pro- 
duction has been started on a line of 
appliances which include an electric 
water heater, a hot water bottle heater, 
a toaster, a can opener, traffic appli 
ances, and the MatMatic fully auto 
matic electric iron. 

MatMatic Home Appliance Corp. is 
a division of the Matam Corp., headed 
by Mr. Mathis, former French auto 
mobile manufacturer. 


Automatic Washer to Build 
Cleaners for McAllister 


Household vacuum cleeaners will be 
manufactured by the Automatic 
Washer Co., Newton, Iowa, for the 
newly formed McAllister-Ross Corp., 
Chicago, under a contract signed re 
cently, it has been announced by W 
Neal Gallagher, president and general 
manager of Automatic. Mr. Gallagher 
said that the first cleaners would come 
off the assembly lines in September 
and that full production would be 
reached sometime in November. He 
also declared that Automatic’s full 
washer production would be main- 
tained. 

The McdAllister-Ross Corp. will 
market the cleaners through some 53 
distributors in the United States and 
Canada. The new cleaner is described 
as incorporating a rubber-sealed metal 
reservoir which retains the dust col- 
lected 


Hardacre Elected 
President of |.E.S. 


The Illuminating Engineering So- 
ciety has announced the election of 
Gilbert K. Hardacre as president. Mr. 
Hardacre, manager of commercial sales 
of the Public Service Co. of Northern 
Illinois, will take office as the 42nd 





G. K. HARDACRE 


president of the society at the annual 
convention to be held in Quebec Sep- 
tember 18-20. 

Other officers elected to serve with 
Mr. Hardacre include: Walter Stu- 
rock, general secretary; Charles H. 
Goddard, treasurer; Lee E. Taylor, 
vice-president; Allan E. Parker and 
P. M. Rutherford, Jr., directors 


Sonora Takes Over 
Sterling Wood Mfg. Co. 


Sonora Radio & Television Corp. 
has absorbed the Sterling Wood Mfg. 
Co., Chicago, Ill. according to a recent 
announcement by Joseph Gerl, Sonora’s 
president, who added that the move 
was taken to insure the continuance of 
the flow of radio cabinets to his firm. 
An expansion program is underway to 
increase Sterling’s present production 
of 30,000 radio cabinets a month to 
40,000. 





SALES TRAINING GRADUATES: The 400 students who successfully completed the EEI-NEWA Basic Sales Training Course conducted from January 28 to May 27 by the Electrical 
Association of Philadelphia celebrated their graduation with a dinner at that city's Warwick Hotel. John A. Morrison, managing director of the Association, was toastmaster and 
speakers included H. B. Bryans, president of the Association and vice-president of the Philadelphia Electric Co., and T. J. Newcomb, sales manager of the appliance division of West- 
inghouse. Success of the course indicated that it may be repeated in the fall. 
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MAYTAG Cees the 


Eclipse 


all-plastic agitator 











Maytag agrees that the ECLIPSE All-Plastic 
Agitator has what it takes to build sales that stay 
sold. That's why this modern, improved agitator is 
featured as standard equipment on Maytag—and 


on six other leading makes of home washers, too! 


moulded products company 


Plastic Division of General American Transportation Corporation 
53162 NORTH 32nd STREET, MILWAUKEE 9, WISCONSIN 
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Eclipse all-plastic agitators are: 


Rip-proof. Have no edges to snag or tear 
materials. 


Color-proof. Can't discolor or rust-spot 
clothing. 


Easy to live with. They're lightweight. Sim- 
ple to clean. Ignore the aging effects of 
all soaps and washing powders. 


Easy on the eyes. Have style appeal in an 
array of permanent, bright colors. 


Easy on the purse. Their extra durability 
saves replacement expense. 


LOOK TO ECLIPSE for the latest and best in 
all-plastic agitators 





Eclipse All-Plastic Agitators are standard equip- 
ment on these leading makes of home washers 
Barton Conlon Kitchen Queen 
Maytag Norge Ther  LZenith 
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Akka Washer Makes 
Bow in Milwaukee 


I first home appliance product 
the recently organized Appliance 
Cor of America made its debut 


\ugust 22 at the Milwaukee, Wis., 
\thletic Club. The new appliance, 
the \kka Top-Flow automatic wash 
nachine, is under production and 
yill be marketed on a national scale 
beginning in January, 1947, accord 
ng to John W. Chamberlin, vice 
resident and general sales manager 
the company 
Backed by men prominent in the 
beer and tanning industry, the Ap- 
ce Corp. of America was orig 
nally formed in late 1945, but the 
resentation of the new washer 
marked the first step of the company 
vard actual participation in the ap- 
pliance industry. [It holds the 
patents to the Top-Flow machine but 
nufacture will be shared jointly 
vith Barlow and Seelig Manufactur- 
Co., Ripon, Wis., manufacturer 
the Speed Queen washer, twin of 
the Akka 


Company Officers 


Officers of the new company are: 
John C. Cleaver, chairman of the 
board and president of the Cleaver- 
Brooks Co.; Fred V. Gardner, presi- 
dent, also president of Fred V. Gardner 
ind Associates; Milton L. Eppley, 
treasurer, president of Midland Fi- 
nance Corp.; J. W. Chamberlin; John 
F. Hovarth, vice-president in charge 
yf engineering ; Rickard H. Lauritzen, 
assistant secretary; Louis C. Chap- 
leau, secretary and general counsel. 

(Advantages claimed for the Akka 
machine include 30 moving parts as 
against 60 to 220 in other brands, 
making it possible to sell it for $30 to 
$100 less. Mr. Chamberlin pointed out 
that the washer can be used in homes 
vithout water heaters 





Milwaukee Journal Photo 


DEBUTANTE: The Appliance Corp. of 
America introduced its maiden product, 
the Akka Top-Flow washer to the press 
at a recent meeting in Milwaukee, Wis. 
Here Fred Gardner, president of the 
concern, hears again about the top drain- 
ing feature of the machine from John F. 
Horvath, right, vice-president in charge 
of engineering. 
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SOLO IN SERVICING: The one-man portable school developed by Edison G-E for 
dealer training is demonstrated here by D. C. Marble, manager of the company’s 
product service division. The school comes equipped with a case of charts, a black- 
board, and the equipment shown on the table. 


One-Man School to 
Reach Edison Dealers 


Thousands of previously inacces- 
sible dealers are expected to be reached 
with the recently innovated “one man 
portable school” of appliance servic- 
ing of the Edison General Electric 
(Hotpoint) Appliance Co. 

Twenty-five service managers of 
distributors recently completed the 
first session of the company’s product 
service institute and similar schools 
will follow for product service man- 
agers, all of which will then be able 
to conduct dealer training. 

“Frequent necessity for holding large 
meetings which called for consider- 
able travel often deprived many serv- 
icemen of a chance to get the complete 
training involved in modern home ap- 
pliance care,” said D. C. Marble, 
manager of the produc t service 
division. 

The portable school consists of a 
case and chart stand with which a 
complete training school may be car- 
ried by one man and set up for classes 
of from one to 50. Materials, includ- 
ing 100 charts, blackboard, and 
switches and control parts display, 
were adapted to all field conditions, 
R. H. Schneberger, the product serv 
ice division’s manager of training, 


said 


Price to Speak at 
Leagues Convention 


Outstanding among the events 
scheduled for the 11th Annual Con 
ference of the International Associa 
tion of Electrical Leagues planned for 
October 2-4 at New York’s Hotel 
Astor will be a special Westinghouse 
Centennial Luncheon sponsored by the 
Electrical and Gas Association of New 
York to celebrate the 100th anniversary 
of the birth of George Westinghouse 
The guest of honor and speaker will 
be Gwilym A. Price, Westinghouse 
president. 

Other events of importance include 
an address of welcome by H. C. Cala- 
han, vice-president of G-E Supply 
Corp.; the keynote address by V. W. 
Hartley, president of the interna- 
tional league organization; and a pre- 
sentation of the idea of electrical 
interdependence by N. J. McDonald, 
chairman of the NEMA general sales 
promotion committee. 
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The last day of the conference has 
been reserved for a roundtable dis- 
cussion of league problems and activi 
ites and for the election of officers. 

Subjects which may be included on 
the second day of discussion are the 
selling of kitchens and laundries, 
merchandising problems, _ electric 
house heating, television and its load 
building characteristics, an outsider’s 
view of the industry’s promotional 
efforts, and adequate wiring. 


Elmira Survey Shows 
Order Duplication 


A high percentage of duplication in 
the ordering of new refrigerators was 
revealed recently in a survey con 
ducted in Elmira, N. Y., as a part of 
the research program of the Gannett 
Newspapers, by the Elmira Star 
Gazette and Advertiser. 

The books of 18 dealers showed a 
total of 1,879 orders, the survey 
showed, but some 237 Elmira con 
sumers had placed orders with two or 
more dealers, despite the fact that in 
most cases a local dealer policy re- 
quired at least a small deposit. The 
surveyors pointed out that the 16% 
duplication might cause 537 cases of 
difficulty for dealers when one beats 
another in making delivery. 

Appliance dealers representing about 
71% of the city’s total retail sales 
volume made complete lists of their 
customer orders for refrigerators avail- 
able, in confidence, to the newspaper 

An interesting sidelight of the sur 
vey was the revelation that the store 
with largest number of orders on hand, 
335 for one brand, did not merchan 
dise appliances before the war. Up 
until the last years of hostilities it was 
a woman’s ready-to-wear shop and a 
heavy local advertiser. Then it estab- 
lished an electric home department 
in its basement and embarked upon 
an aggressive advertising campaign, 
even when appliances were in very 
short supply. 

A supplementary survey conducted 
by telephone disclosed that 3,683 El- 
mira families out of approximately 
14,000 telephone homes have a desire 
or a need for a new refrigerator. The 
telephone survey discovered 1,492 peo- 
ple who had already placed orders for 
refrigerators and 2,191 who declared 
that they were in immediate need of a 
refrigerator but who had not placed 
any orders. 


Casco Heating Pads 
and Power Tool Shown 


New York press representatives 
recently saw the new line of heating 
pads to be marketed by Casco Products 
Corp. of Bridgeport, Conn., as well 
as an electric hand power tool kit. The 
heating pads, five in number and priced 
irom $4.95 to $9.95, were described by 
A. O. Samuels, vice-president and 
general manager of Casco, who empha 
sized such features as 30 fixed heats 
to suit the patient, moist heat with 
8 to 12 hours of retention, an illumi 
nated night-light switch, and Under- 
writers’ approval. He announced that 
these sinus and muscle pads were 
ready for immediate shipment to 
wholesalers. Dr. Frederick Damrau, 
medical research specialist, com- 
mented on the therapeutic aspects of 
the pads. 

Casco’s new electric hand power tool 
kit, designed as an “all-purpose tool 
for mechanics and amateur craftsmen,” 
was introduced by Jack Schenberg, 
Casco merchandise manager. It was 
described as useful for both rough and 
detail work because of light weight, a 
new finger grip, and 36 different acces- 
sories. He announced that later devel- 
opments on the tool would enable 
it to be used as a lathe and as a drill. 
The kit as it now stands is sold com- 
plete for $22.50, and is already avail- 
able. Mr. Schenberg’s talk was fol- 
lowed by a demonstration of the tool 
by Henry Quick, an ex-GI, who makes 
his living from its use. 


Canadian G-E Builds 


Fluorescent Lamp Plant 


Canadian General Electric Co., Ltd., 
has announced that work will begin 
shortly on construction of a factory at 
Oakville, Ont., for the manufacture of 
fluorescent lamps. Plans are said to 
call for a one-story building 160 feet 
wide by 400 feet long, providing em- 
ployment for about 100 people in initial 
stages of manufacture. 








“IT'S A SMOOTH JOB:” Lee Moss, 
left, sales manager of the home cleaning 
division of Landers, Frary and Clark, 
waxes enthusiastic as he describes Uni- 
versal's new floor polishers to Homer 
Franks, sales manager of Strong, Carlisle 
and Hammond of Cleveland. 
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LABOR DAY: 1946 


— ‘lime for wise union leadership 





ABOoR Day, 1946, finds one hopeful element in the 
relations between American management and 
labor which was not there on Labor Day, 1945. 


It comes in recent expressions by a number of na- 
tional leaders of organized labor that increased “real” 


William Green, the Federation president, led off 
with a “message to American workers.” He re- 
marked, “Our major need is increased volume of 
production.” Observing that “wage increases this 
spring have been paid for by raising prices,” the 


wages depend upon in- 
creased productivity, i.e. 
increased output per 
man-hour. Increased 
money wages which are 
promptly offset by higher 
prices do nobody any 
good. 

If these expressions, 
which still remain to be 
substantiated by practi- 
cal performance, come to 
be accepted by the rank 
and file of labor in each 
community, Labor Day, 
1946, can usher in a 
period of great and per- 
haps unprecedented im- 
provement in the econo- 
mic wellbeing of wage 
earners —as well as the 
wellbeing of the country 
at large. If, on the con- 
trary, they remain mere- 
ly window dressing and 
there is a continuation of 
the post V-J Day process 
of increasing wages and 
then prices, the outcome 
can only be the bursting 
of an inflationary bubble, 








SPOT CHECK ON LABOR OUTPUT 


In the absence of reliable general statistics 
on what has happened to productivity of labor 
since V-J Day (because of strikes and recon- 
version complications) the McGraw-Hill Pub- 
lishing Company asked the executives of a 
cross section of American industry to report 
their own impressions. The questions asked 
and summaries of the replies, which varied 
markedly from industry to industry and plant 
to plant, follow. 

Question No. 1. How well have workers performed 
since V-J Day as compared to their pre-war effort? 

Answer. Worker effort has been below pre-war. 
There are exceptions, particularly among older and 
more experienced workers; and thereeare quite a few 
signs of improvement. 

Question No. 2. How much headway have you 
been able to make since V-J Day in improving labor 
productivity by better equipment and organization? 

Answer. Some headway is generally being made, 
but it has been greatly retarded by inability to get 
new equipment and, in some cases, by lack of labor 
cooperation in improvements in organization. 

Question No. 3. How much improvement in equip- 
ment and organization is to be anticipated in your 
business over the next year? 

Answer. Marked improvement in productivity (in 
a few cases as much as 20 per cent) can generally 
be made if there is sustained production and full 
cooperation between labor and management. 








survey itself goes on to 
say that “Today Amer- 
ica’s ability to raise wages 
without increasing prices 
and living costs depends 
on increasing productiv- 
ity in civilian industries 
..- Here is the challenge 
to free labor and free 
enterprise today: Coop- 
erate to increase produc- 
tivity and raise living 
standards without 
strikes.” (Italics sup- 
plied.) 

The importance of in- 
creasing production was 
also recently stressed by 
Walter Reuther, Presi- 
dent of the United Auto- 
mobile Workers, C.I1.0., 
who remarked that his 
union “is just as eager as 
management to get the 
(automobile) industry 
into maximum produc- 
tion.” In taking this gen- 
eral line he was in accord 
with the position of Philip 
Murray, head of the 
C.1.0., who in a book, 


with attendant suffering for workers and the com- 
munity generally. 

Competition requires management to bear down 
heavily on increased labor productivity as a prelude 
to wage increases. Management, however, has rarely 
made a more forthright statement on the importance 
of increasing labor productivity than that contained 
in a recent issue of LABOR’S MONTHLY SURVEY, 
an official publication of the American Federation 
of Labor. 


“Organized Labor and Production” written with 
Morris L. Cooke, remarks that, “The modern labor 
leader also realizes that to receive a good day’s pay 
a man must do a good day’s work and that increased 
productivity has been the vital factor in the country’s 
industrial supremacy and its relatively high wage 
scale.” (Italics supplied.) 

In citing increased productivity as the key to in- 
creased “real” wages these labor leaders—and man- 
agement — have the historical record entirely on 
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their side. In the 40 years prior to the outbreak of 
World War II output per man-hour for the country 
as a whole was approximately doubled. Over the 
same period the “real” hourly earnings of industrial 
workers were also approximately doubled. There 
were, of course, great variations in the increase of 
output per man-hour from one line of activity to 
another. Also, there were periods when increases 
in “real” wage rates lagged behind increases in pro- 
ductivity. But for the 40 year period as a whole 
and the economy as a whole there is no mistaking 
the fact that the route to increased “real” wage rates 
was increased productivity. 

Three economic factors played major roles in this 
doubling of production per man-hour which has 
made America the industrial marvel of the modern 
world. One was the skill and diligence of American 
workers. A second was the skill and diligence of 
American management in organizing production. A 
third was the improvement of machinery and the 
increased application of power to it. 


Wartime Record 


During World War II this sustained increase in 
the productivity of labor in civilian manufacturing 
industries, which had averaged about 3 per cent 
a year, was brought to an abrupt halt. Much of the 
most efficient segment of the nation’s labor force 
went to war or war industry. Also, civilian industry 
was starved for new equipment while we equipped 
our arsenals. The result was that the productivity 
of labor in those civilian manufacturing industries 
for which the government keeps records actually 
declined throughout most of the war. By 1945 it was 
no higher than in 1941, whereas, if it had maintained 
the long run average, it would have been about 12 
per cent higher. In the meantime, however, average 
hourly wages in these civilian industries had in- 
creased about 40 per cent. 

In war industry, which started from low levels 
of production at strange tasks, there were substan- 
tial increases in output per man-hour. Many of these 
increases involved new processes, improved tech- 
niques, and better machines which can be adapted 
over a period of time to the improvement of pro- 
ductivity of labor in civilian industry. 

Since V-J Day, however, labor, led on by a mis- 
guided government, has had its sights on higher 
money wages instead of improving productivity 
which would have laid the foundation for increased 
“real” wages. Consequently, debilitating industrial 
strife ended in a round of wage increases which, in 
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the absence of increased productivity, is being 
washed out by higher prices. 


To Keep Production Rolling 


However, as indicated by the summary of a 
McGraw-Hill sampling of the current experience of 
industry in increasing output per man-hour, which 
appears in the center of the page, there is hope that 
the situation ahead can be improved. After agoniz- 
ing delays because of work stoppages, material 
shortages, and reconversion complications, indus- 
trial production is beginning to roll again. Allowed 
to roll it will not be long before it will be making 
those advances in productivity which are the only 
true basis for increased “real” wages. 

If the process of keeping American industry roll- 
ing to new highs of productivity is to be resumed, 
management must see that the past practice of 
translating increased output per man-hour into in- 
creased “real” wages is not only sustained but 
wherever possible accelerated. For its part organ- 
ized labor must abandon its manifold feather bed- 
ding rules and other production-restricting practices 
which afflict considerable segments of American 
industry. Further it must give incentive systems of 
pay, honestly conceived and honestly administered, 
a fair break. Management and labor and govern- 
ment and the community at large must collaborate 
in removing that specter of working one’s self out 
of a job which has been one of the greatest causes 
of restriction of output. 

The current emphasis by leaders of organized 
labor on the economic truth that increased output 
per man-hour is the only road to increased “real” 
wages is important. The next step is to see that 
recognition of this truth seeps into the rank and 
file of labor and industry and becomes the basis of 
a program of action at the local level. If it does, 
and quickly, Labor Day, 1946, may mark a tre- 
mendous turning point toward sustained prosperity 
not only for labor but the community at large. If it 
does not, union leadership will fail in its responsibil- 
ity and must answer to the American people for the 
consequences of such a failure. 


fru HM raaache 


President McGraw-Hill Publishing Company, Inc. 
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DEALERS AMAZED 


AND IMPRESSED 


with Eye and Buy Appeal 
of New NORGE Products! 


This is it,” many declare. “This is what 


we've been waiting for!” 


The spontaneous demonstrations which fol- 







lowed the showings of the new Norge 
products—first at the Summer Market in 
Chicago, and later at the San Francisco 
Market—left no doubt in the minds of all 
who witnessed them that Norge has pro- 
duced the finest, the most complete and the 


most salable line in Norge history! 


Moreover, the degree of enthusiasm dis- 
played and the character of the remarks 
made by Norge distributors and dealers 
indicate that they, at least, will have some- 


thing on which they can definitely “go to 


a 


town!” Two entirely new factories and the 
more efficient utilization of all other man- 
ufacturing facilities point to a future pro- 
duction that should come much nearer to 
supplying the demand for Norge products. 
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New Refrigeration Group 


Cae the Show" 


..eHad Dealers Cheering! 


If you were at one of the summer markets you will remember—vividly 
—the dramatic demonstration which accompanied the “unveiling” of 
this new side-freezer model. You will recall the graphic 
methods used to emphasize the fact that the greatest value 
in the refrigeration field has— 
















@ MORE FROZEN-FOOD SPACE 
Imagine—3142 pounds of frozen food can be safely 
stored, for a day, a week or a month! age lan yl 


MODEL 
@ MORE FREEZER FLEXIBILITY odin ee Soe ee 
With two freezing compartments, ice cubes are readily LF N-746 . 
available without disturbing frozen foods and desserts. 
In addition, 9 to 12 pounds of meat can be stored in 
the separate, extra-cold Coldpack. 


a @ MORE UPRIGHT BOTTLE SPACE 

Shelf arrangement and shelf spacing allow for the 
storage of one big ginger ale bottle, five quart milk 
bottles and 16 beverage bottles at one time. 


@ MORE USABLE SHELF SPACE 
7] By having the freezer at the side, the full inside height 
of the refrigerator is utilized for the storage of bulky 
foods. The distance between shelves is greater—and 

also the unobstructed shelf area! 







The Norge long-side-freezer pro- 





You will remember the host of other advantages, too 
—among them the full-width Hydrovoir, the meat 
Coldpack, the exclusive ‘Night-Watch” automatic 
defroster and kitchen clock, and the famous Rollator 
“cold-maker.” 


And don’t forget: Model LFN-746 is only one of five 


much-desired refrigerators edb and the refrigerators So you want MORE FROZEN-FOOD STORAGE CAPACITY to sell your customers . . . well, 
themselves are only one of a line of six self-selling here it is! In the Norge Model LFN-746 there is room for more than 31 pounds of food 
household appliances by Norge! ane 


A BORG-WARNER INDUSTRY 


Norge is the trade-mark of Norge Division, Borg-Warner Corporation, 
Detroit 26, Michigan. In Canada: Addison Industries, Ltd., Toronto, Ontario. 
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6. H. LIBBEY 


counts, and the Pabst Brewing Co., as 
assistant to the vice-president. Mr. 
Libbey joined Toastmaster in 1941 as 
sales promotion manager. Prior to that 
he was advertising manager of the 
small appliance department of G-E 
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NEW POSITIONS 





Svlvania Electric Products, Inc. 


Che appointment of M. D. Burns as 


manufacturing manager was 


ecently by H. Ward Zim 





M. D. BURNS 


mer, vice-president in charge of the 


radio tube division of Sylvania Electric 
Products, In¢ Mr. Burns joined the 


ompany in 1921 and served progres- 
sively asa supervisor ot quality, s iper- 
isor of factory engineering, plant 


erintendent, and plant manager 

Warren R. Purcell has been named 
manager of quality control for the lamp 
ion of the company, according to 
in announcement made recently by 
F. J. Healy, vice-president in charg« 
He has been with the 
oncern since 1943 as a supervisor of 


qualjty control of new ducts and of 


incandescent lamp life testing 


Domestic Sewing Machine Co., Inc. 


\. S. Rodgers, chairman of the board 
yf the Domestic Sewing Machine Co., 
recently announced the appointments 
and promotions of several important 
Leading the list 
Barnum, former vice- 


ompany executives. 
was Dodge E. 
president and sales manager, who was 
promoted to the presidency. He has 
been connected with Domestic for 17 
years. Emil Sebek has been appointed 
vice-president in charge of production. 
J. A. Miller, new secretary and treas- 
urer for the organization, was formerly 





D. F. BARNUM 


credit manager. The new assistant 
secretary-treasurer, L. A. Kraley, was 
recently head of the parts and service 
division. Both he and Mr. Miller will 
continue to supervise their former de- 
partments. 


Silex Co. 


Frank E. Wolcott, president of the 


Silex Co., has named as his special 


issistant George W. Garvin, former 





GS. W. GARVIN 


national sales manager of the Aero 
products division of Talon, Inc., and 
manager of that firm’s industrial sales 
division. In his new capacity he will 
assist Mr. Wolcott in the planning 
and execution of the Silex expansion 
program. At one time Mr. Garvin 
ywned his own Wall St. firm and later 
was area rent director for the OPA 
in Meadville, Pa. 


Sawyer Electrical Mfg. Co. 


C. S. Allen, formerly assistant gen- 
eral manager, has been elected vice- 
president and general manager of the 
Electrical Mfg. Co. of Los 
Angeles, according to a recent an- 
nouncement by George E 
president 


Sawyer 


Johnson, 


General Mills, Inc. 


J. E. Berno, former Navy Lieuten- 
ant, has been appointed sales promotion 
manager for the home appliance de- 
partment of General Mills, Inc., it was 
disclosed recently by Roscoe E. Imhoff, 
manager of the home appliance depart- 
ment. Mr. Berno succeeds W. A. 





J. E. BERNO 


MacDonough, recently promoted to 
assistant sales manager. Prior to the 
war, Mr. Berno was sales development 
manager for the central merchandising 
district of the Westinghouse Electric 
Co. 
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Eureka Williams Corp. 


W. A. Matheson, Jr., has beep 
named assistant manager of contraet 
sales for the Williams Oil-O-Matic 
division of Eureka Williams C, in 
an announcement issued by his father 
W. A. Matheson. The junior Mathe. 
son spent much of the war period a 
the Frankfort Arsenal as _ both 
civilian engineer and as a commis. 
sioned officer. He was recently dis 
charged from the Army. 





W. A. MATHESON, JR 





A. W. McDANIELS 


A. W. McDaniels has been an- 
nounced as Detroit regional manage 
for the Eureka division by George E 
Wagner, Central division manager 
Mr. McDaniels, associated  witl 
Eureka in various sales capacities 
since 1920, was commissioned an Army 
major in 1941 and was released as a 
colonel in 1946. 


Noblitt-Sparks Industries, Inc. 


Glenn W. Thompson, president of 
Noblitt-Sparks Industries, Inc., re- 
cently confirmed the appointment of 
Gordon T. Ritter as director of Arvin 
sales. “Mr. Kkitter, who has_alter- 
nated as Arvin radio and appliance 
sales manager now assumes full mer- 
chandising responsibility for Arvin 
home radios, home appliances and car 
heaters,” said Mr. Thompson. 

Other new appointments include 
Herbert Holmes, new supervisor of 
electric appliance sales, and Paul Tan- 
ner, head of radio sales. Both will 
function as assi-tant sales managers 
in their respective divisions. 


Radio Corp. of America 


The promotion of Theodore A. 
Smith to the post of general sales 
manager of the engineering products 
department of the Radio Corp. of 
America has been announced by W. W. 
Watts, vice-president. Since 1943 Mr. 
Smith has been sales manager of com- 
munications and clectreonic equipment 
of the department. 
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ARIZONA 


A frontage of 100 feet on the street, 
th of 137% feet back—that’s 
y situation in which the Al 
Co. finds itself with its new 
{ it 607 W. Washington St., 
Phoeni» Actually, the firm shares the 
‘eontage with the Phoenix Distributing 

ut uses practically all of the rear. 
\rizona Power and Light Co., pre- 

tributor of fluorescent lighting 





wd 
and electrical specialists, has reopened 
an panding into allied lines, ac- 


to Samuel B. Schurgin, owner 
nd il manager. The firm is 
cated at 608 S. Central Ave., 


ARKANSAS 


New distributor of air conditioning 
und refrigeration equipment in Little 
Rock is the Berlin Wilson Co., located 
3t 1210 Main St. The firm handles 
3}-E and Chrysler Airtemp air condi- 
toning, G-E refrigeration, Pittsburgh 
water eaters, and other lines 


CALIFORNIA 


£. J. Baughman has _ established 
headquarters im Los Angeles, and is in 
siness aS a manufacturers’ repre- 
entative in the southern California 
erritory. For many years he was con- 
ected with the Hotpoint organization 
n the Pacific Coast 

Expansion is the order of the day for 

Wholesale Electric Co. of Santa 

Ana. Mrs. Viola C. Wiesmann, who, 
since her hushand’s death, has carried 
n the business with his two partners. 
jen Evans and Clyde Martin, has 
taken a larger space on Main St. The 
frm wholesales electrical supplies. 
A remodeling has been undergone by 
the E. M. Kemp Co., distributors of 
holesale radio and electrical sup- 
liers, in Sacramento. 


FLORIDA 


As soon as approval can be obtained, 
Herendeen’s will erect a new office, 
ow room and warehouse on N. W. 
8th St. in Miami. Henry Herendeen 
s owner and general manager of the 


Arm 
] 


GEORGIA 


ie Stein Steel & Supply Co. will 
soon occupy its new quarters at 295- 
31 Decatur St., Atlanta. The firm, 
owned by A. L. Stein, sells appliances 


™ 
It 








DISTRIBUTOR NEWS 





and allied lines at both wholesale and 
re tail. 

W. T. Shackelford Co., announces 
that more than 150 dealers in Georgia 
attended the first showing of the F. L. 
Jacobs Co. Launderall. The Atlanta 
addressed by J. W. Stig- 


all, sales manager of Jacobs 


meeting was 


INDIANA 


Johnson-Robinson Co., appliance and 
radio distributors of Indianapolis, have 
got themselves new quarters and a 
streamlined display room. Lines 
handled include Universal, Norge and 
Zenith. Partners, and business asso- 
ciates of long standing, are Evert A 
Johnson and Harry T. Robinson. 


MASSACHUSETTS 


A Launderall washing machine flown 
from the F. L Jacobs factory at Indi- 
anapolis was presented to the Girls 
Trade School recently by the Walker 
Electrical Supply Co. of 15 Union St., 
Worcester, through Irving J. Walker, 
head of the distributing firm. The 
Jacobs and Walker firms later com- 
bined to sponsor a sales and service 
meeting for central and western Massa- 
chusetts dealers 

The New England premiere of the 
Launderall washer was 
viewed recently by metropolitan Boston 
dealers in the showrooms of Allied 
Appliance Co. at 111 Berkeley St. W. 
H. Eisenmann, manager of the home 
laundry division of Allied, introduced 
the factory executives who handled the 
presentation. They were C. G. Rem- 
mo, assistant sales manager, and B. V. 
Vandyke, service supervisor of F. L 


Jac obs Co. 


automatic 


NEW HAMPSHIRE 


A new electrical wholesaling firm, 
Seamans Supply Co., has been formed 
at 606 Willows St., Manchester, by 
Robert W. Seamans, for several years 
assistant general sales manager of 
lighting products for Sylvania Electric 
Products, Inc. A complete Sylvania 
line will be handled, as well as naion- 
ally advertised radios and traffic appli- 





Ae 


NEW DEAL: After 97 years in the ice business, the Wisconsin Ice & Coal Co., 
which heretofore had maintained an attitude of cautious neutrality toward mechani- 
cal refrigeration, decided to mix the old and the new and obtained a franchise to 
merchandise G-E refrigerators and home freezers. Above is a picture of one of the 
meetings of sales and management personnel at which the new policy was explained. 
The company's Refrigeration and Heat Center also sells Iceberg, Coolerator, Quic- 


frez and Coleman products. 
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ances. Fluorescent lighting will be 


featured 


NEW YORK 


Elliott H. Barnard is filling the 
newly-created position of general sales 
manager of the Complete Home Im 
provement & Equipment Co., distribu 
tor of home equipment and appliances 
at 469 Delaware Ave., Buffalo. 

William M. Bush has been named as 
general sales manager of Wehle Elec- 
tric Co. by Edward C. Wehle, president 
of the concern. He will have head- 
quarters in Buffalo and will be in 
charge of sales in Buffalo, Rochester, 
Elmira and Binghamton. 

Joseph D. Cutler has joined the 
Associated Merchandising Corp. of 
1440 Broadway, New York City, as 
sales promotion representative of 
major appliances, under supervision of 
Bernie Zients. Mr. Cutler was form- 
erly with Frigidaire. 

\l Fish announces that he is national 
sales representative for Forestek Plat 
ing & Mfg. Co. of Cleveland, manufac 
turers of small table appliances, and 
has opened offices at 1150 Broadway, 
New York City. 

The Rochester distributing concern 
of Bickford Brothers has appointed 
Oscar Dacks as operations manager, 
according to Paul Wolk, president. 

George Bauer & Sons, wholesale 
hardware and ppliance firm, has 
oppened a new business block—sales- 
room, office and warehouse—at 2336 
W. Whitesboro, Utica. More than 
150 of the firm’s dealers attended the 
opening. George Bauer is president of 
the firm, Robert and Henry Bauer and 
vice-presidents, and Mrs. Bauer is 
secretary and treasurer. 

Clifford Cowen is president of a new 
organization known as Mar-Cliff, Inc., 
with offices at 1841 Broadway, New 
York City. The firm will distribute 
toys and electrical specialties, such as 
Noma electric heaters. 


NORTH CAROLINA 


The Eastern Radio Supply Co. has 
been incorporated in Asheville to deal 
in all kinds of radio equipment. In- 


orporators include L. Julian Long. 
Lola H. Long, and W. K. Stoner. 
Easy washing machines were the 
subject of discussion at a recent meet- 
ing conducted in Charlotte by A. K. 
Sutton, Inc., distributors. Over 100 
from the Pied- 
mont area watched demonstrations by 


dealers and salesmen 


George Hartman, Atlanta divisional 
manager for Easy. 

Herman L. Dalton, Allie L. Hege 
and A. Bruce Lewis have opened the 
Dalton-Hege Radio Supply Co. in 
Winston-Salem at 342 Brookstown 
Ave. The firm will wholesale radios, 
radio supplies and household appli 


ances 


OHIO 


Clarke A. Hoak has joined the 
Porter Building Equipment Co., Cleve- 
land. as dealer sales manager. The 
former director of the Electric Home 
Bureau of the Electrical League of 
Cleveland will contact dealers in 28 
northweastern counties to sell kitchen 
cabinets and Hotpoint appliances. 

The first presentation of the Laund- 
erall automatic washer to Ohio dealers 
was conducted in Cleveland early in 
August by J. J. Skinner & Co. which 
introduced the appliance to representa- 
tives from 22 northern counties. The 
audience of 300 heard Mr. Skinner 
announce that some washers would be 
available for immediate delivery after 
the Cleveland showings. Skinner also 
distributes Stromberg-Carlson radios, 
Fstate ranges and water heaters 

The Hickok Oil Corp., Toledo, 
which distributes petroleum products 
and operates filling stations throughout 
Ohio and Michigan, has announced 
plans for the addition of electrical 
appliances to its retail outlets. G. M. 
Sheldon, zone training manager, ex- 
plained the program as part of a con- 
tinuing trend among petroleum mark 
eters to diversify their merchandise. 

The Standard Paper Co., Columbus, 
Sonora distributor, has moved from 50 
West Vine St. to larger quarters at 
464 North Park St. which contain more 
than 18,000 square feet of floor space. 
J. K. Jenkins is supervisor of the firin’s 
appliance division. 


OREGON 


Oscar Edlund, formerly with A. E. 
Kuhnhausen in Portland and later with 
the Pacific Power & Light Co., is now 
distributor representative in that city 
for the Pacific Coast Heating and Ap- 
pliance Co. 








FAREWELL DINNER: When Sidney H. Rogovin, Admiral regional manager, was 
transferred to another territory, his northeastern area distributors took off their 
coats and went to work, ending up with this white-shirted farewell party at the 
Waldorf-Astoria. Left to right: Sam Weinstein, City Electric, Syracuse; Tiny Thomp- 
son and Joe Masse, Boston; Rene Jacobs; Jules N. Margolis, Mascon Distributors, 
Springfield; Mr. Rogovin; B. R. Albert, Mascon; Harold Kay, Keps E’ectric, Pittsburgh; 
George Wolfe, Dale-Conn, New Haven; Ben De Groot, R. V. Lynch, Providence; 
Bob Howard, Dale, New York; R. B. Wall, Wilkes Barre; Dick Levy, Fay-San, N. Y. 
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AKKA Automatic Washer 


Appliance Corp. of America, 
Milwaukee, Wis. 
Device: Akka Top-Flow washer. 
Selling Features: Uses new principle 
{ washing—inside is a metal sphere, 
bottom half of which is covered with 
a heavy, flexible rubber lining; 10 
lbs. capacity; washes, rinses, damp- 
lries, cleans itself and shuts off 
wutomatically in 22 to 30 min.; 
here oscillates 144 times a minute 
vashing action—from 1-9 min. 
top-tlow rinse process begins im 
ediately after washing is finished 
—oscillating of sphere continues 
during rinse cycle, dirty water over 
flows out of top of sphere—soil and 
soap is not redeposited on clothes; 
aiter overflow of wash water, heavy 
duty rubber liner slowly rises under 
hydraulic pressure to squeze remain- 
ing water and 92% soap out top; 











final automatic cold water rinse also 
using top-flow principle removes re- 
maining soil and soap; vibrationless ; 
less than 30 parts; uses only 10 gal. 
hot water. 

Electrical Merchandising, Sept. 15, ’46 
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BEN-HUR Home Freezers 
Ben-Hur Mfg. Co., Milwaukee, Wis. 
Device: De 
freezer. 


Selling Features: 


Luxe farm and home 
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12} cu. ft. capacity; 
stainless steel inner lining; freezing 
compartment, 3.7 cu. ft.; frozen 
storage compartment 8.8 cu. ft. holds 
approximately 630 Ibs. frozen food; 
separate freezing compartment pre- 
vents latent heat of fresh foods from 
affecting temperatures of food in 
frozen storage compartment; cover 
designed with debossed reinforcing 
ribs in shape of huge “X”’; flat top of 
cabinet and 36 in. height provides 
additional work surface; recessed 
toe-room base ; air louvres flush with 
cabinet; control switch conveniently 
positioned outside cabinet; white 
enamel exterior; 284 in. wide, 63 in. 
long. 


Electrical Merchandising, September, 
15, 1946 











YORKAIRE Room Conditioners 


York Corp., York, Pa. 


Vodels: 2-window and 1-console York- 
aire portable conditioners for homes 
and small offices 


"4 


lling Features: Cools, dehumidifies, 
filters, freshens, circulates air; all 
models have walnut wood cabinets ; 
removable filter pads which can be 
changed easily; while cooling, each 
conditioner can remove 60 cu. ft. 
stale air per min.; without cooling 
can change 240 cfm.; moisture con- 
densed from room air is completely 
evaporated into rejected air stream; 
no plumbing installations required. 
Model 1, window model, equipped 
with 4 h.p. motor, will air condition 
room up to 15x19 ft. with normal 
ceiling heights; No. 2, window 
model, with } h.p. motor conditions 








room up to 20x20 ft. Both models 
are 138 in. high, 264 in. wide. 19} 
in. deep. 


Console model, with }? h.p. motor 
20x25 ft.; 
compact cabinet, 38% in. high, 324 


conditions rooms up to 


in. wide, 195 in. deep. 


Electrical Merchandising, September, 


15, 1946. 
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CORY Coffee Grinder 


Cory Corp., 221 N. La Salle St., 
Chicago, 7, Ill. 


Device: Cory home coffee grinder. 

Selling Features: Operates on a.c. or 
d.c.; has storage capacity for 1 full 
lb. of whole bean coffee; comes 
automatically set to give a perfect 
grind for use in any standard glass 
coffee brewer, but with one simple 
adjustment it will produce’ any type 
of grind desired; can also be used 
for re-grinding any commercial 
grind coffee for use in glass coffee 
brewer ; a glass marked to show cor- 
rect amounts of coffee for use in 
brewing from 1 to 8 cups is furnished 
as standard equipment; all metal 
with white enamel finish, top and 
bottom finished in high-luster black ; 
4 in. wide and deep, 11 in. high. 

Electrical Merchandising, September, 
15. 1946 
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1900 Washer 


Nineteen Hundred Corp., St. Joseph, 
Mich. 
Device: 1900 Whirlpool 50 wringer 
type washer. 
Selling Features:  9-\b. 


convenient pressure 


place; rubber cushion 
vibration ; 
sealed oil bath. 


Electrical Merchandising, September, 


15, 1946. 


Capacity ; 
6-vane agitator and corrugations on 
tub bottom give gentle washboard 
action during washing process; extra 
large, well cushioned wringer rolls; 
adjustment; 
safety release bar easily tripped from 
any position; Bonderized, long-last- 
ing finish and porcelain enamel; elec- 
tric drain pump optional; large easy 
rolling casters adjust automatically 
to irregularities in floor and lock in 
between 
chassis and tub absorbs noise and 
working parts run in 





KELVINATOR Home Freezer 


Kelvinator Div., Nash-Kelvinator Corp., 
Detroit, 32, Mich. 


Device: 6-cu. fit. home freezer. 
Selling Features: Holds more than 210 


Ibs. frozen foods; 36 in. high; easily 
accessible with full-width lid; safety 
fitted with convenient trunk-type 
support; lift-out racks; interior is 
divided into 2 sections by removabk 
metal grid; bottom surface of 
smaller section is refrigerated to pro- 
vide extra fast freezing, section may 
also be used for storage; remainder 
of storage space is maintained at av 

















erage or zero. Fiberglas  insul- 
ation completely sealed in; walls 4 
inches, lid 2} in.; powered by Kel 
vinator sealed Polarsphere condens- 
ing unit; cabinet is 39 in. wide, 23 in 
deep; white finish, chrome trim. 
ilectrical Merchandising, Sept. 15, '46 
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L & H Range 


A. J. Lindemann & Hoverson Co., 601 
W. Cleveland Ave., Milwaukee, 7, Wis. 


Vodel: 8810 range. 

Selling Features falanced front; 
divided top with 1-2100 watt giant, 
2-1250 watt regular size surface 
units and a 6-qt. well-cooker with 
inset pan and French fry basket— 
all controlled by indicating switches ; 
l-piece top and backguard with 
switches and controls on_ back- 





guard; 1-piece wrap-around body 
new 5000 Hi-broil oven with equal 


ized heat, Wilcolator oven temper- 
ature control, inner oven light, 2 


oven units, Fiberglas insulation; 2 
automatic time 


service drawers; 
controls optional. 


? 
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WITH THE 


YEC Lildde OM. FLOOR FURNACE 


You Can Demonstrate 
SUPERIOR QUALITY 
AND PERFORMANCE 


sales 
profit 








and make more 
at a higher net 





There Is No Substitute For Quality « Superior mer- 
chandise sells easier, commands a higher price, gives you a 
better margin and a higher net profit. H. C. Little dealers 
proved this time and time again in the years before the war — 
sroved it by taking more than their share of the heating 
nor in their communities — proved it by outselling 
proved it by reporting high 


profits made possible through /ow’ service costs 


competitors with cheaper lines 


, 


nel 








Quality Means More Today Than Ever e The H. C. Little 
oil fired floor furnace is a scientifically engineered heating plant 
especially designed for the small home market. It is the only 
oil-burning floor furnace on the market with electric ignition 

providing completely automatic operation, thermostatically 
controlled. It comes to you complete —a compact, factory- 
assembled unit that is ready to install. Today — with the public 
able to demand high quality and pay for it — the H. C. Little oil 
floor furnace represents a profit opportunity which is attracting 
many of the most prominent retail merchandisers in America. 





Units Will Soon Be Available « Naturally, our prewar 
dealers have first call on our present output. However, an 
H. C. Little dealer franchise may be open in your community 
soon. If interested, we suggest you write us immediately. 


The Greatest Name in Low-Cost fs; Automats Oil Heat for Small Homes 


“x! 
\ ALL LZ, BURNER CO. 


Dept. 12M, Son Rafael, California 


PACTORY REPRESENTATIVES IN PRINCIPAL CITIES 
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ELECTRICAL APPLIANCE 


NEW PRODUCTS 





G-E Infra-Red Heat Lamp 


General Electric Lamp Dept., Nela Park, 
Cleveland, O. 


Device 250-watt, self-reflecting in- 
fra-red heat lamp. 

Selling Features: Ruby “lens” filters 
out harsh glare; silvery built-in re- 
flector projects heat rays in same 
manner that spotlight concentrates 
visible radiations; single self-con- 
tained hermetically-sealed lamp fits 
into ordinary household socket. 

Electrical Merchandising, September 
15. 1946 
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WESTINGHOUSE Light Meter 


Westinghouse Lamp Div., Westinghouse 
Electric Corp., Bloomfield, N. J. 

Device: “See-ability Meter.” 

Selling Features: New meter substi- 
tutes “levels of lighting” for the 
technical “foot-candle” teminology 
used by lighting engineers; lighting 
levels graded alphabetically from A 
through E to correspond with the 
degree of difficulty in various home 
seeing tasks—fine needle work being 
at the A _ level, etc.; numerals 
5-10-20-50-100 also appear on dial— 
indicating “units of light” where 
figures are required. 

Electrical Merchandising, September 
15, 194¢ 


Vv 








KAY-O Flash-O-Lite 


Kay-Wat Mfg. Co., 711 Milwaukee Ave., 

Chicago, /Il., Smith-Benney Sales Co., Inc., 

11 W. 42nd St., N. Y. C., National Sales 
Representatives 


Device: KAY-O Flash-O-Lite. 

Selling Features: Designed to look 
like a high-grade fountain pen, with 
a fountain pen clip; streamlined; 
highly polished aluminum case; 5 
in. long; comes in display card that 
holds 12 Flash-O-Lites. 

Electrical Merchandising, September 
15, 1946. 


CHAMPION Fluorescents 
Champion Lamp Works, Lynn, Mass, 

Device: Fluorescents in 4500 deg 
white. 

Selling Features: All sizes of pre. 
heated regular fluorescents from 14 
to 100-watts, as well as the instany 
start 40-watt T-12 lamp are ip 
cluded. 


Electrical Merchandising, September 
15, 1946. 





PHOTO-VISION Frames 


Photo-Vision, Inc., 35 W. 43rd St. 
New York, 18, N. Y. 


Device: Uluminated picture frame. 


Selling Features: Combination fluores 
cent light, picture frame and stand 
marble bases, gold- and silver-plate 
frames and reflectors; available in 
dimensions to accommodate all con- 
ventional sized photographs. 

Electrical Merchandising, September 
15, 1946. 
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G-E Fluorescent 


Lamp Dept., General Electric Co. 
Nela Park, Cleveland, O. 
Device: Complete line of G-E fluores- 
cents now available in new 4500- 
white color—from 6-watts to 100- 
watt sizes and in all four sizes of 

Slimline fluorescents. 

Selling Features: New color has char- 
acteristics which are a balance be- 
tween present white and daylight 
colors. 

Electrical Merchandising, September 
15, 1946. 

















SHELF-O-LITE 


Kahn Mfg. Co., Inc., 2051 No. 19th St. 
Milwaukee, 5, Wis. 

Device: Firefly “Shelf-O-Lite” com 
bination fluorescent lamp and shelf 

Selling Features: Fluorescent bulb 1s 
securely attached to bottom of hang 
ing-wall shelf; complete with Mazda 
20-watt fluorescent tube, hooks, cord 
and phig; available in mahogany 
maple, walnut, off-white, bleached 
natural finish, or unfinished ; suitable 
for use in bedroom, living room, de? 
or kitchen. 

Electrical Merchandising, September 
15, 1946. 
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A different gift .-- 
the kind you'd like to 
get! 


















THE (rcendlceat 
GREETING OF ALl.-- 


Jewel chime, gift- ] 
packaged with Push 
| d 


Button to mafth } 
$9.95 


DOOR CHIME 


FOR GRANDER...GAYER GREETINGS! 


Soft-spoken, smooth-sounding - - - . 
downright joyous to hear! Two tone 
for the front door, one for the rear. 
A stunning, satin-finish, —, 
Colonial chime with a brilliantly pol- 
ished border Blends beautifully - 
either Modern or Colonial settings; 
adds new livability to living room 
or hall. 

See and hear the : 
NUTONE Door Chimes at y 
pene appliance, hardware, or vd 
partment store. Prices from $3.9 


to $59.95. 


“Jewel” and other 
ur elec- 






The NUTONE chime 
that’s 5 wags 


better for you! 


1 The NUTONE “Jewel” is the only 


door chime on the market that is 





packed with a push button in match- 
ing style and finish—a “package” 
that’s attractive ... practical... 





salable! 


2 Its handsome gift carton adds l 
still more appeal to make this one 
of the finest, most profitable “ten- 
dollar” gift sellers you'll have this 


season. 





3 The “Jewel” style blends with 
both modern and Colonial settings 
—more beautiful than usual covers 
of either plastic or metal because it’s 
cast in a single, more expensive, 


piece; finished in satin-brass to 





match the tubes. 


Your wholesaler will soon receive his first allotment 
of NUTONE “Jewel” chimes. Get set to satisfy the con- 
sumer demand that will be stimulated by the ad on 
your left when it appears next month in the Saturday 
Evening Post, Better Homes and Gardens, and American 
Home. NUTONE, Incorporated, Merchandise Mart, Chi- 
cago 54; 200 Fifth Ave., New York 10; 931 East 31st St., 
Los Angeles 11; and Terminal Sales Bldg., Seattle 1. 


NUTONE 
is the world’s largest 
maker of door chimes 
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NUTONE Chimes and Transformers are fair-traded in all fair-trade states. 
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ELECT APPLIANCE } Ei! 


NEW PRODUCTS 





level temperature from floor 





~waage ia ing under Moduflow control—no cok 
a A pockets or roasting-ireezing discom — 

cs —_ an fort; heat of unit is hermeticall 

+. —_ 5 sealed generator which employ i 

: “ ‘ ciple similar to percolator; genera 


‘ : tor contains emersion-type low-volt 
MASTER-DELUXE 2 BURNER TABLE STOVE MODEL 77 | age ination chiens ented f 
COMPLETE RANGE OF 6 COOKING HEATS ; copper tubes with small quantity 

List 5°) more in Zone Sold only ti . 
S .40 ' om. Cites meet a A Net $ .95 pressure ; thousands of sharp spines 
é‘ Each on multi-spined fins on copper heat 
transfer coils discharge super-vapo: 
heat into air stream; fully automati 

Ketall Price $9.95 


produces heat within 30 secs. afte: 

\ beautiful standard size cabinet model 1320 watts. Standard package rete s res 
of 10, Each net $6.50 system is turned on; pressurestat 
it¢ 


QUALITY Kitchen Cabinets control of mercury switches au 


matically limits flow of energ 


of water sealed in under reduced 
Tax Included of 8 Stoves 


ELECTRIC ROOM HEATER 




















HAINES ELECTRIC IRON (Model 300) 










Retail Price List $5.40 Roberts & Mander Corp., Hatboro, Po. coils, thereby controlling supply o 
Beautifully streamlined non-automatic, all chrome finish, weight 4% current to fewest number of heat 
pounds 550 watt. Standard packages of 12. Each Net $3.59 Device: Quality steel kitchen cabinets ing elements required to insure FRIT 
and sinks. constant airflow for desired tem- 
Retail DP —epbeee meee * 95.88 Selling Features Cabinet sinks in 4 perature; easy to install; only a Albion b 
\ fir wo slice flip toaster. Standard packages of 1 sizes, 42, 48, 54 and 66 in. with right few inches taller and wider Ne 
Each Net . $3.95 and left-hand drain boards, wan than a refrigerator; heavy gauge Sell ; 
; cabinets on either side of sink all s as r ors. ic wei 
IMMEDIATE DELIVERY on each of the above listed items c ror een 13 in dee} ay sizes " 18 “ oe ph ieee po whee b : 
Terms: Check with order or C. O. D. Net Railway Express F.O.B. Chicago high cabinets—21, 24, 30 and 36 in. i 15 1946 deg. U 
wide all with double doors; 4 sizes i weigh 
30 in. cabinets—15 and 18 in. single v angie. 
door models available with right or Electric 
15, 1° 


left-hand door; 21, 24 and 30 in 
s models have double doors. 


Base cabinets, 24 in. deep, are avail- 


able in 15, 18, 21, 24, and 30 in. sizes, 


4754-56 CLARK and with single or double doors. 
Work tops in various sizes; lino 
CHICAGO 40, ILL. 


leum sink-tops; 21 in. utility cab 
inets; corner shelves and sink fronts 
are also available. 

Electrical Merchandising, September 
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Be ready when they Wuere To Buy 
ask about Zephyr Parts, Services & 


$23.10 Accessories 
LIST — 
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NORGE Oil Heater 


Norge Div., Borg-Warner Corp.. 
Detroit, Mich. 





’ 








WASHING MACHINE PARTS 























Youngs! 
“For any and all makes" Model No. FH-55 Norge oil-burning 

Most complete stock in N. W. » heate ° 
Z h r Prompt Service home heater. Device 
me Minnesota Appliance Parts Co Seling Features: Exclusive dow sink 
i ° draft “whirlator” tube carries at line 
Portable Electric Heater 191 W. 7th St. St. Paul 2, Minn. iS / and oxygen into heart of flame; de Selling 
Now national advertising, informative tags, livers 55,000 btu’s, constant-leve! oil i 
lilustrated circulars speed your sales. meter; visible oil gauge; automatic sink 
Premium price and profit, full value. chimney draft regulator; new ex- ; 


EARLY DELIVERY. Contact ZEPHYR CORP., SEARCHLIGHT SECTION | v terior styling and finish. : : rset 


Distributors, Plainfield, New Jersey. 








(Clessified Advertising) VAP-O-LEC H i i Electrical Merchandising, September 
-O- eating Units lectrical Merchandising, Set 
THE MIDGET THAT Employment Business 15, 1946 
Ze h if a The Cronoholm Mfg. Co 
WORKS LIKE A GIANT SELLING MERCHANDISE g. Co., v 
pe “. | 3500 S. E. Hawthorne Ave., 
(A Ceram-!-Cast Product) OPPORTUNITIES Portland, 15, Ore. 
a ( Not Fe sss lene } Devic \ ap-( )-Lec electric Vapor 
Cents a Word, Minimum $3.00. POSITIONS (central) heating unit No. 10-A. 
w ANTED (full or part t.me salaried employment | > slling F atures Fr . I a i . 
atx tes, in advance Sell eature esh air is drawn 
INDEX TO ADVERTISERS BOX ‘xt SMES Care of publicatio n New York, } into unit through air filters and chan- 
SEPTEMBER 15. 1946 aCagO © oe DISPLAYED. RATE as 10 words neled through a bank of sharp multi- 
. Rate: $9.00 per in all advertising other than spined copper fins which discharge 



































































mtract ontract on request. N i rER | slectric:< , renerata - 
Eclipse Moulded Products Co 8 TISING INCH he pay lumn, python electrically generated steam-vapor 
Haines Mfg. Corp 20 48 inches—to a page EM heat directly into air ducts, giving 
Little Burner Co., H. C 18 
i itch iv. of First In- i 
yw «o> ~ geraldine SELLING OPPORTUNITY WANTED HEDGE-KLIP Hedge Trimmer 
Minnesota Appliance Parts Co 20 pee ee Acematool Co., Inc., 102 W. 101 St 
Noblitt-Sparks Industries, Inc 16 cteienl eset nee nections | New York City 
Norge Div. Borg-Warner Corp. .12, 13 | with manufacturers in the "shaatotenn supply, | ; . 
tteTone. fac. 19 | fixtures and appliance fle ld _Licensed elec Device: Portable hedge-trimme: 
Parts, Service & Accessories 20 él ee eee Selling Features: Equipped with co 
Rentes yt ead Div. ‘ | tinuous duty Universal motor which 
eneral Electric Co can be used on 110 volt ac. oF 
Samson United Corp Third Cover ELECTRICAL de.: 12 ia. “cutting Safin of tart K 
Searchlight Section 20 SALES ORGANIZATION | ened steel; 2 plastic full-grip handles 
Where to Buy. : 20 Solicits contact on new items, new ideas with metal inserts to make it sit M ode 
Youngstown Kitchens Div. of Mul- || oF partially developed items wh'ch would well in both hands and aid sure cut- oe 
lins Mfq. Corp Fourth Cover cone Gae aEgee © © Eastern ting direction; 15 ft. extension cord. Sell 
Zephyr Corp. 20 RA-969, Electrical Merchandising Electrical Merchandising, September x 
330 West 42nd St.. New York 18, N. Y¥ 15, 1946 ; Elect 
3 
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ERLA Iron 
Erla Corp., 757 Venice Blvd., Los Angeles, | 
7 California 
it Device: Erla automatic “Feathertouch” 
‘ iron. 
ity Selling Features: Weighs 3 lbs. 1 oz.; 
ed all-aluminum; “bi-metal” thermostat 
les provides accurate temperature con- 
-at trol and even distribution of heat 
101 over entire ironing surface; soleplate 
i gives greater ironing area. 
te Electrical Merchandising, September 
tat 15, 1946. 
z FRITZ-RAY Health Lamp | 
wt Albion Machine Tool Co., Albion, N. Y. 
er Device: Fritz-Ray ultra-violet lamp. 
= Selling Features: Equipped with 2 car- 
bons adjustable-tilts down to a 75 
Der deg. up to 180 degs; streamlined base 
weighted so it will not tip at any 
al gle. | 
Electrical Merchandising, September 
15, 1946. v | 
v RATCHFORD Mouse 
: Electrocutor 
Ratchford Engineered Products, Dayton, 8, | 
hio 
Device: Automatic mouse trap. Wherever accurate, dependable, automatic responsiveness 
Selling Features: Kills mice instantly sa): 
by an electrical shock before they | to changes of temperature and/or current within predeter- 
reach bait; muscular reaction causes | , re » 5 
them to be thrown from trap, thus | mined limits is demanded, give the job to Temp-Cop. 
resetting itself for next victim, there- | 
by killing many mice with one bait | : , , . 
setting; a. c. or d. c. This versatile thermostatic contactor employs the famous Micro 
tle ic dn TTI | : . . . . 
: . e- Merchandising, Sepemins | Switch Snap-Action principle. It automatically operates when 
temperatures reach low or high limits . . . furnishes protection 
YOUNGSTOWN Sink s ; ' : , 
i against excessive currents. Reverse action also is automatic. 
Youngstown Kitchen Div., Mullins Mfg. 
ing Corp., Warren, O. 
Device: Scientifically designed cabinet Temp-Cop, though small as your thumb, is durable, rugged, 
sink bringing principles of straight- : 
" line gredaction lato heme. utterly dependable. Its bimetal elements are mounted on a 
le Yells .¢ 2¢ sink 7] 7 —— . . . =f: 
ai selling Features: Sink consists of rigid ceramic block, and are factory adjusted to fill specific 
tie lrain boards on right and left of . 
“ sink, and 2 bowls—first bowl for application needs. Write today for details about Temp-Cop, 
ishing dishes and second bowl for 
nsing with piping hot water from and learn how you can benefit from its use. 
ber insulated spray; drawers and com- v 
partments under sink to hold wash 
ing powders and towels. ZEROSTAT Freezer Alarm 
Electrical Merchandising, September Electric Glass Co., Hatboro, Pa. PUL I 3 
" 15. 1946 : 2 . 5 
15, 1946, Device: Zerostat temperature alarm <5 1 
v for home freezers >») > ae 
Selling Features: Warns instantly of 
temperatures rise in home freezer, oy 
; eliminating danger of food in storage “a 
being spoiled ;—can be placed in any lta) } e- 
part of food compartment; factory- a ll || al 
set to sound an alarm at 15 degs. F.; = 
equipped with mer cury thermostat ; TEMP-COP, used as a thermo- In frozen food lockers, the Mounted on a hot water stor- 
sealed-in-glass platinum contacts , stat on room heaters, prevents TEMP-COP closes an alarm ageheater, the TEMP-COP acts 
er plastic-coated to ” event short cir- operation of circulating fan un- circuit if temperature rises as a thermostat to keep tem- 
Cuts Irom frost or water, compact tilheater reaches desired point. above the predetermined point. perature uniform at all times. 
rigid control box for easy mounting | 
at any location; 3 in. indoor bell | 
easily mounted at any desired loca-_ | 
tion; model PAF equipped with 3 in. | © First Industrial Corporation 
indoor bell to sound alarm; model | 
ch KEN-ROD Iron PAC equipped with indicating light 
or for power failure and switch to turn 
rd- Ken-Rod Metal Products Inc., 819 off alarm bell; model PAD equipped 
les E. 5th St., New York, N. Y. with control box with supervised 
sit Model: No. 15C eee circuit to sound alarm in case of 
ut ow ee C non-automatic iron. damage to any part of Zerostat sys- 
rd. Selling Features: 44 lbs.; all chrome; tem, indicating light for power fail- 
ber OO watts, a.c. or d.c., 125 volts. ure and switch to turn off alarm. FREEPORT 
E ectrical Merchandising, September Electrical Merchandising, September 
5, 1946. 15, 1946 
iS 
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HAVE YOU 





HEARD... 





RUNNERS 


pushed 

just as easily 
‘em. That, 

1 fact. But 
ng disclosed 


nt 


horticultural 
has discovered a way to 
Faced with a 


College 


hortage 
nd no sugar or glass 
them, 


trusters hit upon 


preserving 
ng heme to preserve 
ntil October or November. 
L. O. Van Blaricom, 
laboratory, the 

zen in 30-pound 


it a return ol sugar 


LANDED 

William Green, former landing sig- 
nal officer on the USS Cabot, has been 
flagged down onto the sales and service 
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the Maytag Co. despite an 

to play football for the Green 

jay Packers, noted pro team. He was 

1 star on the University of lowa eleven 

wr to Naval service and received 

his first offer from Green Bay shortly 

after graduation. Way thifgs are 

these days, Mr. Green, better wear 
ur shoulder pads anyway 


SPHERICITY 


Nester, Duotone president, 
is developed a ruby ball tip for foun- 
tain pens which may give new impetus 
to the battle royal M hi h } iS been 
pouting up within the pen industry. 
Mr. Nester claims that he has per- 
fected a ruby point accurate to within 
17/100,000 of an inch in “sphericity” 
which he has offered to pen manufac- 
turers. After hearing so much about 
pens writing under water and perform- 
other almost incredible feats, we 
waiting to see if some manufac- 
en with Mr. Nester’s 
vhich will write on steel plates. 


r will offer a] 


KANSAS CIRCUS 


Competition for Ringling Brothers 
and Barnum and Bailey may well 
levelop from an educational exhibit 
under preparation by the Kansas 
Electric Power Co. The utility plans 
to travel through rural areas in “the 
largest size trailer permitted on Kan- 
as State highways” which will contain 
in up-to-date kitchen, a complete util- 
ty room, dairy building exhibit, poul- 
try equipment, farm work shop, feed 
grinding exhibit, and electric water 
system exhibit. Kansas, we judge, 
doesn’t object to anything as big as a 

ll size circus tent. 


IRONING EFFORT: These two pic- 
tures, which give the appearance of 
a fluorescent tube on a lost week-end, 
represent comparative motion studies 
of the movements necessary to iron 
a shirt with a hand iron and an 
ironer. The tests were made at the 
Horton Co. plant in Fort Wayne, Ind. 
Flashlights were strapped to the 
wrists of two experts and an open 
camera recorded the motions made. 
The top picture shows the movements 
in ironing a shirt by hand and the 
bottom photo those made when us- 
ing an ironer. 


THE BEST THERE IS: Freddy Mar- 
tin, nationally known orchestra leader, 
opened his own record and radio store 
in Los Angeles’ Hotel Ambassador 
on July 16 with a large stock of what 
is obviously the best. Invitations to 
the formal opening were in the form 
of individual recordings, such as the 
one he shows to starlet Pat Erickson 
who sought out the guests in person. 
The record bar doesn't usually display 
the stock which occupies it in the 
other photograph. The store is air con- 
ditioned and provides built-in fluores- 
cent and deflected spot lighting. 
Heavy glass shelving carries portable 
radios. Listening booths are con- 
structed of solid brick walls for sound- 
proofing. Mr. Martin holds six fran- 
chises for radio and phonograph 
equipment and in addition will market 
custom-made radio-phonograph fur- 
niture of his own design. Robert Case, 
formerly with Quality Electric Co., is 
manager of the establishment. 


SEPTEMBER 15, 





1946—ELECTRICAL MERCHANDISING 


SAMSON ELECTRICAL APPLIANCES 


Showkored ts Sell! 


SAFETY-TILT 
AUTOMATIC IRONS 














SAFE-T CIRCUIT 
HEATING PADS 


SAFE-FLEX 
RUBBER BLADED FANS 


TEMPO-FLEX TABLE RANGES 


A “STOPPER” FOR THE SHOPPER 


YES, in “box appeal” too, Samson 
sets the pace! On your counters and 
shelves, or in your show windows, 
Samson SHOWBOXED Electrical Ap- 
pliances become “traffic stoppers” that 
make buyers out of shoppers. 

But Samson SHOWBOXES provide 
more than just eye-appeal. They pic- 
ture the appliance . . . describe its fea- 
tures ... tell and sell the advantages 


of owning it. And through uniformity 
of design and color, they make pros- 
pects aware of the fact that Samson 
presents a complete line of quality 
products. 

Samson has always offered appli- 
ances of distinction at popular prices. 
Now, with its self-selling display 
boxes, the Samson SHOWBOXED line 


is more than ever out in front! 


SAMSON UNITED CORPORATION, ROCHESTER 10, N. Y. 


Samson United of Canada, Limited, Toronto 


SAMSON UNITED CORP 

















CONTINUING MASS 


IWERE has been no cutback of Youngstown advertising. It 


MARKET PROMOTION is still featuring Youngstown units with the greatest appeal 
sen = = ‘ 7 


for the largest number of buyers—regularly. And the same 


hard hitting advertising in big national publications will 
continue month after month—for you. 


Expanded Production dedicated 100% to supplying the needs 
of Youngstown dealers and distributors. 

A Complete Line of enameled steel cabinet sinks, cabinets, and 
accessories, made to highest quality standards in every detail. 
Youngstown styles and sizes fit kitchens of every type, from 
compact arrangements in moderately priced homes to the most 


BACKED BY THESE expensive custom installations. The finest equipment ever 
-_ = - = ; 


offered to meet the tremendous demand for attractive, work- 
saving kitchens. 

Evolutionary Styling that keeps pace with public acceptance; 
new Youngstown models can be added to thousands of pre- 
war installations. 

Promotional Profit Margins, maintained to make Youngstown 


the best paying line of merchandise you have ever sold. 


OH oengstouen fiitehors 


BY MULLINS 


EXTRA 
MEANS, PROFITS WITH 





MULLINS MANUFACTURING CORPORATION 


WARREN, OHIO Selected Franchised Dealers are set to make substaritial profits selling 
Porcelain Enameled Products, Large Pressed Metal Parts, Youngstown cabinet sinks and cabinets, according to the proved Youngs- 
Design Engineering Service town merchandising plan. 


_ _ A few territories are still open. If you are interested please let us know. 


Pi!ONeEeER SS Oo F KitTrcH &N MERCH AN DIS IN G 





Curt is 
Senior 
ond 


